Development of a Causal Alumni Loyalty Model: Cross-cultural and Cross-gender investigations by Iskhakova, Lilia
 
 
 
 
 
 
 
 
 
 
Development of a Causal Alumni Loyalty Model 
Cross-cultural and Cross-gender investigations 
 
 
 
Dissertation 
For awarding the academic title of 
Dr. rer. pol. 
 
 
Submitted to 
Dresden University of Technology 
Faculty of Business and Economics 
 
Handed in by: C. Sc., M. Sc. Lilia Iskhakova 
 
First supervisor: Prof. Dr. Andreas Hilbert 
Second supervisor: Prof. Dr. Florian Siems, Prof. Dr. Frank Schirmer 
 
 
Dresden, 2020
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
This dissertation is dedicated to my loving and understanding parents, 
husband, and beautiful children for their support along the journey to its 
completion. 
 
 
 
 
 
 
 
 
 
III 
 
ACKNOWLEDGMENTS 
I have always loved to learn and dreamed of earning a doctoral degree. As anyone 
who has worked on a thesis knows, there are many people who play a role in helping to bring 
such a project from conception to completion. I am deeply grateful to those who have assisted 
me along the way for their support, guidance, encouragement, and love.  
First, I would like to express my sincere gratitude to my supervisor, Prof. Dr. Andreas 
Hilbert, for his unyielding support of me, and his great patience, encouragement, wisdom, 
and insightful feedback that allowed me to finish this study. I learned from him how to be 
extremely precise in the details and to take full responsibility for my life's obstacles and 
conditions. In addition, Professor Andreas Hilbert helped me to improve my academic skills 
in research and information literacy, in intellectual and critical reasoning, in planning and 
organization, and in problem-solving and analysis, and, for all of that, I am eternally grateful. 
This work would never have been possible without Prof. Dr. Steffan Hoffmann, my 
scientific mentor and advisor, who plays an important role in my life. He introduced me to 
the world of structural equation modeling and provided extremely constructive advice and 
guidance in the field of alumni loyalty throughout the long development and delivery of this 
thesis. I highly value his wisdom; incredible knowledge of statistics, marketing, and 
management; high standards; an eye for detail; and warm and welcoming personality. I will 
always be grateful for his unwavering encouragement, time, experience, suggestions, and 
kind support. I learned from him how to be absolutely devoted to any work I do, as he is. His 
mentorship has been a blessing for me.   
I am highly grateful to Prof. Dr. Nafisa Yusupova, my long-time advisor from the Ufa 
State Aviation Technical University, for her kind support and wisdom. She continually 
recognized and demanded my best. I greatly appreciate her encouragement to push me 
beyond the boundaries of what I saw possible, and to produce impeccable results in 
academics and in life. I highly value her efforts to enhance cooperation between Russian 
scientists and their foreign colleagues. 
I am thankful to Prof. Dr. Dr. h. c. Peter Joehnk for his incessant wit, sincerity, 
delightful sense of humor, support, encouragement, and friendship. He provided the spark for 
embarking on the topic of this dissertation during my internship at the Helmholtz-Zentrum 
Dresden-Rossendorf, where he was working as an administrative director. His advice and 
enthusiasm were critical to providing the initial inspiration and giving me an area to explore. 
I also would like to sincerely thank the members of the doctoral committee, Prof. Dr. 
Susanne Strahringer, Prof. Dr. Florian Siems, Prof. Dr. Frank Schirmer, and Prof. Bärbel 
Fürstenau for their time and kind support.  
I would not be where I am without my smart and faithful friends and all those people 
who cared about me and shared their knowledge, wisdom, and experience on this educational 
journey. Specifically, I would like to sincerely thank Ms. Caren Hilbert for her genuine 
caring spirit and encouragement. I also wish to thank anonymous reviewers and especially the 
editor, Prof. Gillian Sullivan Mort, from the Journal of Nonprofit and Public Sector 
Marketing for their constructive comments and suggestions on an earlier draft of the 
published manuscripts. I also would like to thank our secretary, Ms. Kerstin Kosbab, for her 
time imparted. She was always supportive and kind to me. 
Special thanks go to my dearest friends Christina Boyes and Yuliya Rin, who spent a 
considerable amount of time reviewing drafts of this dissertation and offering insightful 
feedback that improved my writing. I would like also to thank my friends Julian and Darya 
Meyr for the fruitful discussions, tremendous support in finding funding for my dissertation, 
IV 
 
and submitting a successful grant application. I also wish to thank Semyon Kalinin for his 
willingness to help. 
Most importantly, I would like to sincerely thank my beloved family for the unlimited 
support and the unconditional love they show me. Specifically, I would like to thank my 
parents for always believing in me. There has never been a moment that I have not felt the 
warmth of their love and encouragement, even as I moved far away from home. My mother, 
Nuriya Iskhakova, is one of the strongest, most gracious, beautiful, and intelligent women I 
know. It is often said that ‘a mother’s love knows no bounds;’ for her, this is especially true. 
Her constant support and love instilled in me a confidence that allowed me to think I could 
accomplish anything I set my mind to. My father, Mansur Iskhakov, is a hard-working, 
energetic and creative person. Being a director of an art school and having built a magnificent 
big house for our family, he taught me how to follow my dreams and achieve results. I am 
grateful to him for stressing the importance of never giving up and holding firm to my 
commitments. I am thankful for my lovable, strong and wise brothers, Marat and Ruslan, for 
their unwavering support, encouragement, many laughs, and tender love. Marat Iskhakov is a 
talented successful painter; he is a reliable, kind, smart and diplomatic person. He can always 
make me smile even when he is thousands of miles far away from me. Dr. Ruslan Rin 
(Iskhakov) is an open-minded, goal-oriented and strong person. He is a great specialist in the 
field of computer science and physics who received his doctoral degree at Stanford 
University. He is always supportive and provides honest and competent feedback to me that 
challenges my thinking. I am also truly thankful to my husband, Alexey Voronin, for 
supporting me in every endeavor and being my partner, cheerleader, counselor, and best 
friend. He is a strong, smart, kind, and silent person with an easy-going manner. Throughout 
this process, he has always been there for me in so many different ways. I love and thank him 
for never telling or showing how hard it was. I would like to thank my children, Ernest and 
Adelina, for their understanding when I could not always take the time to play with them. My 
children are the force that helps me to maintain balance and find peace in my life. They 
motivate me to be better and stronger and, for that, I am eternally grateful. I feel blessed and 
lucky to have such an amazing family. I love every one of them with all my heart and hope 
that I can continue to make them proud of me.  
Finally, I would like to acknowledge all the sources of funding that made my research 
possible: the European Union (Erasmus-Mundus-Action 2 MULTIC doctoral scholarship); 
German Academic Exchange Service (DAAD research grant); Saxon Scholarship 
Programme Regulation (Sächsisches Landesstipendium). 
V 
 
TABLE OF CONTENTS 
Table of contents ....................................................................................................................... V 
List of figures ......................................................................................................................... VII 
List of tables .......................................................................................................................... VIII 
Abbreviation ............................................................................................................................ IX 
 
 
Part A: Framework of the dissertation 
1. Introduction ........................................................................................................................... 2 
1.1. Motivation ...................................................................................................................... 2 
1.2. State of the art and research goal ................................................................................... 3 
1.3. Integrative alumni loyalty model ................................................................................... 5 
1.3.1. Gender in the alumni loyalty context ....................................................................... 6 
1.3.2. Culture in the alumni loyalty context ....................................................................... 6 
2. Research design ..................................................................................................................... 8 
2.1.  Epistemological framework ........................................................................................... 8 
2.2.  Research goals and research questions........................................................................... 9 
2.2.1. Goal of cognition ...................................................................................................... 9 
2.2.2. Goal of implementation .......................................................................................... 10 
2.3.  Research methods ......................................................................................................... 11 
2.4.  Structure of the dissertation.......................................................................................... 14 
3. Status Quo of alumni loyalty research ................................................................................ 16 
4. Development of artifacts in the AL context ........................................................................ 20 
4.1. Integrative alumni loyalty model development ............................................................. 22 
4.2. Cross–gender aspects of the alumni loyalty context ..................................................... 24 
5. Summary ............................................................................................................................. 32 
5.1. Findings and artifact ...................................................................................................... 32 
5.2. Limitations and future research ..................................................................................... 40 
6. Conclusion ........................................................................................................................... 41 
References ................................................................................................................................ 42 
Appendix A. Author publications ............................................................................................ 50 
Appendix B. List of indicators ................................................................................................. 52 
VI 
 
Part B: Publications of the dissertation 
Overview 
Statutory Declaration 
P1: Alumni Loyalty: Systematic Literature Review.  
P2: An integrative model of alumni loyalty – an empirical validation among graduates from 
German and Russian universities  
P3: Gender moderation effect in the alumni loyalty context. 
P4: Cross-cultural research in alumni loyalty: an empirical study among master students from 
German and Russian universities. 
 
VII 
 
LIST OF FIGURES 
Figure A-1. Research design ..............................................................................................  8 
Figure A-2. A structure of the Dissertation ........................................................................  15 
Figure A-3. The methodology of the systematic literature review ....................................  17 
Figure A-4. The overall picture of the alumni loyalty construct ........................................  18 
Figure A-5. Alumni loyalty measurement (attitudinal aspect) ..........................................  18 
Figure A-6. The methodology of the design science research process for the alumni 
loyalty model development ............................................................................  21 
Figure A-7. An integrative model of intention to alumni loyalty (theoretical structure)  ....  23 
Figure A-8. An integrative model of intention to alumni loyalty ......................................  23 
Figure A-9. The conceptual framework of the expanded IAL model  
(cross-gender investigation)  ..........................................................................  25 
Figure A-10. Importance-performance map of the AL construct ........................................  27 
Figure A-11. Extended IAL model: a cross-gender analysis ...............................................  27 
Figure A-12. The conceptual framework of the extended IAL model  
(a cross-cultural investigation)  ......................................................................  29 
Figure A-13. Importance-performance map of the alumni loyalty construct ......................  31 
Figure A-14. Extended IAL model: a cross-cultural analysis  .............................................  31 
Figure A-15. Causal integrative alumni loyalty model ........................................................  36 
 
VIII 
 
LIST OF TABLES 
Table A-1. Overview of the research methods and research questions ............................ 14 
Table A-2. The basis of section 3 ..................................................................................... 16 
Table A-3. The basis of section 4.1 .................................................................................. 22 
Table A-4. The basis of section 4.2 .................................................................................. 24 
Table A-5. Main strategies for male and female alumni .................................................. 26 
Table A-6. The basis of section 4.3 .................................................................................. 28 
Table A-7. Strategies for multicultural universities (male alumni) .................................. 30 
Table A-8.  Overview of the results of the research process ............................................. 34 
Table A-9. Common strategies ......................................................................................... 40 
IX 
 
ABBREVIATION 
AL Alumni loyalty 
CB-SEM Covariance-based structural equation modeling 
DSR Design Science Research 
IAL Intention to alumni loyalty 
IAL model Integrative alumni loyalty model 
IPMA   Importance-performance map analysis 
MGA  Multi-group analysis 
MICOM  Procedure of a measurement invariance of composite models 
P Publication (numbered) 
PLS-SEM Variance-based structural equation modeling 
RQ Research question (numbered) 
SLR Systematic literature review 
1 
 
PART A: 
 
 
 
FRAMEWORK OF THE DISSERTATION
2 
 
1. INTRODUCTION 
1.1. MOTIVATION 
“We do not know a truth without knowing its cause.” 
~  Aristotle, Nicomachean Ethics, I.1. 
“Wisdom must be intuitive reason combined with scientific knowledge.” 
~ Aristotle, Nicomachean Ethics, VI.7. 
Alumni loyalty (AL) has recently become a primary “strategic theme for institutions 
offering higher education” (Helgesen & Nesset, 2007b, p. 126; Nurlida, 2015, p. 1391). The  
increasing importance of this phenomenon can be attributed to the convergence of the 
following factors: constant declining financial state support (Terry & Macy, 2007, p. 14); an 
increasingly competitive environment in higher education (Alves & Raposo, 2007, p. 572; 
Licata & Frankwick, 1996, p. 1); globalization (e.g., Groeppel-Klein, Germelmann, & Glaum, 
2010, p. 253); the war for talent; increasing student mobility (Nesset & Helgesen, 2009, p. 
327); financial crisis; and a growing trend of students’ withdrawal (Lin & Tsai, 2008, p. 397; 
Mora & Vidal, 2005, p. 74). Forced by these drivers, universities have started focusing on 
alumni as a new stream of support to survive in the rapidly changing education market (Bass, 
Gordon, & Kim, 2013, p. 2; McDearmon & Shirley, 2009, p. 84; Phadke, 2011, p. 262).  
Numerical studies claim that loyal alumni can contribute material and nonmaterial 
support to their alma mater (e.g., Hoffmann & Mueller, 2008, p. 571; Iskhakova, Hoffmann, 
& Hilbert, 2017, pp. 279, 280, see Appendix A). A large percentage of US and UK university 
budgets come not from tuitions or state funding but from fundraising (philanthropic sector), 
especially from alumni  (Karpova, 2006, p. 3; Rhoads & Gerking, 2000, p. 252). Terry and 
Macy (2007, p. 14) state that modern public and private institutions “rely ever more heavily 
on financial donations from their alumni as a source of budget enhancement.” Moreover, 
alumni can develop a solid and predictable financial base for future university activities 
through “furthering their studies at higher levels” in their alma maters (Hennig-Thurau, 
Langer, & Hansen, 2001, p. 332; Mansori, Vaz, & Ismail, 2014, p. 59). Such alumni 
persistence can be of great help for higher education organizations, because the modern 
financial foundation for universities is strongly based on tuition fees (de Macedo Bergamo et 
al., 2012, p. 32; Dehghan, Dugger, Dobrzykowski, & Balazs, 2014, p. 17; Giner & Rillo, 
2015, p. 258; Kuo & Ye, 2009, p. 754). 
Alumni provide more than just financial support for their alma mater (Weerts, 
Cabrera, & Sanford, 2010, p. 346). For example, alumni could help higher education leaders 
improve the quality of education through some form of cooperation (e.g. by giving guest 
lectures or otherwise sharing their experience and expertise) (Hennig-Thurau et al., 2001; 
Nesset & Helgesen, 2009). Alumni can become key players in the lobbying process by 
asserting university interests (Weerts & Ronca, 2008, p. 275). Veteran alumni may serve as 
mentors to young alumni and students, and help them to establish their careers (e.g. by 
offering placements) (Bass et al., 2013, p. 3; Weerts et al., 2010, p. 347). Furthermore, 
graduates could serve as ambassadors and recommend their university to prospective students 
(Helen & Ho, 2011, p. 3). The last aspect is highly important in the education industry 
because recruiting new students is a much more expensive process than retaining them (Lin 
& Tsai, 2008, p. 397; Nurlida, 2015, p. 1391). Moreover, carrying out “conventional 
marketing approaches (advertising and promotional activities)” is extremely difficult in the 
current global higher education market (Mansori et al., 2014, pp. 59–60).  
3 
 
Summing up, alumni may be the largest source of support for their alma mater in such 
areas as lobbying, volunteering (mentoring), information, donations, investment, and 
networking (e.g., Drapinska, 2012, p. 48; Goolamally & Latif, 2014, p. 390; Helgesen & 
Nesset, 2007a, p. 40; Phadke, 2011, p. 262; Tsao & Coll, 2005, p. 382). However, in order to 
obtain and increase alumni contributions, universities are required to make a “long-term 
investment of time and cultivating a positive relationship with individual alumni” (Tsao & 
Coll, 2005, с. 381). This relationship needs to be accompanied by a well-planned alumni-
relations strategy, which must be based on a clear understanding of how AL can be developed 
and sustained (Rojas-Méndez, Vasquez-Parraga, Kara, & Cerda-Urrutia, 2009, p. 22; see 
Appendix A). Only thoughtful and careful strategies with relevant content “can transform the 
students to become loyal students” and thus create a robust ecosystem (Goolamally & Latif, 
2014, p. 391). Thus, insight concerning AL and its antecedents is “a key objective for many 
higher education organizations” (Hennig-Thurau et al., 2001, p. 332; Holmes, 2009, p. 18).  
1.2.  STATE OF THE ART AND RESEARCH GOAL 
Given the important role that alumni play in supporting their alma maters, it is not 
surprising that universities expend substantial time and resources to gain deeper insight into 
the AL concept. Scholars from different disciplines all over the world analyze an enormous 
amount of variables to identify which of those may have the most impact on AL (Weerts & 
Ronca, 2008, p. 274). The examined scientific literature explores various econometrical 
models which were developed based on a theory from different disciplines (Brady, Noble, 
Utter, & Smith, 2002, p. 923; Heckman & Guskey, 1998, p. 101; Hennig-Thurau & Klee, 
1997, p. 742; Tinto, 1975, p. 95).  
The detailed analysis of the extant models revealed several peculiarities. First, the 
considered studies show that “researchers perceived and defined the concept of loyalty in a 
number of different ways” (Helgesen & Nesset, 2007a, p. 39; Hoffmann & Mueller, 2008, p. 
571; Fernandes, Ross, & Meraj, 2013, p. 619; Iskhakova, Hilbert, & Hoffmann, 2016, p. 
134). Thus, followers of the educational science approach argue that students are loyal if they 
are willing to keep in touch with their university and fellow alumni, and hence do not want to 
drop out (Goolamally & Latif, 2014, p. 391; Tinto, 1975, p. 95). Supporters of the charitable 
giving approach and microeconomics assert that alumni are loyal if they donate to their alma 
mater (Brady et al., 2002, p. 923). To explain AL, managers embrace the construct of 
“discretionary collaborative behavior,” which describes a selfless volunteer activity 
committed by a buyer for a seller (Heckman & Guskey, 1998, p. 98). The followers of the 
relationship marketing approach consider customer retention as loyalty, which – in contrast to 
most interpretations of AL – does not contain any attitudinal aspects (Hennig-Thurau & Klee, 
1997, p. 741). The diverse conceptualizations of AL and resulting differences in AL measures 
make it almost impossible to compare research in this area and to reveal the most relevant 
conceptual model of AL (Iskhakova et al., 2017, pp. 299, 301). This situation makes it 
difficult for a university’s administration to obtain reliable findings and to use them as the 
basis for practice and policy decisions. Thus, it is essential to obtain an interdisciplinary, 
international overview of the current understanding of the AL phenomenon and derive a more 
comprehensive definition of this construct (Iskhakova et al., 2017, p. 275). 
Second, the majority of the models were developed based on the frame of particular 
scientific disciplines (Iskhakova et al., 2017, pp. 297, 299; Mann, 2007, p. 39). This fact led 
to the inclusion of an insufficient number of drivers of AL in the models (Iskhakova et al., 
2016, pp. 132, 152). For example, in Tinto’s well-known model of student dropout 
behaviour, which is often perceived as a basis of loyalty strategies  (Hennig-Thurau et al., 
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2001, p. 333), integration is considered as a central determinant of “student persistence” (de 
Macedo Bergamo et al., 2012, p. 33). However, Tinto did not make any reference to another 
factor – quality of service – which, according to other researchers, is a key driver of 
relationship success in traditional business marketing settings (Tinto, 1975, p. 95; Hennig-
Thurau et al., 2001, p. 333). Hence, there is a clear need to reveal and combine a variety of 
main theoretical perspectives in the field of AL to understand how and what motivates alumni 
to become loyal towards their alma maters (Mann, 2007, p. 36). 
Third, these models do not take into account important external factors (e.g., gender, 
culture) that can significantly influence the bonds between AL and its main internal 
antecedents (Stan, 2015, p. 1593; Zhang, van Doorn, & Leeflang, 2014, p. 284). Paralleling 
the related concept of customer loyalty (Fernandes et al., 2013, p. 614; Rojas-Méndez et al., 
2009, p. 23), AL is a developmental process, which can be influenced by both external and 
internal factors (e.g., Duffy, 2003, p. 480; Frank, Enkawa, & Schvaneveldt, 2014, p. 171; 
Tsao & Coll, 2005, p. 382). In this dissertation, the internal factors define exogenous or 
endogenous constructs that influence the AL construct. The external factors refer to variables 
that affect the strength of relationships between AL and its antecedents (Hair, Hult, Ringle, & 
Sarstedt, 2016, pp. 190, 228, 243). “Research questions of the latter type rely on the 
identification and quantification of moderating effects” (Vinzi, Chin, Henseler, & Wang, 
2010, p. 716). Thus, moderation describes the situation in which the interactions between AL 
and its inner factors differ depending on the value of external factors. Hence, significant 
progress could be achieved in AL research if the circumstances under which the relationships 
between AL and its determinants are identified and characterized as extremely weak or 
extremely strong (Fassott, Henseler, & Coelho, 2016; Stan, 2015, p. 1593; Zhang et al., 2014, 
p. 284). Thus, it is unclear to what extent alumni response to the incentives depends on the 
personal characteristics of graduates, particularly alumni gender (Melnyk & van Osselaer, 
2012, p. 546).1 If female and male graduates respond differently to actions aimed at 
enhancing AL, they may require different strategic approaches (Melnyk & van Osselaer, 
2012, p. 546; Stan, 2015, p. 1593). Therefore, insights regarding gender differences can be 
crucial to university administration decisions (Okunade, 1996, p. 222).  
Additionally, globalization is increasingly turning higher education into a 
multinational player (Groeppel-Klein et al., 2010, p. 253). A growing number of universities 
are emerging either as multinational organizations, by creating startup versions of themselves 
in foreign countries (Tutar, Altinoz, & Cakiroglu, 2014, p. 346); or as multicultural 
institutions, by having students from various cultural backgrounds (Halualani, 2008, p. 1). 
These changes create new challenges for higher education organizations (Groeppel-Klein et 
al., 2010, p. 254), the most critical of which is appreciating and acknowledging cultural 
values, as cultural idiosyncrasies tend to amplify when “economic borders come down” 
(House, Hanges, Javidan, Dorfman, & Gupta, 2004, p. 5). Hence, “developing effective 
marketing strategies that are sensitive to cultural differences across countries is of 
considerable importance in the global marketplace” (Zhang et al., 2014, p. 284). 
The analysis reveals that “there is no generally accepted – let alone empirically 
confirmed – conceptual model” of the AL process (Bass et al., 2013, p. 2; Hennig-Thurau et 
al., 2001, p. 333; Nesset & Helgesen, 2009, p. 328; Sung & Yang, 2009, p. 789). It might be 
due to the fact that alumni research does not yet have its own body of literature and resources 
(Pettit, 1999, p. 105). However, such a model is essential to the implementation of theory-
based, consistent strategies aimed at enhancing AL and, as a consequence, the economic 
success of universities (Hennig-Thurau et al., 2001, p. 333). Moreover, the development of 
 
1 Students can be viewed as “the main ‘customers’ of an educational institution, which means that literature 
regarding customers is relevant in understanding an institution’s relationships with students” (Nesset & 
Helgesen, 2009, p. 328). 
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such a model would enable university administrations to concentrate their efforts on those 
activities that can enhance AL, thereby improving “efficiency of scarce institutional 
resources” (Holmes, 2009, p. 27).  
To succeed despite these difficulties and to improve coordination between higher 
education and their alumni, this dissertation aims to develop an integrative alumni loyalty 
model (IAL model) that includes the main internal and external factors affecting AL and 
therefore, can be adapted to different contexts. A set of case studies examining cross-cultural 
and cross-gender differences are employed to achieve this goal. The following sections 
provide more details regarding how the main purpose of the dissertation is achieved.   
The relevance of this dissertation is related to the need to supply managers and the 
scientific community with knowledge how to measure, predict, and explain AL. For this 
purpose, a special integrative alumni loyalty model with a universal structure is proposed. 
Guided by the drivers of AL included in this model, researchers and practitioners can better 
understand needs of their alumni, and therefore, successfully develop alumni management 
strategies (Helgesen & Nesset, 2007b, p. 126). For example, managers will be able to identify 
whether a university’s administration should consider gender and cultural differences while 
implementing their AL programs to obtain relevant alumni support. As a result, the IAL model 
can help managers to formulate relevant strategies, thereby allocating limited university 
resources in a more meaningful and organized way (Frank et al., 2014; Stan, 2015, p. 1593).  
1.3. INTEGRATIVE ALUMNI LOYALTY MODEL  
To develop a more comprehensive model of AL (i.e., IAL model) capable of tackling 
the limitations mentioned in section 1.2; it is essential to obtain an overall picture of the AL 
concept. Indeed, the multidisciplinary nature of this framework can provide a well-rounded 
look at the ways in which AL could be established (Iskhakova et al., 2017, pp. 274, 299). The 
use of a systematic literature review (SLR) addresses this issue “by identifying, critically 
evaluating and integrating the findings of all relevant, high-quality individual studies 
addressing one or more research questions” (Siddaway, n.d., p.1). “Knowledge of what other 
researchers have learned is crucial to maximizing the effectiveness of AL research” (Pettit, 
1999, p. 105). However, to the best of the author’s knowledge, so far, there is no SLR 
examining AL (Iskhakova et al., 2017, pp. 275). Therefore, this thesis needs to perform such 
an analysis. Therefore, there is a need to perform such analysis in the frame of this thesis. 
After conducting the SLR, main theoretical approaches and aspects of AL can be revealed. 
This descriptive analysis can establish the foundation on which to frame a more 
comprehensive definition of AL. Based on these findings, a main structure of the IAL model 
can be developed by deriving a more reliable measure of the AL construct and identifying 
key internal factors influencing AL. Thus, the first two limitations of AL research mentioned 
in section 1.2 can be overcome.  
To solve two other problems in the AL literature (section 1.2), it is essential to assess 
the stability of the IAL model’s structure under different environmental conditions. Hence, 
there is a need to analyze moderation effects of the appropriate external factors on the AL 
formation (e.g., Lin & Tsai, 2008, p. 411). In the consumer loyalty literature, managers and 
cultural psychologists highlight gender and culture as critical external drivers (e.g., Frank et 
al., 2014, p. 182; Zhang et al., 2014, p. 284). Since alumni behavior can “be studied from the 
perspective of consumer behavior” (Rojas-Méndez et al., 2009, p. 23), this evidence can also 
be applied in the area of AL. The next section shows why the effects of culture and gender 
are important to examine in the AL context on a larger scale.  
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1.3.1. Gender in the alumni loyalty context 
In contrast to AL research, the moderation effect of gender has been considerably 
investigated in the context of consumer loyalty (e.g., Frank et al., 2014; Melnyk, van 
Osselaer, & Bijmolt, 2009; Melnyk & van Osselaer, 2012; Stan, 2015). Multiple empirical 
studies show that customer loyalty differs in nature by gender (e.g., Melnyk & van Osselaer, 
2012, p. 545). As a result, gender is “one of the demographic or socioeconomic variables that 
for years have been used for customer classification and product market segmentation” 
(Helgesen & Nesset, 2010, p. 115). An explanation for this could be that “females and males 
tend to have different attitudinal and behavioral orientations, partly from genetic makeup and 
partly from socialization experiences” (Helgesen & Nesset, 2010, p. 115). Melnyk et al., 
(2009, p. 93) demonstrated that, whereas male customers are comparatively more loyal to 
companies, female customers tend to be relatively more loyal to individuals. Babakus and 
Yavas (2008) also stressed that males are task-oriented and “primarily guided by societal 
norms that require control, mastery, and self-efficacy to pursue self-centered goals,” while 
females are relationship-oriented and “guided by concerns for self and others and emphasize 
affiliation and harmonious relationships with others” (p. 976). Since AL can be analyzed 
through the prism of customer loyalty “despite the peculiarity of this designation due to the 
nature of education” (Rojas-Méndez et al., 2009, p. 23), the evidence regarding gender 
differences in the customer loyalty context can also be applied in the AL field. Consequently, 
some antecedents of AL that are appreciated by one gender may be valued less or even 
backfire for the other gender (Frank et al., 2014, p. 171).  
Due to the importance of AL and the potential for gender to impact it, several studies 
have been conducted in this area (e.g., Clotfelter, 2001; Holmes, 2009; Marr, Mullin, & 
Siegfried, 2005; Monks, 2003). However, detailed analysis of these papers identified some 
limitations (Iskhakova, 2018, pp., 2, 3). For example, the studies obtained contradictory and 
mixed results (Holmes, 2009, pp. 18, 26; Clotfelter, 2001, p. 129). Additionally, the papers 
investigated the influence of gender on only one part of AL; namely, alumni giving (e.g., 
Wunnava & Okunade, 2013, p. 770; Marr et al., 2005, p. 134). However, the major drawback 
of the previous studies is that they neglected to investigate a potential moderation effect of 
gender on the relationship between AL and its determinants. Due to the practical importance 
of gender-specific marketing, understanding the gender differences in the success factors 
driving AL can provide valuable insights for managers (Frank et al., 2014, p. 172). Indeed, 
knowledge of gender-related differences in AL formation would allow universities to 
optimize female and male AL with different strategies and therefore, to perform management 
activities more efficiently (e.g., Melnyk & van Osselaer, 2012, p. 546; Stan, 2015, p. 1593). 
Thus, it is essential to analyze the moderation effect of gender in the AL context (Frank et al., 
2014, p. 171).  
1.3.2. Culture in the alumni loyalty context 
Most cross-cultural studies in marketing use culture as the unit of analysis (Ladhari, 
Pons, Bressolles, & Zins, 2011, p. 951). In this case, culture is usually defined as “a 
collective programming of the mind that distinguishes the members of one group or category 
of people from others” (Hofstede, 2011, p. 3). Numerous studies report the impact of culture 
on different domains of consumer behavior (Chebat & Morrin, 2007, p. 189; Ladhari et al., 
2011, p. 951; Soyez, 2012, p. 623; Zhang et al., 2014, p. 284). However, little attention has 
been given to cultural effects on AL behavior (Groeppel-Klein et al., 2010, p. 253; Sung & 
Yang, 2009, p. 806).   
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Consumer research claims that “the impact of culture on loyalty programs can be 
significant as consumers rely on cultural norms in their decision-making” (Steyn, Pitt, 
Strasheim, Boshoff, & Abratt, 2010, p. 357). Since AL is widely recognized as a particular 
form of consumer behavior (Fernandes et al., 2013, p. 614; Nesset & Helgesen, 2009, p. 
328), AL campaigns can vary across cultures and therefore, what works for university alumni 
from one country may not work in another (e.g., Proper, 2009, p. 149; Steyn et al., 2010, p. 
356). Gaining insight into cultural differences is, therefore, crucial for managers. They need 
to understand the underlying value structure that triggers AL behavior cross-culturally and, 
thus, to adapt their marketing strategies effectively to cultural peculiarities. Additionally, 
cultural discrepancies may “highlight the relationship between theoretical constructs and 
specify important theoretical boundary conditions” (House et al., 2004, p. 53). Consequently, 
culture is valuable for providing a framework to build AL. Thus, having determined which 
relationships between AL and its antecedents are culturally universal and which are culturally 
unique, scholars could develop a more stable model of AL which, in turn, might bring about a 
new era in the field of AL research (Hennig-Thurau et al., 2001, p. 341; Lin & Tsai, 2008, p. 
411). Consequently, it is crucial to consider cultural elements as vital moderators of AL 
(Soyez, 2012, p. 624; Sung & Yang, 2009, p. 806). 
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2. RESEARCH DESIGN 
The research design of this dissertation is based on the central research objective from 
section 1.2 and demonstrates research goals and research methods with which the central goal 
can be accomplished (Becker, Holten, Knackstedt, & Niehaves, 2003, p. 3; Braun & Esswein, 
2006, pp. 145, 146). Additionally, the research design shows a description of the scientific 
theories used to make this AL research replicable and transparent (Figure A-1). For this 
purpose, the studies of Becker et al. (2003, p. 5) and Becker & Niehaves (2007, p. 202) are 
applied. The three components of the research design are described in more detail in the 
following sections.  
   Research goals
Main Goal
    Research Method
Deductivism
 Inductivism
 Goal of Cognition Goal of 
Implementation
Explanation, prediction, and description of  AL 
by developing a causal alumni loyalty model  
that can be adapted to cross-cultural and cross-
gender environments
To obtain a 
comprehensive and 
minimally biased 
picture of alumni 
loyalty research
To develop an  
integrative alumni 
loyalty in terms of 
discovering key 
internal and external 
factors (i.e. gender 
and culture) 
influencing the 
alumni loyalty intent 
Systematic literature 
review
 Design Science 
Research
Epistemological framework
F
iv
e 
le
v
el
s 
o
f 
T
h
eo
ry
 o
f 
K
n
o
w
le
d
g
e
Constructivism 
(interpretivism)
Ontological aspect
Methodological aspect
Epistemological aspect
Concept of truth
Cognition aspect
P1-P4
P1
RQ5
RQ6
RQ7
RQ1
RQ2
RQ3
Ontological realism
Kantianism
Inductivism and  
Deductivism
Consensus theory of truth
To define an alumni 
loyalty construct
RQ4
 
Figure A-1. Research design2 
(own representation) 
2.1. EPISTEMOLOGICAL FRAMEWORK 
The epistemological framework provided by Becker and Niehaves (2007, p. 202) 
consists of the five epistemological assumptions: ontological aspect (existence of ‘real’ 
world); epistemological aspect (relationship between cognition and the object of cognition); 
concept of truth; cognition aspect (origin of knowledge) and methodological aspect (means of 
 
2 RQ – research question; P – paper. Research design was developed based on Schieber (2016, p. 9); Becker et 
al. (2003, p. 3); Braun and Esswein (2006, pp. 145, 146)  
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achieving knowledge). This dissertation solves a real-world problem by providing an 
understanding of the causative connections between concepts (Anderson, Sweeney, Williams, 
& Wisniewski, 2009, p. 12; Brink & Wood, 1998, p. 180). Therefore, ontological realism is 
chosen in the frame of ontological aspect (Becker & Niehaves, 2007, p. 207). With respect to 
the epistemological aspect, the dissertation focuses mostly on constructivism, because 
cognition is seen as a subject-related process (Becker & Niehaves, 2007, p. 203). Indeed, 
based on the theoretical background, the thesis indicates the “potential rather [than] the actual 
flow of causation between elements” (Brink & Wood, 1998, p. 180). A real-world situation 
can be understood and interpreted using a statistical proof or rejection of these previously 
derived causations. Regarding a concept of truth, the correctness of knowledge is verified 
based on a consensus theory of truth for a group. Specifically, subjective cognition can be 
perceived as true if it is true for the specific group (Becker & Niehaves, 2007, p. 207). In the 
cognition aspect frame, Kantianism is applied. Thus, both experience and theoretical (a 
priori) statements form the basis of the alumni loyalty model (Becker & Niehaves, 2007, p. 
202). More precisely, the proposed model derives its results via theoretical reflection on the 
model’s contents as well as through empirical observation. From the methodological aspect, 
the dissertation contains both empirical and a priori knowledge. Thus, both inductive and 
deductive methods are used (Becker et al., 2003, p. 7; Becker & Niehaves, 2007, p. 202).  
2.2. RESEARCH GOALS AND RESEARCH QUESTIONS 
As mentioned previously, the main goal of this dissertation is to explain, predict, and 
define AL by developing a causal model of AL that can be adapted to across cultural and 
gender environments. In order to achieve this primary goal, it is necessary to specify the 
goals of cognition and implementation (Becker et al., 2003, p. 11). The goal of cognition 
focuses on understanding the AL concept, deriving main research streams in this field, 
deducing a definition of AL and, finally, providing an overall picture of AL research. In 
contrast, the goal of implementation concentrates on developing the artifacts aimed towards 
solving the problems in the AL research mentioned in section 1.3. In short, the artifacts are 
the “core subject matters” represented in the form of constructs, models, methods, or 
instantiations (Hevner, March, & Ram, 2004, p. 82). 
2.2.1. Goal of cognition 
The goal of cognition is to give a more comprehensive picture of AL by summarizing 
the key theoretical and empirical evidence. To achieve the primary goal, the following 
research questions (RQ) are explored: 
RQ1: Who is leading AL research?  
This research question focuses on a bibliographic analysis of AL research (Leonidou, 
Katsikeas, & Coudounaris, 2010, p. 79; Stechemesser & Guenther, 2012, pp. 19–21). The 
thesis seeks to answer the following additional questions: How much literature has been 
published in the field of AL? When, and in what countries, was it published? What countries 
are the major contributors to this field? What journals cover the AL literature? Which are the 
most important? Which papers received the most citations? Which streams do they belong to? 
The answer to these questions can give an overview as to whether the AL topic is of 
increasing interest within the research community. It also identifies the most popular journals 
and the most powerful papers and research streams which they belong to and provides a 
geographic origin classification. 
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RQ2: Which theoretical perspectives (approaches) most accurately reflect the AL?  
RQ2 examines the underlying theories that explain AL behavior, which provide a more 
comprehensive look at the ways in which AL could be developed. In other words, this question 
helps to reveal factors which were tested by scholars to identify the main antecedents of AL.  
RQ3: How do researchers from different theoretical approaches measure (describe) 
the construct of AL?  
Answering RQ3, the thesis reveals the main aspect of AL and presents an overall 
picture of AL research. This can help to identify major areas where differentiation exists 
between the researchers’ understanding of the AL construct.  
RQ1, RQ2, and RQ3 clearly delimit subject areas within AL research, show cross-
disciplinary perspectives in which AL was analyzed, and demonstrate theoretical debates 
surrounding this field of study. This information can establish a platform on which to build a 
more comprehensive definition of AL. The following research question addresses this issue: 
RQ4: How can the term of AL be defined in a more comprehensive way? 
RQ4 adds a new perspective about such complex and questionable constructs as AL. 
Answering this question, the author draws a general definition of AL based on the findings 
from the previous research question (i.e. RQ1 – RQ3). The use of this definition can help 
researchers to develop more precise and reliable measures of the AL construct and to 
operationalize more accurate research questions. This can help managers to identify the most 
relevant conceptual model of AL, thereby revealing effective AL strategies. Paper 1 (P1, 
Iskhakova et al, 2017) summarizes the results from the above questions.  
2.2.2. Goal of Implementation 
The goal of implementation deals with the development of the causal integrative 
alumni loyalty model with a universal structure that can be adapted to local circumstances 
(cross-culture and cross-gender case studies). To achieve this goal, the dissertation attempts 
to answer the following research questions:  
RQ5: What are the key inner factors that impact alumni contribution behavior?  
This question aims to establish the main structural framework of the integrative 
alumni loyalty model (IAL model), each pathway of which contains key inner factors directly 
or indirectly influencing the decisive construct: intention to AL (IAL). Due to time 
constraints, the dissertation investigates only one aspect of AL. The attitudinal aspect of the 
AL construct is chosen because the behavioral dimensions of AL do not “give a 
comprehensive picture of loyalty” and, therefore, “should be supplemented with the 
attitudinal one to reflect relative attitudes towards the product or services” (Helen & Ho, 
2011, p. 3). Therefore, IAL is used in this dissertation as the main predictor of alumni 
contributions and, thus, is perceived as the target construct in the IAL model (Fernandes et 
al., 2013, p. 619; Helen & Ho, 2011, p. 3; Helgesen & Nesset, 2007a, p. 42). Paper 2 (P2, 
Iskhakova et al., 2016) discusses RQ5 and presents the findings. 
To determine whether the IAL model is stable across gender and cultural contexts, it 
needs to be tested in the appropriate environments. RQs6 and 7 focus on analyzing the 
influence of relevant external factors on AL formation. 
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RQ6. How do gender differences influence the relationships between AL and its 
antecedents?  
This research question attempts to address the lack of AL research regarding the 
moderating role of gender in the relationships between AL and its determinants. The 
importance of this study is related to the necessity to identify whether university 
administrations should consider gender differences while implementing an AL program 
aimed at increasing AL rates and obtaining desired alumni support. Based on the key success 
factors achieved in this study, university administrators could perform targeted actions to 
manage their interactions with female and male alumni and procure the desired contributions 
from them. For this purpose, the IAL model presented in P2 is extended by developing 
original hypotheses regarding a moderating effect of gender on the relationships between AL 
and its predecessors. Paper 3 (P3, Iskhakova, 2018) reports the findings of this investigation. 
RQ7. What drives alumni loyalty cross-culturally?  
RQ7 gains insight into the influence of cultural dimensions on AL behavior. Thus, how 
culture moderates the relationship between AL and its determinants can be identified. The IAL 
model is used due to its more comprehensive structure (P2, Iskhakova et al., 2016, p. 142). The 
author derives national cultural values from the Hofstede study (2001) and integrates them into 
the IAL model as moderating variables. This research uses three cultural dimensions: 
individualism/collectivism, masculinity/femininity, and power distance, because these values 
are theoretically related to loyalty behavior (Soyez, 2012, pp. 628-630; House et al., 2004, 
Ladhari et al., 2011, p. 952). Since gender moderates the strength of the relationship between 
AL and its antecedents (P3), the thesis focuses on comparing cultural effects between male 
samples to address heterogeneity issues (Hair et al., 2016, p. 291). The results of this 
investigation can assist school administrations in developing successful loyalty strategies 
according to the needs, preferences, and cultural differences of their alumni within a global 
marketplace. The findings of this paper can serve as a roadmap for multicultural universities to 
increase AL in the international education market. The findings are exhibited in paper 4 (P4, 
Iskhakova, Hoffmann, Hilbert, & Joehnk, 2018). 
RQs 6 and 7 paint a more complete picture of the mechanisms triggering AL. Indeed, 
answering these questions, this dissertation contributes substantially to the alumni literature 
by integrating cultural and gender perspectives on drivers of AL. This provides a framework 
for creating a universal alumni loyalty model. Consequently, the author believes that 
fulfillment of the implementation goal would enable institutional leaders to encourage alumni 
to become loyal to their alma maters and thus, to increase the profitability and 
competitiveness of higher education organizations.  
 2.3. RESEARCH METHODS 
As the third part of the research design (Figure A-1), this section describes research 
methods used in the thesis. According to Becker et al. (2003, p. 5), selection of the research 
methods depends on the epistemological framework and the research goals. In accordance 
with its constructivist orientation, the implementation part of the dissertation refers to design 
science research (DSR) (Schieber, 2016, p. 14). So far, DSR has been an important research 
paradigm in the field of Information Systems (Gregor & Hevner, 2013, p. 337; Göbel & 
Cronholm, 2012, p. 2). Since this scientific body of knowledge is perceived not only as a 
matter restricted to the research community but also as an entity that implies a general 
practice contribution (Göran, p. 4), this approach has gained popularity in different scientific 
disciplines, including management and marketing  (Pandza & Thorpe, 2010, p. 172). Thus, 
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managers apply DSR to design “solutions to field problems but still keeping academic 
relevance”, thereby demonstrating the usefulness of their research for practical and scientific 
affairs (Karmann, 2013, p. 1).3 Indeed, the main problem of management research is that it is 
“either scientifically verified, but not relevant for practice or practically relevant but not 
scientifically verified” (Karmann, 2013, p. 1). Due to the academic and practical relevance 
afforded by the DSR framework, this paradigm can solve the relevance dilemma above by 
increasing the importance of management research in practical life and providing a clear 
academic identity of this field for the research community (Pandza & Thorpe, 2010, p. 172; 
Karmann, 2013, p. 1).  
The DSR literature is rich with ideas about how to conduct an investigation (Peffers, 
Tuunanen, Rothenberger, & Chatterjee, 2007, p. 51). However, two of them are worthy of 
special attention. The first, provided by Hevner et al. (2004), is the most often applied and 
discussed in the fields of Economics and Business (Göbel & Cronholm, 2012, p. 2). This 
study proposes practical guidelines to conduct DSR and, therefore, significantly influences 
“methodological choices within the DSR” (Peffers et al., 2007, p. 51). Nevertheless, Hevner 
et al. (2004) do not supply researchers with a process model that can be applied directly to 
the problem of the DSR (Peffers et al., 2007, p. 51). The second, conducted by Peffers et al. 
(2007, p. 54), extends the efforts of Hevner et al. (2004), by presenting a generalizable 
process model designed to handle the DSR more effectively. This model includes six steps: 
problem identification and motivation for its solution; definition of the objectives for a 
solution; design and development of the artifact; demonstration of the use of the artifact to 
solve the problem (e.g., survey, case study); evaluation of the artifact to verify its usefulness 
(through a logical proof or any appropriate empirical evidence); and communication to 
diffuse the results (i.e. scholarly publication) (Peffer et al., 2007, p. 54). In this thesis, the 
Peffers et al.’ DSR model is applied to obtain the desired artifacts and to reach the goal of 
implementation (section 2.2.2). Simultaneously, the implementation process depends on the 
results related to the goal of cognition (section 2.2.1). In order to fulfill both objectives, 
which require different research approaches, the author uses a multimethod design, 
recommended by Frank (2006, p. 40).  
To meet the requirements of the cognition goal, a SLR was used. Specifically, the author 
applied a procedure introduced by Fink (2010) as a foundation for the systematic review and 
enriched it with the guidelines proposed by Tranfield, Denyer, and  Smart (2003) and 
Kitchenham (2004) (Iskhakova et al., 2017, p. 281). Based on the identified literature, the 
dissertation derived general theoretical approaches of AL, primary aspects of the AL construct, 
and the general definition of AL (Iskhakova et al., 2017, p. 299, 302). To answer RQ1, in the 
frame of the SLR, bibliographic analysis (Leonidou et al., 2010, p. 79; Stechemesser & 
Guenther, 2012, pp. 19–21) and citation analysis (Garfield, 1972, p. 471 ) were applied. The 
latter analysis helped to measure the influence of the paper: its impact factor (Garfield, 1972). 
The information from the examined literature was extracted using content analysis (Krippendorff, 
2004). The inferences obtained from meticulously-analyzed general statements were 
methodologically related to the scientific method of inductivism (Becker et al., 2003, p. 7). 
In contrast, a predominantly deductive approach was used to achieve the goal of 
implementation (RQ5 – RQ7, section 2.2.2) (Becker et al., 2003, p. 7). To accomplish first steps 
in the DSR process (specifically, the phase of problem identification and objective definition, see 
Peffers et al., 2007, p. 54), the author operated with the theory-based exploration technique 
suggested by Bortz and Döring (2006, pp. 364, 365). An argumentative-deductive analysis was 
applied to design artifacts (Metzger, 2017, p. 8; Wilde & Hess, 2007, p. 282; Bauer, 2010, p. 
141). A survey was carried out among different samples to demonstrate the use of artifacts to 
 
3 https://www.grin.com/document/213085 
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solve the research problems (Bauer, 2010, p. 149). The validation and usefulness of artifacts were 
verified based on the quantitative cross-section analysis (Wilde & Hess, 2007, p. 282; Bortz & 
Döring, 2006, p. 369). Specifically, due to the complex nature of the AL construct (Iskhakova et 
al., 2017, p. 299), structural equation modeling (SEM) was used to test the validity of the 
proposed model (Hair et al., 2016, pp. 11, 23).  
To assess SEMs, scholars revert either to covariance-based (CB-SEM) or variance-
based approaches (also called partial least squares or PLS-SEM) (Hair, Ringle, & Sarstedt, 
2011, p. 145). Following the guidelines for selecting an appropriate method provided by Hair 
et al. (2016, p. 23), the PLS-SEM approach was chosen, because this approach better addressed 
the goals and needs of this dissertation (Hock, Ringle, & Sarstedt, 2010, p. 197). Specifically, 
the PLS-SEM approach was particularly suitable to the main goal of this thesis (section 2.2) 
due to its ability to produce a specific composite score (proxy) for each observation (Hair et al., 
2016, p. 17; Henseler, Ringle, & Sinkovics, 2009, pp. 279–281, 296, 297). Thus, using the 
proxies of all constructs as imports, PLS-SEM applies ordinary least squares regression with 
the purpose of maximizing the explained variance of the target endogenous variables. In 
contrast, the CB-SEM estimates the model parameters based on a covariance matrix without 
using unique latent variables scores (Hair et al., 2016, p. 15). Such score indeterminacy makes 
“CB-SEM extremely unsuitable for prediction” (Hair et al., 2016, p. 17). Furthermore, these 
proxies are required for an additional importance-performance matrix analysis of the PLS 
results to identify critical areas of managerial importance (Ringle & Sarstedt, 2016, p. 1868). 
Additionally, PLS-SEM can handle relatively complex models, including both reflective and 
formative measured constructs (Hair et al., 2011, p. 144), as used in this study (Iskhakova et 
al., 2016, p. 145). The requirements mentioned above exceed the technical capabilities of the 
CB-SEM approach. The use of the PLS-SEM approach seems wholly warranted, and indeed 
necessary, to fulfill the research objectives and model setup of this investigation. The statistical 
software, SmartPLS, was applied to estimate the extended IAL model (Ringle, Wende, & 
Becker, 2015). 
RQ6 (Iskhakova, 2018) and RQ7 (Iskhakova et al., 2018) require multi-group 
comparisons and a more detailed analysis of the IAL model (Hair et al., 122, 139, 191, 235, 
277, 291, 298). Thus, the following additional methods are used: a procedure of a measurement 
invariance for composite models (MICOM) (Henseler, Ringle, & Sarstedt, 2016, p. 412); a 
mediation analysis in partial least squares path modeling provided by Nitzl, Roldan, and 
Cepeda (2016, pp. 1853, 1859); a nonparametric approach to multi-group analysis (MGA) 
represented  by Sarstedt, Henseler, and Ringle (2011, p. 203); and an importance-performance 
map analysis (IPMA) developed by Ringle and Sarstedt (2016, p. 1868).  
Table A-1 summarizes and provides methods used in this dissertation and shows how 
they link to the research questions and objectives. 
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Table A-1. Overview of the research methods and research questions4 
Goal RQ Research method Section/Paper 
G
o
al
 o
f 
co
g
n
i t
io
n
 RQ1-
RQ4 
Systematic literature review (SLR) based on approaches 
proposed by Fink (2010, p. 4, 5); Kitchenham (2004, p. 1, 
27, 28), and Tranfield et al. (2003, p. 214); addition 
analysis in the frame of SLR: content analysis 
(Krippendorff, 2004), bibliographic analysis (Leonidou et 
al., 2010, p. 79; Stechemesser & Guenther, 2012, pp. 19–
21), citation analysis (Garfield, 1972, p. 471). 
Section 3/ 
P1 
G
o
al
 o
f 
im
p
le
m
en
ta
ti
o
n
 
RQ5 Theory-based exploration (Bortz & Döring, 2006, pp. 
362-365); 
An argumentative-deductive analysis (Metzger, 2017, 
p. 8; Wilde & Hess, 2007, p. 282); 
Empirical-quantitative exploration analysis (Bortz & 
Döring, 2006, p. 369): a variance-based structural 
equation modeling (PLS-SEM) (Hair et al., 2011). 
Section 4.1/ 
P2 
RQ6, 
RQ7 
Theory-based exploration analysis (Bortz & Döring, 
2006, pp. 362-365); 
An argumentative-deductive analysis (Metzger, 2017, 
p. 8; Wilde & Hess, 2007, p. 282); 
Empirical-quantitative exploration analysis (Bortz & 
Döring, 2006, p. 369): PLS-SEM (Hair et al., 2016, pp. 
122, 139, 191); a MICOM procedure (Henseler et al., 
2016, p. 412); a mediation analysis in a partial least 
squares path modeling provided by Nitzl et al. (2016); 
MGA analysis (Sarstedt et al., 2011, p. 203); an IPMA 
(Ringle & Sarstedt, 2016, p. 1868). 
Section 4.2/ 
P3 
Section 4.3/ 
P4 
2.4. STRUCTURE OF THE DISSERTATION 
The conceptual development of the four papers included in this dissertation, the data 
collection, and analysis, as well as the interpretation of the results and the written formulation 
of the papers, is based on the individual work of Lilia Iskhakova, the author of this cumulative 
dissertation. 
Figure A-2 illustrates the whole structure of the presented dissertation and demonstrates 
the connections between its sections. The labeled small circles (i.e., P1, P2, P3, P4), depicted 
on the right, refer to the appropriate manuscripts that answer the specific research questions 
(RQ1, RQ2, etc.), shown on the left.  
To achieve the goal of cognition (section 2.2.1), the dissertation identifies, meticulously 
evaluates, and integrates findings of the relevant studies in the field of AL. Based on the 
obtained results, the study reveals main theoretical approaches and aspects and derives a 
comprehensive definition of AL (section 3). Afterward, according to the main focuses 
described in section 1.3, necessary artifacts are developed and displayed based on the DSR 
 
4 RQ – research question; P – paper; PLS-SEM – partial least squares structural equation modeling; MICOM – a 
procedure of a measurement invariance for composite models; MGA – a nonparametric approach of a multi-
group analysis; IPMA – an importance-performance map analysis. 
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processes (section 4). Finally, section 5 summarizes the findings and artifacts together, presents 
limitations of the thesis, and provides the outlook for further research in the field of AL. 
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Section 4
Development of 
artifacts in 
the AL context
Section 2
Research
 Design
Section 1
Introduction
Research Methods
Epistemological 
framework
Research Goals 
(cognition and  
implementation goals) 
and research questions
Main Research Goal
Motivation
Alumni loyalty: 
systematic 
literature review
Definition of 
alumni loyalty
IAL Model development 
with key inner factors
Moderation effect of gender in the  
alumni loyalty context
Section 5
Summary
Evidences and artifacts
Limitations and future research
P1 P1RQ1, RQ2, 
RQ3
 RQ4
RQ5 P2
P3
Cross - cultural research in the field 
of alumni loyalty
P2, P4
Research Relevance
Section 3
Status Quo of 
alumni loyalty
research
Research boundary and 
Main Research focuses
RQ6
RQ7
 
Figure A-2. A structure of the Dissertation 
(own representation) 
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3. STATUS QUO OF ALUMNI LOYALTY RESEARCH 
Table A-2. The basis of section 3 
ID Title Citation RQ 
P1 
 
 
Alumni Loyalty: Systematic Literature 
Review 
Iskhakova, L., 
Hoffmann, S., 
Hilbert, A. 
RQ1-
RQ4 
In sections 1 and 2, some aspects of the goal of cognition were mentioned and briefly 
discussed. As a part of the thesis, section 3 provides deeper insight into the status quo of AL 
research and answers RQ1 – RQ4 (Table A-2).  
P1 significantly contributes to AL research by being one of the first studies to provide 
a SLR in this area. Since there is no previously published SLR analysis in the field of AL, 
time-related screening criterion was not considered in the assessment of the size and 
relevance of the literature in the subject area and examination of cross-disciplinary 
perspectives in which AL and related behavior have previously been tackled. However, due 
to physical limitations, only articles published through July 2015 were included into the SLR. 
Moreover, the author of this dissertation considered only English-language quantitative 
studies as well as conceptual/theoretical publications that dealt with understanding and 
measurement of AL (Iskhakova et al., 2017, p. 282). To filter out irrelevant papers, 
publications that only mentioned AL, or in which AL was of secondary importance, were 
excluded from the analysis.  
The search within the databases (not including Google Scholar) yielded 1,874 hits. By 
using the inclusion and exclusion criteria, the results were limited to 120 publications. The 
search in Google Scholar yielded 5,600 studies. After the elimination of duplicates and the 
employment of exclusion criteria, only 123 were relevant. Of these, 32 were also found in the 
other databases. In total, 211 publications remained after the practical screening analysis and 
were considered for methodological screening (e.g., the accuracy of results, appropriateness 
of hypothesis development). An additional 109 studies did not fulfill the methodological 
criteria, leaving 102 potentially relevant publications for further analysis (Iskhakova et al., 
2017, p. 284) (Figure A-3). 
To answer RQ1, bibliographic and citation analyses were conducted in the frame of the 
SLR (Garfield, 1972, p. 471; Leonidou et al., 2010, p. 79; Stechemesser & Guenther, 2012, pp. 
19–21). The results show that over the past two decades, AL has been one of the major goals of 
US educational institutions. After 2000, interest in this topic spread to other countries. Thus, it 
appears that the topic is of increasing interest within the research community. The fact that, 
there is no journal solely focused on AL issues reflects how many different professions address 
this topic. The evidence that the articles with the most citations belong to different research 
streams shows that the scholars intend to select specific theoretical approach(es) to analyze AL. 
This could explain why researchers measure and determine AL constructs differently 
(Iskhakova et al., 2017, pp. 286-292, 314-316).  
RQ2 describes the main theoretical approaches used by researchers to explain and 
understand AL. The findings indicate that AL research is embedded in many traditional areas 
of scholarship, including microeconomics, charitable giving, management, relationship 
marketing, educational science, and services marketing (Iskhakova et al., 2017, p. 294). 
Moreover, some papers use an integrative approach that combines some of the above 
disciplines. Studies refer to the so-called ‘partial models’ if they use only one theoretical 
approach. Articles that contain different theoretical approaches correspond to ‘integrative 
models’ (Iskhakova et al., 2017, p. 297).  
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Figure A-3. The methodology of the systematic literature review 
  (own representation) 
To answer RQ3, the main aspects of AL were summarized. For this purpose, the 102 
relevant publications were clustered into seven theoretical approaches and after that, into four 
scales (attitudinal, behavioral, material, and nonmaterial). Figure A-4 illustrates the overall 
picture of AL and demonstrates that researchers who support different theoretical approaches 
define the concept of AL in several ways (see, Iskhakova et al., 2017, pp. 286-290, 294, 297-
301). However, a further investigation shows that scholars, not only from different but also within 
one research field, have a different understanding of what AL is (Figure A-5). Thus, although 
managers gave priority to alumni giving (e.g., Sun, Hoffman, & Grady, 2007), some supporters 
of the management approach consider another measurement item – ‘volunteering support’ (e.g., 
Mael & Ashforth, 1992; Heckman & Guskey, 1998). The followers of relationship marketing 
also measure AL differently. Some of them perceived only the attitudinal aspect of AL and 
asserted that AL includes ‘intention to alumni recommendation’ and ‘intention to repurchase 
behavior’ (e.g., Bowden, 2011). Other researchers from relationship marketing consider only 
behavioral aspects of AL and claim that AL is defined by either ‘repurchase behavior’ or ‘alumni 
giving’ (e.g., Hennig-Thurau & Klee, 1997). Therefore, to include all views, AL should be 
considered as a valuation in both material and nonmaterial alumni support attributed to attitudinal 
and behavioral aspects (Iskhakova et al., 2017, p. 301). 
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Figure A-5. Alumni loyalty measurement (attitudinal aspect)6 
(Iskhakova et al., 2017, p. 301) 
Since there is no unanimous definition of AL (Purgailis & Zaksa, 2012, p. 139), RQ4 
must be answered. Having performed the detailed analysis, the author of this dissertation asserts 
 
5 ME = microeconomics; CH = charitable-giving literature; M = management; RM = relationship marketing; ES = 
educational science; SM = services marketing. The numbers (1, 2, 3, etc.) refer to the examined papers from 
Iskhakova et. al. (2017, Table 3, pp. 286-290). 
6 M = material support; nM = nonmaterial support; IAG = intention to alumni giving; IRB = intention to 
repurchase behavior; IAAm = intention to alumni association membership; IAr = intention to alumni 
recommendation; IVS = intention to different volunteering support (including alumni recommendation); InAp = 
integrative approach. n/a – demonstrates that for these articles the aspects of alumni loyalty could not be specified. 
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that the ‘alumni loyalty’ phenomenon has two main senses and meanings, which must be 
separately examined in order to understand the level of AL towards the university. Thus, the 
authors suggest using the construct “intention to alumni loyalty” for the attitudinal loyalty 
dimension, which includes the following characteristics: (1) alumni intention to give; (2) 
intention to repurchase; (3) intention to acquire alumni association membership, and (4) intention 
to provide volunteer support (including alumni recommendations). The term “action alumni 
loyalty” should be applied for the behavioral dimension and can be measured by (1) alumni 
giving; (2) repurchase behavior; (3) alumni association membership, and (4) alumni volunteer 
support (including alumni recommendations).  
According to Tinto (1975), the repurchase behavior of students may be displayed by 
their willingness to keep in touch with the university and to obtain university news. 
Therefore, the author deduces the following, more robust definition of AL: 
Alumni loyalty is the faithfulness or devotion of alumni, based on two interrelated 
components: attitudinal (intention to alumni loyalty) and behavioral (action loyalty). The intention 
to alumni loyalty is expressed non-materially as volunteer assistance to the alma mater, and 
materially as a desire to implement financial support, a desire to keep in touch with the university, 
interest in obtaining university news, and a willingness to be a member of the alumni association. 
Action loyalty includes non-material aspects such as volunteer assistance to the alma mater and 
material aspects such as providing financial support, keeping in touch with the university, 
obtaining university news, and being a member of the alumni association.  
Since effective AL strategy should be securely grounded in a clear theoretical foundation, 
the findings of this section can help to develop more comprehensive econometrical models of AL 
by providing a solid theoretical background. 
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4. DEVELOPMENT OF ARTIFACTS IN THE AL CONTEXT 
The AL research is rich with ideas about key factors influencing AL and 
corresponding to numerous econometrical models. Despite this, so far, no complete, 
generalizable model exists to identify main antecedents of AL. The implementation goal of 
this thesis is to fill this gap. However, such a model should build upon the strengths of prior 
efforts and at the same, should have a comprehensive forward-looking vision.  
Due to time constraints, the dissertation considers only an attitudinal aspect of the AL 
construct; intention to AL (IAL). According to Helen and Ho (2011), the behavioral 
component does not “give a comprehensive picture of loyalty” and, therefore, “should be 
supplemented with the attitudinal one to reflect relative attitudes towards the product or 
services” (p.3). Since attitudinal loyalty is defined as desire of alumni to provide supportive 
behavior to a university, this dimension can be considered as the main predictor of alumni 
contributions (Fernandes et al., 2013, p. 619; Helen & Ho, 2011, p. 3; Helgesen & Nesset, 
2007a, p. 42). To develop a reliable and valid measurement scale for the IAL construct, the 
dissertation used the IAL definition derived in P1 (Iskhakova et. al., 2017, p. 302).  
Artifacts of the key aspects of AL research are: 
1. Section 4.1 deals with the development of the integrative alumni loyalty model 
which includes main inner drivers of AL. The problem area was discussed in section 1.3.2 
(RQ5). 
2. Section 4.2 focuses on the investigation of how gender influences relationships 
between AL and its main antecedents (RQ6, see section 1.3.3).  
3. Section 4.3 gains insight into cultural differences of AL, thereby examining how 
culture moderates the AL formation (RQ7, see section 1.3.4). 
Figure A-6 gives a general overview of the research questions (i.e., RQ5 – RQ7) and 
the related publications (i.e., P2 – P4), aimed to achieve the goal of implementation (section 
2.2.2). The main steps of the research process refer to the key components of the design 
science research methodology model presented by Peffers et al. (2007, p. 54). 
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Figure A-6. The methodology of the design science research process for the alumni loyalty 
model development7  
(own representation) 
 
7 AL = alumni loyalty; PLS-SEM = variance based structural equation modeling ; MMA – multiple mediation 
analysis; MICOM – a procedure of a measurement invariance of composite models ; MGA – a multi-group 
analysis; IPMA – an importance-performance map analysis; RQ – research question; P – paper; JNPSM – 
Journal of Nonprofit & Public Sector Marketing. 
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4.1. INTEGRATIVE ALUMNI LOYALTY MODEL DEVELOPMENT  
Table A-3. The basis of section 4.1 
ID Title Citation RQ 
P2 
 
 
An integrative model of alumni loyalty – an 
empirical validation among graduates from 
German and Russian universities 
Iskhakova, L.; 
Hilbert, A.; 
Hoffmann, S. 
RQ5 
 
 
Motivated by the research needs represented in sections 1.2 and 1.3, this part of the 
dissertation identifies key inner factors influencing AL by developing an integrative alumni 
loyalty model (IAL model, Table A-3), which can be perceived as an artifact of the DSR 
process (Hevner et al., 2004, p. 83). 
 As mentioned earlier, there are six theoretical perspectives of AL (P1, Iskhakova et al., 
2017, p. 294). However, the explicit analysis exhibits that individually, each approach of AL 
provides valuable insight into the nature of the investigated construct but together, the 
combined theories create a deeper and more nuanced understanding of AL behavior. Therefore, 
to consider different aspects of the alumni-university relationship, the thesis introduces a new 
integrative model (i.e., IAL model), that draws from a range of the main theoretical AL 
perspectives, corresponding to the partial models relevant for AL research and synthesizing 
them with the first phase relationship quality-based student loyalty (RQSL) model into a single 
framework. As a result, the IAL-model combines the main elements from the following partial 
models: the rational model (Holtschmidt & Priller, 2003; discipline: microeconomics); the 
philanthropic effects model (Brady et al., 2002; research stream: charitable-giving literature); 
the discretionary collaborative behaviour model (Heckmann & Guskey, 1998; approach: 
management), the relationship quality model (Henning-Thurau & Klee, 1997; research stream: 
relationship marketing); the theoretical model of drop-out behaviour (Tinto, 1975; approach: 
educational science), and the service quality framework of Lehtinen and Lehtinen (1991; 
research stream: service marketing) (Iskhakova et al., 2016, p. 134).  
The need for a new model is not only a statistical question but a question of whether 
the model would fit the local circumstances. Thus, it is necessary to take into consideration 
the fact that, after graduation, alumni from, for example, German and Russian universities 
can decide to join an alumni association themselves. In contrast, US alumni become members 
of the alumni association automatically (Hoffmann & Mueller, 2008). Revealed partial 
models do not account for this fact. Therefore, the dissertation extends these previous efforts 
by drawing on the special loyalty construct called the IAL, which should serve as a target 
variable. The IAL construct is developed based on its definition, which is derived in section 3 
(Iskhakova et al., 2017, p. 302).  
Figure A-7 demonstrates the theoretical structure of the proposed model. The IAL-
model includes main factors and hypotheses of the relevant partial models from the 
perspective of different disciplines. The full causal path structure of the IAL model is 
illustrated in Figure A-8. Thus, in the IAL model, the IAL represents the final target variable, 
directly predicted by benefits of the alumni association, predisposition to charity, and 
academic and social integration, as well as two dimensions of commitment (i.e., emotional 
commitment and commitment to study course). Furthermore, Iskhakova et al. (2016, pp. 140, 
141) suggest that perceived service quality, comprised of three dimensions (i.e., physical, 
interactive, and corporative qualities), has indirect effects on the IAL via emotional 
commitment and commitment to the study course. Additionally, emotional commitment plays 
a mediation role in social integration and the IAL, while commitment to the study course 
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mediates the relationship between academic integration and the IAL. Based on the theoretical 
and empirical background, P1 creates reliable scales for each construct in the IAL model 
(Iskhakova et al., 2016, pp. 144-146, 162, 163; see Appendix B). 
Relationship 
Quality Model
(Hennig-Thurau/
Klee, 1999) 
 
- Perceived quality 
of Services
- Commitment
- Trust
- Loyalty
Educational 
Sciences 
 
Theoretical 
Model of Dropout 
Behavior
(Tinto, 1975) 
- Integration 
(social and 
academic)
- Commitment
DCB Model
 (Heckmann/
Guskey, 1998)
- Satisfaction
- Organizational 
Identification
- Relationship bond
Microeconomics
 
- Benefits from the 
alumni association
RQSL Model
(Hennig-Thurau/ 
Langer/Hansen, 
2001)
 
- Trust
- Perceived 
quality of  
Services
- Commitment 
- Integration
Intention
to Alumni 
Loyalty 
Model
 
- Benefits
- Philanthropic 
Predisposition 
- Commitment
(Emotional 
commitment; 
Commitment 
to a study 
course)
- Integration 
(social and 
academic)
- Perceived 
quality of 
Services  
(Physical 
quality,
Interactive 
quality,
Corporative 
quality) 
Model Factors 
Partial Models 
 
First Phase Of Integration 
Model  Factors 
Second Phase of Integration 
Relationship 
Marketing
 
Management 
Rational  Model
(Holtschmidt &
  Priller,  2003)
Approach   Factors 
 
Models 
- Physical quality
- Interactive quality
- Corporative quality
Services 
Marketing 
Charitable 
Giving Research  
Philanthropic 
Effects Model
(Brady et al., 
2002)  
- Predisposition to 
Charity
- Organizational 
Identification
Fremework of 
Lehtinen & 
Lehtinen (1991) 
 
Figure A-7. An integrative model of intention to alumni loyalty (theoretical structure) 
(Iskhakova et al., 2016, p. 142) 
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Figure A-8. An integrative model of intention to alumni loyalty 
(adopted from Iskhakova et al., 2016, p. 142) 
To validate the proposed model structure, the IAL model is tested using a structural 
equation modeling approach and empirical data from a survey of leading German and 
Russian universities. The choice of these universities is explained in detail in P2 (Iskhakova 
et al., 2016, p. 143). The target group was final-year Bachelor’s degree students attending 
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courses in the field of economics. A total of 466 surveys were mailed to both groups (to 195 
German Bachelor students and 271 Russian Bachelors). The questionnaires were distributed 
and returned through the campus network by using LimeSurvey. There were 80 usable 
responses (41% response rate) from German students and 122 (45%) from Russian students. 
 The results indicate that a predisposition to charity and benefits from alumni-
association are crucial for intention to alumni loyalty for both Russian and German 
universities. However, the study shows that there are cultural differences in how the revealed 
key factors affect AL. These findings were statistically proven in section 4.3. Suggestions for 
the work of alumni associations were derived from the findings.  
The goal of this section was to develop and test an initial model of alumni loyalty 
which includes a more comprehensive IAL construct as a target variable and key inner 
determinants of AL. To prove the universal structure of the IAL model, the dissertation needed 
to test the validity of this model in different contexts.  The next sections examine this model in 
gender and cultural scopes to verify whether these two external factors moderate the 
relationship between AL and its antecedents. 
4.2. CROSS–GENDER ASPECTS OF THE ALUMNI LOYALTY CONTEXT 
Table A-4. The basis of section 4.2 
ID Title Citation RQ 
P3 Moderation effect of gender in the alumni 
loyalty context 
Iskhakova, L. RQ7 
 
The literature on consumer behavior claims that female and male loyalty can be driven 
by different motives (e.g., Frank et al., 2014, p. 171). Since AL research is based on customer 
loyalty research (e.g., Rojas-Méndez et al., 2009, p. 23), insights regarding gender differences 
can be crucial for university administrations to develop effective loyalty strategies. The 
dissertation addresses this issue and investigates a moderating role of gender in the AL field 
(section 1.3.1). For this purpose, the study extends the IAL model proposed in P2 (Iskhakova et 
al., 2016, p. 142) by developing original hypotheses regarding a moderating effect of gender on 
the relationships between AL and its predecessors (P3; Table A-4). This set of propositions was 
formulated based on the gender and marketing literature (e.g., B. Frank et al., 2014; Iacobucci 
& Ostrom, 1993; Melnyk et al., 2009; Meyers-Levy & Loken, 2015). The hypothesized 
relationships were subsequently tested on data from a leading Russian university (204 female 
and 312 male responses). The latter country was selected because although it has been a 
“politically and economically important player in the past centuries,” (Hoffmann, Mai, & 
Smirnova, 2011, p. 236) it has “seldom been the subject of investigation” in consumer research 
(Soyez, Hoffmann, Wünschmann, & Gelbrich, 2009, p. 222). Moreover, Russian universities 
suffer from extremely limited financial support and thus, implementing effective alumni loyalty 
campaigns could be highly beneficial for the Russian higher education system (Iskhakova et 
al., 2016, p. 143). The target groups of this study were final-year Master’s students enrolled in 
computer science classes (Iskhakova, 2018, p. 9). 
P3 makes several significant contributions to the earlier study carried out in P2 
(Iskhakova et al., 2016, p. 142), thereby providing an additional artifact to AL research. As 
the first study that investigates a moderation role of gender in the AL context (Iskhakova, 
2018, p. ), it contributes theoretically by developing a theory regarding gender’s moderating 
effect on the formation of AL. Additionally, it contributes methodologically by applying a 
new comprehensive framework for the PLS-SEM estimation, developed by Hair et al. (2016, 
pp. 122, 139, 191), carrying out measurement equivalence (Henseler et al., 2016, p. 412), 
25 
 
mediation analysis (Nitzl et al., 2016, pp. 1853, 1859), multi-group analyses (Sarstedt et al., 
2011, p. 203), an importance-performance matrix analysis (IPMA; Ringle & Sarstedt, 2016, 
p. 1868), and using bigger samples of students from another discipline. Finally, P3 addresses 
some relevant problems regarding the structure of the IAL model. Specifically, this paper 
deeply investigated the mediation role of commitment in the development of an alumni-
university relationship, which was not performed by Iskhakova et al. (2016) due to the lack 
of suitable techniques for composite SEM-PLS models (Nitzl et al., 2016, p. 1850).  
Additionally, P3 analyzes the relationship between service quality and loyalty, which is still 
“subject to a passionate and controversial debate” (Hennig-Thurau & Klee, 1997, p. 738). To 
shed light on these issues, the IAL model was slightly modified by drawing the additional 
causal paths from the physical, interactive, and corporative qualities to the AL contract 
(Kilburn, Kilburn, & Cates, 2014, p. 7; Lin & Tsai, 2008, p. 406) (Figure A-9).  
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Figure A-9. The conceptual framework of the expanded IAL model  
(cross-gender investigation)8 
The results revealed that the emotional dimension of this construct fully mediates 
physical and interactive qualities on the IAL and partially explains the effect of corporative 
quality on the target variable. Emotional commitment serves as a complementary (partial) 
mediator in the bond between social integration and AL for female respondents. Conversely, 
cognitive commitment (i.e., commitment to the study course) does not mediate any 
relationships between AL and its antecedents (Iskhakova, 2018, pp. 20, 21). The graphical 
representation of the IPMA results outlined in Figure A-10 can assist managers in making 
management-oriented decisions (Hock et al., 2010, p. 200). Thus, “constructs in the lower 
right area (i.e., above average importance and below average performance) are of highest 
interest to achieve improvement, followed by the higher right, lower left and, finally, the 
higher left areas” (Ringle & Sarstedt, 2016, p. 1873). Figure A-11 demonstrates the paths 
between remaining constructs in the extended IAL model for female and male samples. 
P3 proposes a novel management approach for building AL based on gender 
segmentation. More precisely, the results show that benefits of the alumni association are the 
most important area of influence on the IAL across both target groups. This fact indicates that 
if nothing is done in this area, it could be difficult for the university to enhance AL in the 
 
8 IAL = intention to alumni loyalty (adopted from Iskhakova et al., 2016); BAA = benefits of alumni 
association; PC = predisposition to charity; CSC = commitment to the study course; EC = emotional 
commitment; AI = academic integration; SI = social integration. PQS (Perceived services quality) includes PQ = 
physical quality; IQ = interactive quality; and CQ = corporative quality (Iskhakova, 2018, p. 8). 
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future. Furthermore, the study shows that ‘predisposition to charity’ is highly relevant for 
male alumni. Consequently, universities can significantly increase AL by focusing on main 
approaches: benefits-based (both sample), corporative service quality-based (mainly for 
males), integration-based (esp. for females), and predisposition to charity-based strategies 
(for males). Thus, a social integration strategy (via communication policy) can help to 
establish a successful female loyalty program. In contrast, a predisposition to charity-based 
strategy and a corporate quality approach (via reputation management) are essential for 
effective male loyalty campaigns. Table A-5 represents the summary of the strategies for both 
samples.  The findings provide actionable and powerful insights for managers and can help to 
develop effective, pragmatic plans to enhance alumni loyalty rates among female and male 
alumni.  
Although the IAL model was only tested among Russian students, the author firmly 
believes that the pragmatic strategies offered in this study are applicable not only to Russian 
universities but also to other institutions of higher education with the same duty and structure. 
Summing up the results, the dissertation concludes that the moderating effect of gender on the 
relationship between AL and its antecedents is pronounced. Consequently, to enhance AL rates, 
university administration should develop AL campaigns based on gender segmentation by 
adjusting key strategic marketing priorities in line with the results of this study.  
Paralleling the related concept of customer loyalty, for marketing purposes, female and 
male alumni should be considered as separate subcultures in the higher education context 
(Melnyk & van Osselaer, 2012, p. 545). The current study can help researchers to understand 
better what motivates female and male students to make the desired contributions to their 
alma maters and, thus, offers valuable insights into management programs aimed at 
enhancing loyalty among alumni of higher education institutions. Summing up, the results of 
this study support the statement of Andreoni and Vesterlund (2001) that researchers must 
“take greater care in assuring that their studies are gender balanced and that findings are due 
to economic factors and not the gender composition of their samples” (p. 305). 
Table A-5. Main strategies for male and female alumni 
Strategies Male Female 
Focus Importance Focus Importance 
Benefits-based  Establishing contact 
between students and 
distinguished alumni 
Very important  
(1st priority) 
Student consultations 
with successful alumni 
Very 
important  
(1st priority) 
Student consultations 
with successful 
alumni 
Very important  
(2nd priority) 
Establishing contact 
between students and 
distinguished alumni 
Very 
important  
(2nd priority) 
Predisposition to 
charity-based  
Philanthropic alumni 
history  
Very important  
(3rd priority) 
- Not 
important  
Integration-
based  
Mainly academic 
integration: focus on 
integration into the 
committee work. 
Important 
(4rd priority)  
Social integration: 
focus on contact with 
fellow students and 
teachers 
Important 
(3rd and 4th 
priorities) 
Social integration: 
focus on contact with 
teachers  
Less 
important: 
(6th priority) 
Academic integration Not 
important 
Corporative 
quality-based  
Reputation 
management  
Important 
(5th priority) 
Reputation 
management 
Less 
important  
(6th priority) 
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Figure A-10. Importance-performance map of the AL construct9  
(Iskhakova, p. 25) 
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Figure A-11. Extended IAL model: a cross-gender analysis10 
(Iskhakova, p. 27) 
 
9 The red diamonds represent antecedents of AL in the female sample. Blue round dot symbols refer to 
determinants of AL for the male group. The constructs in the lower right area (I) are of highest interest to 
achieve improvement, followed by the higher right (II), lower left (III) and the higher left areas (IV). 
10 IAL = intention to alumni loyalty; BAA = benefits of alumni association; PC = predisposition to charity; CSC = 
commitment to the study course; EC = emotional commitment; AI = academic integration; SI = social integration; PQ 
= physical quality; IQ = interactive quality; CQ = corporative quality; β – path coefficient; m – males; f – females. The 
dashed line represents the moderation effect of cultural dimensions (i.e., individualism/collectivism, 
masculinity/femininity, and power distance) on the relationship between intention to alumni loyalty and its 
predecessors. The solid black line refers to the confirmed relationship between variables, while the dotted red 
represents unsupported hypotheses. The solid red line (the path between ‘social integration’ and ‘emotional 
commitment’) demonstrates the significant differences between female and male. Besides, the non-significant path 
coefficients are depicted in red, and the non-significant factors (i.e., CSC) as well as the paths directed at this construct 
are highlighted in grey.  
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4.3. CROSS-CULTURAL ASPECTS IN THE FIELD OF ALUMNI LOYALTY 
Table A-6. The basis of section 4.3 
ID Title Citation RQ 
P4 
 
 
Cross-cultural research in alumni loyalty: 
an empirical study among master students 
from German and Russian universities 
Iskhakova, L., Hilbert A.,   
Joehnk P. 
RQ7 
Due to increasing globalization of the education market, the need to understand 
cultural influences on AL seems obvious (Groeppel-Klein et al., 2010, p. 253). There are 
both practical and academic needs to reveal how alumni from different cultures perceive 
primary drivers of AL (Zhang et al., 2014, p. 284). International marketing campaigns aimed 
to boost AL can fail if their strategies are not adapted to local cultural conditions (Cui & Liu, 
2001, p. 84). For example, research into Western alumni may not necessarily predict the 
behavior of alumni from Eastern countries (Latif & Bahroom, 2014, p. 3; Zhang et al., 2014, 
p. 284). Due to growing interest in AL around the world, cross-cultural issues in the AL 
context require urgent attention (Iskhakova et al., 2017, p. 285; Ogunnaike, 2014, p. 617). 
Therefore, this dissertation investigates whether the bond between AL and its antecedents is 
sensitive to the cultural environment (P4, Table A-6). To date, this is the first study 
examining such forces in the AL context.  
The present paper (P4) is an extension and cross-cultural refinement of P2 from the 
theoretical and methodological points of view (Iskhakova et al., 2016, p. 151). Here, the 
author does not explain all contributions of P4 to the previous paper (i.e., P2) but refers the 
interested reader to the comprehensive explanation in Iskhakova et al. (2018, pp. 3, 4). P4 
uses the modified structure of the IAL model presented in P3 with the additional causal paths 
from the three dimension of service quality to the IAL contract (section 4.2., Figure A-9). 
Cultural values were derived from the Hofstede study (2001) and integrated into the 
previously-developed IAL model as moderating variables (Iskhakova et al., 2016, p. 142). 
Despite some serious critiques (e.g., Ailon, 2008; McSweeney, 2002), this typology was 
widely accepted and mostly proven by the scientific community (Triandis, 2004). 
Additionally, Hofstede’s concept is highly relevant to the explanation of consumer behavior 
(Hoffmann & Wittig, 2007, p. 120). Therefore, this dissertation applied Hofstede’s 
dimensions to investigate the cultural influence on AL (Iskhakova et al., 2018, p. 5).  
Specifically, authors investigated three cultural dimensions of individualism/collectivism, 
masculinity/femininity, and power distance. The first two values were particularly significant 
for consumer behavior (e.g., Soyez, 2012, pp. 628–630), and, thus, may be more appropriate 
for understanding cross-national variation in AL. Moreover, Ladhari et al. (2011, p. 952) 
claim that customers from high power distance cultural groups perceive service quality 
differently than their low distance counterparts. Since marketers underline the critical role 
service quality plays in consumer loyalty behavior (Purgailis & Zaksa, 2012, p. 139) and 
“higher education institutions can be considered service organizations” (Hennig-Thurau et 
al., 2001, p. 331), the dimension of power distance should also be investigated in the AL 
context. Original hypotheses regarding moderating cultural effects were developed based on 
the theoretical background (Iskhakova et al., 2018, pp. 6, 7) (Figure A-12). 
To test the validity of the extended IAL model, 229 Russian and 159 German male 
students enrolled in business informatics courses were surveyed. These countries were 
selected for several reasons. First, cultural differences between Germany and Russia enable 
the consideration of distinct cultural profiles11 (Muller, Hoffmann, Schwartz, & Gelbrich, 2011, 
 
11 https://www.hofstede-insights.com/country-comparison/germany,russia/ (Retrieved in September, 2017) 
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p. 11) and, therefore, the performance of “a conservative test of the model’s cross-cultural 
stability” (Hoffmann et al., 2011, p. 244). Second, a large body of literature focuses on AL 
behavior in English-speaking societies (esp. the US and the UK); cross-cultural research 
neglects Eastern European cultures (Iskhakova et al., 2017, p. 292). Additionally, little is 
known about AL in the Germanic European countries (Hennig-Thurau et al., 2001, p. 336). 
Third, economic and political situations (e.g., repatriation after World War Two, the Bologna 
process, and refugee crises) significantly involve the higher education of these two countries 
in the process of internationalization and multiculturalism (Crosier, Parveva, & Unesco, 2013, 
p. 24; Vallaster, von Wallpach, & Zenker, 2017, p. 2; Wilhelm, 2017). Therefore, university 
leaders in these nations require intercultural knowledge to enhance AL among graduates with 
diverse cultural backgrounds (Iskhakova et al., 2016, p. 143). Finally, German and Russian 
languages “are both widespread in cultural areas that have seldom been the subject of the 
investigation” in consumer research (Soyez et al., 2009, p. 222) (Iskhakova et al., 2018, p. 8).  
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Figure A-12. The conceptual framework of the extended IAL model  
(a cross-cultural investigation)12 
Male alumni were chosen for the analysis due to the convergence of some facts. First, 
P3 revealed that gender moderates the strength of the relationship between AL and its 
determinants (Iskhakova, 2018, pp. 1, 29-31). Hence, it is crucial to consider female and male 
respondents separately in the AL context to treat heterogeneity, leading to incorrect 
conclusions (Hair et al., 2016, p. 291). Additionally, males are more loyal than females in 
terms of providing a higher amount of financial support towards their university (e.g. 
Clotfelter, 2001, p. 129; Monks, 2003, p. 124; Okunade, 1996, p. 222). Due to the difficult 
financial situation of the higher education institutions around the world, P4 focuses on male 
undergraduates (e.g., Helgesen & Nesset, 2007b, p. 126; Marr et al., 2005, p. 124).  
To compare German and Russian universities, P4 uses the procedures from Soyez 
(2012, p. 631) and Hair et al. (2016, pp. 122, 139, 191, 239, 277, 293, 299) (see Iskhakova et 
al., 2018, p. 10). Figure A-13 presents the results from the IPMA, which “relies on total 
effects and the rescaled latent variables scores, both in an unstandardized form” (Hair et al. 
2016, p. 277). Figure A-14 depicts the paths between remaining constructs in the extended 
IAL model for Russian and German samples. Additionally, the results revealed that emotional 
commitment fully mediates physical and interactive qualities on the IAL in German and Russian 
groups and partially explains the effects of corporative quality on the target variable in the 
 
12 IAL = intention to alumni loyalty (adopted from Iskhakova et al., 2016); BAA = benefits of alumni 
association; PC = predisposition to charity; CSC = commitment to the study course; EC = emotional 
commitment; AI = academic integration; SI = social integration; PQS (Perceived services quality) includes: PQ 
= physical quality; IQ = interactive quality; and CQ = corporate quality (Iskhakova et al., 2018, p. 7). 
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Russian sample. Conversely, commitment to the study course does not mediate any relationships 
between the IAL and its antecedents. 
Figures A-13 and A-14 show that benefits of the alumni association for university 
undergraduates are significantly associated with AL in both feminine and masculine cultures. 
Therefore, alumni cultivation should “begin before graduation in the form of creating a 
meaningful collegiate experience for students” (McDearmon & Shirley, 2009, p. 93). In line 
with the author’s expectations, the integration-based strategy is highly relevant for 
universities from collectivistic countries, while a predisposition to a charity-based approach is 
more important for higher education organizations from individualistic countries. Similar to 
the individualist-collectivist dimension, power distance turns out also to have a moderating 
effect on the relationship between AL and its antecedents in both countries. More 
specifically, the corporative quality-based strategy is valuable for the high power distance 
Russian university; while the interactive, quality-based approach is essential for the sample of 
students from the low power distance German university.  
Consequently, as can be seen from Table A-7, benefits of alumni association and 
predisposition to charity are culturally universal drivers of AL. In contrast, academic 
integration, corporative, and interactive qualities are culturally unique antecedents of AL. 
Hence, the data support the relevance of individualism/collectivism and power distance 
values on developing AL. However, the results with regards to masculinity/femininity are not 
that clear. Although the total effect of benefits of the alumni association is lower for feminine 
Russia than for masculine Germany, this construct is essential in both countries. Thus, the 
dissertation provides evidence of a moderating effect of individualism/collectivism and 
power distance but makes no decisive claims regarding the moderation effect of 
masculinity/femininity. The findings emphasize that campaigns aimed at enhancing AL 
should be adapted to different cultural environments, rather than be standardized. As such, 
AL programs are likely to be more efficient if they are based on cultural segmentation.  
The current paper (P4) provides a fresh perspective on AL by developing theory-
based and consistent strategies targeting increased AL rates. Hence, the findings can assist 
managers in the development of a successful loyalty program for alumni with different 
cultural backgrounds. Furthermore, researchers may use this study to develop a universal 
alumni loyalty model, which can be further applied to various AL domains. 
Table A-7. Strategies for multicultural universities (male alumni)13 
Cultural dimension Strategies Sig.D? 
Masculinity/femininity Benefits-based  not 
Collectivism Integration-based: social integration (focus both 
on communication with fellow students and 
professors); academic integration 
2. Predisposition to charity-based strategy 
Yes (in terms 
of academic 
integration) 
Individualism 1. 1. Predisposition to charity-based  
2. 2. Integration-based: social integration (focus on 
individual communication with professors) 
Low power distance Interaction-based (focus on unbiased and 
objective evaluation systems) 
Yes 
High power distance Corporative-based strategies (focus on reputation 
management) 
 
 
 
13 Sig.D - Significant differences. 
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Figure A-13. Importance-performance map of the alumni loyalty construct 
(Iskhakova et al., 2020, p. 18)14 
 
IAL
PCEC
AI BAACSC
SI
βR = 0.29
βG = 0.24
 βR = 0.22 
βG = 0.33
βR = 0.19 
βG = - 0.01
 βR = 0.22
βG = 0.38
βR = - 0.05
βG = - 0.11
 βR = 0.23
 βG = 0.32
βR = 0.19
βG = 0.36
 βR = 0.17
βG = 0.20
βR = 0.03
βG = - 0.04
 βR = - 0.09
βG = 0.10
 βR = 0.03; 
βG = 0.11
IQ
CQ
PQ
βR = 0.30 
βG = 0.32
βR = 0.32
βG = 0.55
 βR = 0.06
 βG =0.07
βR = 0.30
βG = 0.13
 βR = 0.21 
βG = - 0.11
 βR = - 0.04;
βG = - 0.07
0.45R / 0.65G
0.32R / 0.49G
 0.57R / 0.44G
POWER 
DISTANCE
INDIVIDUALISM/
COLLECTIVISM
MASCULINITY/
FEMININITY
 
Figure A-14. Extended IAL model: a cross-cultural analysis 
(Iskhakova et al., 2020, p. 20)15 
 
14 The red diamonds represent antecedents of AL in Russian sample. Blue round dot symbols refer to determinants of 
AL for alumni from the German University. The constructs in the lower right area (I) are of highest interest to achieve 
improvement, followed by the higher right (II), lower left and the higher left areas (III). 
15 IAL = intention to alumni loyalty; BAA = benefits of alumni association; PC = predisposition to charity; CSC = 
commitment to the study course; EC = emotional commitment; AI = academic integration; SI = social integration; PQ 
= physical quality; IQ = interactive quality; CQ = corporative quality. βR – path coefficient for the Russian group; βG – 
path coefficient for the German group. The dashed line represents the moderation effect of cultural dimensions (i.e., 
individualism/collectivism, masculinity/femininity, and power distance) on the relationship between intention to 
alumni loyalty and its predecessors. The solid black line refers to the confirmed relationship between variables, while 
the dotted red represents unsupported hypotheses. The solid red line (e.g., path between ‘corporative quality’ and 
‘intention to AL’ as well as path between ‘academic integration’ and ‘intention to AL’) demonstrates the significant 
differences between German and Russian samples. Besides, the non-significant path coefficients are depicted in red, 
and the non-significant factors (i.e., CSC) as well as the paths directed at this construct are highlighted in grey.  
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5. SUMMARY 
Sections 3 and 4 represented the findings of the two-stage research process; this 
section summarizes the overall results of the dissertation (section 5.1) and derives research 
needs for further work in the AL field (section 5.2). 
5.1. FINDINGS AND ARTIFACT 
Motivated by the growing interest in the explanation and prediction AL behavior, this 
dissertation focuses on developing an explicit understanding of the AL concept; problems, 
and issues involved in developing AL; and designing the artifacts aimed to fill specific 
research gaps documented in the AL literature (sections 1.2. and 1.3). In the frame of this 
thesis, based on the findings from the systematic literature review (RQ1 – RQ4), several 
artifacts were developed within the design-oriented research process (RQ5 – RQ7). The main 
results of the dissertation are reported in four academic publications (P1, P2, P3, and P4). 
Answering RQ1 – RQ4, the goal of cognition attempts to assist researchers and 
university administrations in developing a minimally-biased picture of AL research. The 
obtained findings can help to identify and explore reasons for relations, contradictions, and 
gaps across AL studies; show limitations and general statements of current knowledge in the 
AL field; and develop a deeper and more detailed understanding of the AL construct. The 
analysis led to the following main conclusions: 
1. To date, this is the first study that conducts a systematic literature review in the 
field of AL; 
2. Until 1999, studies regarding AL were most often conducted by U.S. researchers. 
Beginning in 2000, this topic extended around the world, thereby having become a key 
research field for resolving many critical problems faced by university administrations in 
different countries (Iskhakova et al., 2017, p. 302); 
3. There is no journal solely focused on AL issues, which shows that AL is being 
researched by different types of scientists; 
4. The articles most often cited in the field of AL belong to different research streams, 
which indicates that researchers are more inclined to consider AL from the perspective of their 
chosen theoretical approach(es). This could lead to different and mixed understandings of the 
AL construct; 
5. There are seven theoretical approaches to AL: microeconomics, charitable giving, 
management, relationship marketing, educational science, services marketing, and the 
integrative approach, which combines the above disciplines; 
6. The research identified 102 relevant articles and classified them into seven 
theoretical approaches. Having determined four primary aspects of AL, the study derives four 
quadrants of AL definitions and assigns each publication to one or two of them. Following this 
step, the overall picture of AL was obtained. The results confirm that the AL construct consists 
of two main aspects (attitudinal and behavior) which, in turn, are divided into two additional 
ones (material and non-material); 
7. There is no generally accepted measurement of AL. Researchers not only from 
different disciplines but also within the same research community focus on different aspects of 
AL (see Iskhakova et al., 2017, p. 301);  
8. The research derives a more robust definition of AL, thereby demonstrating that AL 
has two main meanings, which must be separately examined to understand the level of AL 
toward their university. Specifically, AL is the devotion of alumni to their university, based 
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on two interrelated components: attitudinal (intention to alumni loyalty) and behavioral 
(action loyalty). 
P2 fills the research gap in AL research by developing a reliable and valid scale of the 
attitudinal dimension of AL; namely, the intention to AL. For this purpose, the definition of 
the AL construct derived in P1 was used. P2 provides a theoretical structure for the IAL 
model by synthesizing the main research streams of AL, derived in the P1, into a single 
framework. For each theoretical perspective, P2 reveals the most important partial models. 
Based on this integrative approach, the causal path structure of the AL model was derived. 
This structure contains the key inner factors influencing AL.  
P3 and P4 deal with the investigation of the moderation effects of gender and culture 
on AL formation, respectively. Two articles refine the structure of the IAL model by 
developing original hypotheses regarding the influence of the external factors (i.e., gender and 
culture) on the relationships between AL and its determinants and integrating them into the IAL 
model. P3 and P4 shed light on the mediation effect of commitment in the AL context claiming 
that emotional commitment serves as a mediator between AL and its some antecedents, while 
commitment to the study course has an insignificant impact on AL. Both articles provide 
strategies that can serve as roadmaps to establish AL in higher education organizations.  Table A-
8 presents an overview of the results achieved in the research process; the research methods 
are taken from the Table A-1 (section 2.3, p. 12) and matched with the results.  
Based on the results from the P1, P2, P3, and P4, the dissertation provides a final 
causal alumni loyalty model with the universal structure that can be used to fulfill both 
gender and cultural differences (Figure A-15). Indeed, Figure A-15 demonstrates that the 
strength of the relationship between some key factors and the intention to AL depends on 
culture and gender. Thus, the effect of social integration on the IAL is stronger for female 
alumni than for males. However, in comparison with male alumni from individualistic 
countries, the impact of social integration on the IAL is higher for male alumni from 
collectivistic countries. The predisposition to charity has a greater impact on the IAL for male 
alumni from individualistic countries than for male graduates from collectivistic societies.  
Cultural differences significantly influence the pathway between academic integration 
and the IAL. Thus, in contrast to individualistic universities, academic integration has a 
significant impact on the IAL for alumni from collectivistic countries. This relationship is 
stronger for male alumni than for females. The Figure A-15 shows that service quality is 
more important for male alumni. However, corporative quality has a strong impact on the 
IAL among alumni from the higher power distance university, while interactive quality is 
more important for male alumni from the low power distance societies. Emotional 
commitment serves as a mediation variable between social integration and the IAL only for 
female alumni. Table A-9 demonstrates the common strategies to develop a successful AL 
program under cross-gender and cross-culture conditions. Finally, the dissertation draws out 
four alternative strategies that can be applied to increase the level of alumni loyalty: benefits-
based, predisposition to charity-based, integration-based and service-quality based 
management. 
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Table A-8. Overview of the results of the research process 
RQ Research method Results of the research process 
RQ1-
RQ4 
P1 
Systematic 
literature review  
This is the first study that provides a SLR in the AL context  
AL predominantly by American researchers (63%); AL spread to other countries; 
No journal solely focused on AL issues; 
Identification of the most-cited publications in the field of AL and identification that these articles belong to different 
research streams; 
Scholars intend to select a specific theoretical approach (or approaches) to analyze AL; 
Identification of the main theoretical approaches in the AL research: microeconomics, charitable giving, management, 
relationship marketing, educational science, services marketing; and integrative approach; 
Derivation of the overall picture of the AL research 
Identification of the four primary aspects of AL: behavioral, attitudinal, material and nonmaterial; 
There is no generally accepted measurement of AL: researchers focus on different aspects of AL; 
Derivation a more robust definition of AL based on the findings from the SLR analysis: AL consists of the “intention 
to alumni loyalty” and “action loyalty” that must be separately examined.  
RQ5 
P2 
Theory-based 
exploration 
analysis 
Derivation of a more comprehensive scale for the attitudinal aspect of the AL construct (i.e. intention to AL) 
Identification of the main “partial” models based on the key theoretical approaches 
An 
argumentative-
deductive analysis 
Identification of the key inner factors influencing AL 
Derivation of the theoretical and the causal path structures of the integrative alumni loyalty model  
Exploratory 
quantitative data 
analysis  
Developing a more comprehensive measure of the attitudinal aspect of the AL construct 
Testing the integrative alumni loyalty model (IAL model) on German and Russian students from Economics major 
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RQ Research method Results of the research process 
RQ6 
P3 
Theory-based 
exploration 
analysis 
AL formation includes both internal and external factors  
Identification of the important role of gender in the AL context 
Identification of the main limitation of previous studies: neglecting to investigate a potential moderation effect of 
gender on the relationships between AL and its antecedences 
Limitation of previous studies by their strong U.S. and European orientation 
Identification of the controversial opinions about mediation role of commitment 
An 
argumentative-
deductive analysis 
Developing original hypotheses regarding a gender moderation effect in the AL context and integration them into the 
IAL model  
Exploratory 
quantitative       
data analysis 
Testing the extended IAL model using Russian female and male students enrolled in Computer Science 
Discovering how gender influences the AL formation 
Discovering the role of commitment in the AL context 
Derivation of the AL strategies based on the gender-segmentation 
RQ7 
P4 
Theory-based 
exploration 
AL formation includes both internal and external factors  
No cross-cultural study in the AL research 
An 
argumentative-
deductive analysis 
Derivation of the original hypothesis about how culture influence on AL and integration them into the IAL model 
Exploratory 
quantitative      
data analysis  
Testing the extended AL model on Russian and German Master’s students from another major (Business Informatics)  
Discovering how three cultural dimensions (i.e., individualism/collectivism; masculinity/femininity and power 
distance) influence the AL formation 
Deriving the AL strategies based on the culture-segmentation 
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Figure A-15. Causal integrative alumni loyalty model 
(own representation)16 
Benefits-based strategy  
The results demonstrate that alumni associations should extend their efforts beyond 
the period related to post-graduation experiences. In other words, these organizations must 
focus on offering useful services not only for alumni but also for students (Hoffmann & 
Mueller, 2008; Iskhakova et al., 2016). The findings of this study are in line with previous 
research of Drapinska (2012); Helen and Ho (2011), and McDearmon and Shirley (2009), 
arguing that for AL enhancement, universities must raise valued students’ benefits on a 
continuous basis. However, the dissertation detects that loyalty programs should focus on 
different benefits for male and female students (Iskhakova, 2018, p. 27). Thus, the female 
loyalty program should prioritize the enhancement of student consultations with successful 
alumni. For this purpose, a university administration could organize more workshops, 
lectures, and individual interviews, and ask experienced alumni to consult female students or 
young female alumni about education and future careers. Additionally, universities could 
create a mentoring network using an official university website to connect students and young 
alumni to professional networks (Gallo, 2012, 2013). Using this platform, older and more 
experienced alumni could consult female undergraduates and young alumni about their career 
opportunities going forward and potential job placements (Philabaum, 2008). Such close 
cooperation with alumni could help female students to perceive themselves as part of a wider 
community, realize the valuable role of the alumni-university relationship and, consequently, 
underpin the notion of alumni loyalty (Frank et al., 2014).  
 
16 The dashed line represents the moderation effect of culture and gender. The solid black line refers to the 
confirmed relationship between variables. The solid red line demonstrates the significant differences between 
groups. C – collectivistic culture; I – individualistic countries; PDl – low power distance; PDh – high power 
distance society; f – females; m – males; IQ – interactive quality; CQ – corporative quality; IAL – intention to 
AL; SQ – service quality, which consists of physical, interactive and corporative components. 
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A male loyalty program should focus more on establishing robust and friendly contact 
between students and distinguished alumni. Through contact with alumni, male students could 
better evaluate the relevance of their university, as top alumni commonly represent professional 
university success in the education market (Karpova, 2006). Moreover, providing both student 
and alumni profiles could efficiently introduce a role for alumni and illustrate their function 
within the university community (i.e. material and nonmaterial support). According to 
managers, the best way of presenting these profiles could be making interview videos between 
alumni and current students, where they could discuss the course of study, the alumni 
association, and the concept of “giving back” (Philabaum, 2008).  
Predisposition to charity-based strategy  
Predisposition to charity has a significant impact on AL, thereby forming a secure 
alumni-university connection. It may show that alumni with previous charity experience have 
a deeper understanding of institutional needs and “their role in meeting these needs” than 
those who were not involved in philanthropic activities (Weerts & Ronca, 2007, p. 32). 
Hence, institutional administrations should establish awareness of alumni with charity 
backgrounds to develop a successful AL program.  
Nevertheless, the core value of this construct showed that a predisposition to charity 
plays a stronger role in individualistic nations than in collectivistic ones. As such, graduates 
from individualistic cultures have a higher inclination to develop loyalty towards their 
university based on their attitude toward charity, which depends on an individual’s 
philanthropic history (Bagozzi, Wong, Abe, & Bergami, 2000, p. 97; Soyez, 2012). Family 
tradition and the alumni’s parents’ experience regarding altruistic behavior may play a 
substantial role in these societies. The findings correlate well with the previous research 
related to the influence of altruistic behavior on AL in individualistic countries (Brady et al., 
2002; Sundeen, Raskoff, & Garcia, 2007; Bagozzi et al., 2000, p. 97). The results support the 
idea that “culture is valuable for providing a foundation or framework for a practice and 
tradition of giving, which eventually results in different attitudes toward giving” (Sung & 
Yang, 2009, p. 806). As a result, university administrations should consider this fact while 
building their alumni management programs, and carefully analyze alumni data collected 
during the study period. 
Integration-based strategy  
The dissertation indicates that social integration strongly influences AL in both 
individualistic German and collectivistic Russian samples. Hence, institutional leaders should 
support students in their integration into university social life, thereby helping them to 
develop a sense of community. Communications with professors and contacts with fellow 
students have the highest influence on forming alumni loyalty (Iskhakova et al., 2018, p. 22, 
34; Iskhakova, 2018, p. 27). A social integration strategy that mainly involves 
communication would seem to be the most appropriate approach to develop a loyalty 
program. These results are compatible with the principal findings of marketing and 
management research (e.g., Kotler & Keller, 2012). A relationship marketing paradigm also 
perceives communication as a valuable dimension of a successful consumer-organization 
relationship (e.g., Morgan & Hunt, 1994). Indeed, using this tool, a company can more 
effectively “inform consumers about its goals, activities, and offerings and motivate them to 
take an interest in the institution” (Kotler & Fox, 1985, p. 277). It is crucial to develop a 
strong communication channel between an alma mater and its alumni (Hennig-Thurau et al., 
2001). However, the implementation of this important bond requires considerable effort and 
time (Levine, 2008). Likewise, students’ experiences with the university affect their present 
and future willingness to support the organization (Sung & Yang, 2009). Therefore, higher 
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education organizations must build an effective communication policy with their alumni from 
the beginning; preferably when they first matriculate (Gallo, 2013; Levine, 2008).  
However, there are some differences in developing an integrative-based strategy for 
alumni from collectivistic and individualistic societies (Iskhakova et al., 2018, p. 22, 34). 
More precisely, in the individualistic German university, individual conversations with 
professors have the greatest effect on social integration, and thus on the enhancement of 
intention to alumni loyalty. In the collectivistic Russian group, contact with professors as 
well as fellow students has a significant influence on AL. Moreover, academic integration 
(e.g., taking part in student organizations, academic groups, a university committee work) is 
highly relevant for collectivistic Russian society and does not affect AL in the German 
sample. The results confirm Hofstede's theory (2001). The findings speak to a peculiarity of 
collectivistic culture – an inclination towards collective thinking, characterized by setting 
mutual goals, thinking of oneself as “we,” and maintaining relationships within groups. In 
contrast, individualistic culture displays a tendency towards personal goals, the development 
of relationships within the community without the need to act together, and thinking of 
oneself as “I” (Hofstede, 2011). Additionally, the effect of social integration on AL is 
stronger for female than for male alumni. 
Consequently, universities must support healthy relationships between students and 
professional teaching staff. To create friendly student-teacher interactions, professors should 
develop a positive classroom climate that provides social and emotional support and should 
be respectful and sensitive to students’ cultural backgrounds (Rimm-Kaufman & Sandilos, 
2011; Banks et al., 2001). Likewise, for undergraduates from collectivistic societies, it would 
be relevant to conduct more academic and cultural events during which faculty and alumni 
could explain the AL concept and encourage current students to take part in various 
university activities. While universities must develop a healthy academic environment to 
ensure male loyalty, managers should involve female students in social events provided by 
their university to enhance female loyalty.  
 Service quality–based strategies 
In the service marketing literature, several studies highlight the impact of culture on 
service quality perceptions (Hahn & Bunyaratavej, 2010; Ladhari et al., 2011; Witkowski & 
Wolfinbarger, 2002). The results of this dissertation are consistent with these previous 
studies. Based on the findings, two main strategies were derived for high and low power 
distance countries. The research performed by Ladhari et al. (2011) may give an additional 
explanation of the obtained differences among high and low power distance groups. 
According to their investigation, since high power distance cultures accept inequalities 
among individuals, customers of these societies tend to anticipate service providers (i.e., 
university) to reflect this distance through service delivery executed at the highest possible 
level. However, despite their high expectations, this group usually accepts lower service 
quality for services that require technical expertise (i.e., consulting) than their low distance 
counterparts (Ladhari et al., 2011). Moreover, it is widely perceived that alumni are 
consumers for their university (e.g., Alves & Raposo, 2007; Helgesen & Nesset, 2007a; Lin 
& Tsai, 2008; Rojas-Méndez et al., 2009). Therefore, it is not surprising, that in contrast to 
the Russian group, for German respondents the interactive quality which includes appraisal 
(mainly, examination system) is more relevant than corporate quality reflecting prestige (in 
particular, the academic reputation of the university). Although service quality is important 
for both genders; it plays a stronger role for male alumni. 
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Corporative-based strategy (high power distance) 
The dissertation shows that reputation is a vital component for increasing corporative 
quality and, consequently, AL (Iskhakova et al., 2018, p. 22). The study supports the findings 
from the previous investigation’s claims about a solid reputation’s influence on customer 
loyalty (e.g., Sung & Yang, 2009, p. 804; Helgesen & Nesset, 2007b, pp. 126, 135). 
Moreover, Seeman and O’Hara (2006, p. 25) state that “the academic reputation of a school is 
a major factor in determining its selection.” Hence, universities should invest in reputation 
management to ensure loyalty among alumni from high power distance cultural societies. 
According to Nguyen and Leblanc (2001, p. 309), university staff members and alumni “may 
be considered as critical factors which determine the student's perception of the image or 
reputation of higher education institutions.” Prominent alumni can provide solid arguments 
regarding the applicability of knowledge and skills gained through their studies in building 
successful careers (e.g., opportunities to achieve managerial positions) (Gallo, 2012, 2013). 
Consequently, organizing more events with distinguished alumni and the creation of a 
healthy university environment may considerably enhance school reputations (Nguyen & 
Leblanc, 2001). Additionally, previous research revealed that several groups of external 
stakeholders could develop a strong corporate reputation (Chun, 2005). In an education 
context, alumni that serve as ambassadors towards their alma maters may become these 
external partners (Karpova, 2006). Hence, ambassadors can provide testimonials about their 
university experiences at workshops, conferences, campus presentations, interviews, 
webinars, banquets, and commencement ceremonies, thereby attracting potential students and 
increasing the university’s visibility and competitiveness in the market environment 
(Philabaum, 2008). As a result, universities should encourage alumni to become their 
ambassadors and share their impressions regarding their alma mater. Concisely, establishing 
an ambassador network might be one of the essential policies in developing a loyalty program 
that attracts male alumni.  
Interactive-based strategy (low power distance cultures) 
The correctness of exams seems to be the most important measure of interactive 
quality for low power distance countries. This item could be expressed by a positive 
correlation “between material given during the course and material used for writing the 
exam” (Iskhakova 2014, p. 18). Hence, providing an unbiased and objective system of 
knowledge evaluation may be the key strategy to solving the problem.  
In conclusion, it should be emphasized that by analyzing alumni loyalty, “managers 
will only obtain insight for decision making” (Nesset & Helgesen, 2009, p. 339). To actually 
enhance AL, managers should make a necessary decision and perform certain activities that 
have crucial effects on AL. Although the final IAL model (Figure A-15) demonstrates key 
factors of AL for the particular universities, it can be useful as a pedagogical tool when 
examining results and effect of such activities aimed to increase AL. Thus, the proposed 
model can help university administrators to understand what drivers AL from both direct and 
indirect perspectives. Knowing the direct and indirect influences of antecedents on AL “can 
help bring on implications about the immediate impacts and priorities of such influences” 
(Lin & Tsai, 2008, p. 398). Several motivation strategies (i.e., ‘benefits-based,’ 
‘predisposition to charity-based,’ ‘quality-based’ and ‘integration-based’) provided in this 
thesis can be relevant for both a conceptual and practical understanding of alumni-university 
relationships.  
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Table A-9. Common strategies 
 Strategies Characteristics 
1. Benefits-based 
strategies 
Highly important for male and female; for all cultures  
2 Integration-based 
strategies 
 
Social integration – important for male and female from 
different culture; 
Academic integration – important for male alumni from  
collectivistic countries 
3 Service-quality 
based strategies 
Corporative quality-based strategy (focus: reputation 
management) – highly important for male alumni from high 
power distance countries 
Interactive-based strategies (focus: objective evaluation 
systems) – important for male  alumni from  low power 
distance countries 
4 Predisposition to 
charity–based 
strategies 
Although the influence of this factor is significant for all 
alumni from different cultures, predisposition to charity is 
more important for male alumni from individualistic 
countries than from collectivistic societies.  
5.2. LIMITATIONS AND FUTURE RESEARCH   
The proposed IAL model was tested on current students and therefore identified 
factors driving intention to alumni loyalty, not actual supportive behavior (Brady et al., 2002, 
p. 928). To verify the scientific prognosis of the developed IAL model and to trace the 
changing student attitude and perception after graduation, future research should conduct a 
longitudinal study. In this way, it can provide broader insights into the evolutionary nature of 
alumni-university relationships and the AL formation process.  
In this dissertation, a moderation effect of gender on AL is limited to contexts 
involving a single university, country, and major. In this case, the results might not be readily 
generalized to other schools with significantly different missions, traditions, and cultures. 
Moreover, a two-culture study may not provide a sufficiently deep understanding of the 
cultural effect on the relationship between AL and its predecessor constructs. Further 
investigation is needed before these results can be extended beyond German and Russian 
public universities. A moderation effect of gender was tested only on the collectivistic 
Russian society; more research is needed to generalize the findings. Besides, the universities 
included in this thesis were public institutes of higher education; hence the results may differ 
for private universities. The author invites researchers to test cross-gender and cross-cultural 
aspects of AL within other institutional types (e.g., private colleges, research centers) and 
using multicountry samples.  
To provide cross-cultural analysis, Hofstede’s framework was used. However, only 
three cultural dimensions out of six were selected (Iskhakova et al., 2018, p. 5). Besides, 
some researchers extensively criticize the Hofstede’s model (e.g., Ailon, 2008; McSweeney, 
2002). Hence, future studies may consider using other cultural typologies provided in the 
international marketing literature to investigate how other cultural values relate to AL 
behavior (e.g., House et al., 2004; Schwartz, 1992).  
The findings of this thesis demonstrate that the influences of key factors can be 
different depending on gender and culture (Figure A-11, A-14, A-15). According to Frank et 
al. (2014, p. 176), “gender differences in behavior have innate origins and role-specific, 
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cultural origins”. Hypotheses presented in P1 were derived from the gender psychology 
literature and therefore point to innate origins. However, these effects can “interact with 
culture-specific gender roles and differ by country in strength” (Frank et al., 2014, p. 176). 
To test the influence of culture-specific gender roles in the AL context, future research may 
analyze the effects of country differences in gender egalitarianism, which represent “the 
degree to which a collective minimizes gender inequality" (House et al., 2004, p. 30).  
In this dissertation, the intention to alumni loyalty has R2 values between of 0.41 to 
0.57 across different samples. These results show that several other factors can also account 
for AL (Frank et al., 2014, p. 183). For example, AL might be highly correlated with 
undergraduate major (Holmes, 2009, pp. 18, 25; Marr et al., 2005, p. 140; Monks, 2003, p. 
129). Therefore, the analysis of the moderation effect of this driver on the bond between AL 
and its antecedents is also recommended for further research. Finally, in this thesis, a 
convenient sampling method was applied. Thus, the use of probability sampling procedures 
(e.g., cluster random or systematic sampling) is necessary for validating the results (O'Dwyer 
& Bernauer, 2014).  
Despite these limitations and opportunities for future research, the author believes that 
this study provides relevant insight into understanding alumni loyalty behavior and can be 
widely applicable to build a relevant alumni loyalty program.  
6. CONCLUSION 
Alumni loyalty is a relevant research field, which includes different possibilities for 
investigation (e.g., Iskhakova et al., 2017, p. 304). This dissertation focuses on the 
particularly relevant research gaps in the AL literature (sections 1.2 and 1.3). Specifically, 
this thesis adds to the AL research by developing a more accurate conceptual IAL model for 
the explanation and prediction of AL. This model includes main internal and external factors 
(i.e., gender and culture) and could serve as a basis for further theoretical research or could be 
applied in practice as it is. 
The findings of this thesis provide deeper insight into the mechanism of alumni-
university interactions and help to implement an effective, pragmatic plan of AL by taking 
into consideration cross-cultural and cross-gender differences of alumni. Specifically, the 
dissertation could be beneficial to educators, researchers, and managers. Educators could 
integrate the pertinent information into their teaching materials for courses in non-profit 
marketing and management. Researchers could use the provided reference tool and obtained 
findings to identify colleagues with similar research interests, to recognize directions for 
future investigation into the subject, and to develop a deeper and more detailed understanding 
of AL. The managers could use the results of this dissertation to determine areas which need 
to be stressed to enhance AL. Additionally, the derived ideas and strategies of AL could 
assist managers in better analyzing nonprofit organizations and developing an in-depth 
understanding of the commonalities across various types of alumni groups, “and patterns in 
the differences among them” (Pettit, 1999, p. 105).  
The author of this thesis believes that the dissertation can bring “a new era to alumni 
research” by developing a body of research-based knowledge about a variety of important 
issues related to AL (Pettit, 1999, p. 105).  
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специальности (e.g.учебный план) 
Pq2 Variety of courses offered for major (refers 
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Pq3 Quality of library service  Qualität der Bibliothek Качество библиотечного сервиса  
IQ Iq1 Examinations (unbiased and objective 
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Objektivität und Unparteilichkeit bei 
der Ausstellung von Prüfungszeichen  
Проведение экзаменов (объективность и 
непредвзятость при выставлении 
экзаменационных оценок) 
Iq2 Academic staff consultations and support 
during the study  
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Lehrenden 
Консультации и поддержки во время 
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LV Item English item German items Russian items 
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students, who are not my close friends.” 
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Wahl hätte, würde ich mich wieder 
für denselben Studiengang 
entscheiden 
Если бы я сейчас снова выбирал(-а) на 
кого пойти учиться, я бы снова выбрал(-
а) ту же самую специальность.. 
Csc2 Participant response to: “I would 
recommend my course to someone else” 
Ich würde meinen Studiengang 
weiterempfehlen. 
Я бы порекомендовал (-а) свою 
специальность другим. 
EC Ec1 Participant response to: “I feel very 
comfortable in my university” 
Ich fühle mich an der Universität 
sehr wohl. 
Я чувствую себя очень комфортно в 
своем университете 
Ec2 Participant response to: “I am proud to be 
able to study in my university.” 
Ich bin stolz darauf, an meiner 
Hochschule zu studieren. 
Я горжусь тем, что я учусь в моем 
университете. 
Ec3 Participant response to: “I feel very 
comfortable in my faculty.” 
Ich fühle mich an meiner Fakultät 
sehr wohl. 
Я чувствую себя очень комфортно на 
своем факультете. 
Ec4 Participant response to: “If I were faced 
with the same choice again, I would still 
choose the same university.” 
Wenn ich heute noch einmal die 
Wahl hätte, würde ich wieder an 
derselben Hochschule studieren. 
Если бы я сейчас снова выбирал(-а) 
куда пойти учиться, я бы снова выбрал(-
а) свой университет. 
BAA Baa1 Providing contact with alumni (chat 
forum) 
Kontakt zu Absolventen (Chat, 
Foren) 
Контакта с бывшими студентами 
(чат,форум). 
Baa2 Consultations with alumni in form of 
workshops and/or individual interviews  
 
 
Berufsberatung  mit Alumni (F.v. 
Workshops und/oder individuellen 
Gesprächen 
Консультация с бывшими студентами в 
виде мастер-классов и/или 
индивидуальных бесед; 
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LV Item English item German items Russian items 
PC Pc1 Participant response to: “My parents would 
like to see every member of the family 
involved in charity 
“Ich denke, dass meine Eltern es 
missbilligen würden, wenn ich 
Wohltätigkeitsorganisa-tionen nicht 
unterstützen würde.” 
“Я думаю, что мои родители будут 
огорчены, если я не буду проявлять 
интерес к благотворительности.” 
Pc2 Participant response to: “I believe my parents 
would be disappointed if I did not express 
interest in charity.” 
“Ich denke, meine Eltern erwarten, dass 
Mitglieder meiner Familie Wohltätig-
keitsorganisationen unterstützen.” 
“Мои родители хотели бы, чтобы 
каждый член семьи занимался 
благотворительностью.” 
Pc3 Participant response to: “My parents do charity 
activities.” 
“Meine Eltern sind in Wohl-
tätigkeitsorganisationen aktiv.” 
Мои родители занимаются 
благотворительностью 
IAL Ial1 Participant response to:      
“ I would like to become a member of the 
alumni association” 
“Ich würde dem Absolventen-Verein 
beitreten.” 
“Я бы хотел(-а) вступить в Alumni 
Accоциацию.”. 
Ial2 Participant response to:    
“I would like to receive information about my 
university after graduation” 
“Auch nach meinem Abschluss, würde 
ich gerne Informationen über die meine 
Universität erhalten.” 
“Я бы хотел (-а) получать  информацию 
о моем вузе после его окончания.” 
Ial3 Participant response to: “ I would like to keep 
in touch with my department” 
“Ich würde gerne den Kontakt zu 
meinem Fakultät  aufrechtzuerhalten.” 
“Я хотел (-а) бы поддерживаю связь со 
своим факультетом.” 
Ial4 Participant response to: 
“ I can imagine myself how I am providing 
volunteer support for my university after 
graduation” 
“Ich könnte mir vorstellen, meine 
Universität nach Beendigung meines 
Studiums durch freiwillige Hilfe zu 
unterstützen.”  
“Я могу представить себе, как я 
оказываю волонтерскую помощь моему 
университету.”  
Ial5 Participant response to:  
“I can imagine myself how I am providing 
financial support for my university after 
graduation” 
“Ich könnte mir vorstellen, meiner 
Fakultät nach Beendigung meines 
Studiums durch Geldspenden zu 
unterstützen.” 
“Я могу представить себе, как я 
оказываю материальную помощь моему 
университету.” 
Note: PQ= physical quality; IQ= interactive quality; CQ=corporative quality; AI = academic integration; SI = social integration; CSC = commitment to the study course; 
EC = emotional commitment; BAA = benefits of the alumni association; PC = predisposition to charity; IAL = intention to alumni loyalty. 
55 
 
 
 
PART B: 
 
 
 
PUBLICATIONS OF THE DISSERTATION 
 
 
56 
 
Overview 
Table B-1 shows the publications included in this cumulative dissertation. 
Table B-1. List of the publications 
ID Authors Titel Publication Journal Rating 
P1 Iskhakova, 
Hoffmann, 
Hilbert 
Alumni Loyalty: Systematic Literature 
Review 
Iskhakova et al. 
(2017) 
Journal of Nonprofit & Public 
Sector Marketing 
 
B  
(VHB-JOURQUAL 2) 
P2 Iskhakova, 
Hilbert, 
Hoffmann 
An integrative model of alumni loyalty – 
an empirical validation among graduates 
from German and Russian universities 
Iskhakova et al., 
(2016) 
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 Iskhakova, L., Hoffmann, S., Hilbert, A.  
Alumni Loyalty: Systematic Literature Review1  
Abstract 
The term “alumni loyalty” (AL) is widely used by scientists in various disciplines 
and particularly often in discussions of the key factors influencing alumni 
contributions. However, research in this field varies considerably in its assumptions 
and methods and contains contradictory findings. Additionally, there is no 
consistent definition of AL. This situation makes it difficult for the university 
administration to see the overall picture, or to evaluate which results are most 
reliable and should be used as the basis for practice and policy decisions. A 
systematic literature review (SLR) would address these problems by identifying, 
meticulously evaluating, and integrating findings of the relevant studies. To date, no 
SLR has been undertaken in the field of alumni loyalty. The purpose of this study is 
twofold. First, the paper conducts a SLR in this research area. Second, the study 
provides a more comprehensive definition of alumni loyalty. The research identified 
102 relevant articles and classified them into seven theoretical approaches: 
microeconomics, charitable giving, management, relationship marketing, 
educational science, services marketing, and the integrative approach, which 
combines the above disciplines. Having determined four primary aspects of AL 
(behavioral, attitudinal, material and non-material), the paper derives four quadrants 
of AL definitions and assigns each publication to one or two of them. Following this 
step, the overall picture and definition of AL were derived. The findings can be used 
by academics as a framework to position new research activities appropriately, and 
by practitioners as a roadmap to enhance AL rate.  
Keywords: customer loyalty, alumni loyalty (AL), systematic literature review, 
decision maker. 
1. Introduction 
Alumni loyalty (AL) is an increasingly important strategic theme for universities due 
to the convergence of the following factors: constant reduction in public funding, a financial 
crisis, reduction in student enrollment among educational institutions, increasing competition 
and globalization (Helgesen & Nesset, 2007a; Lin & Tsai, 2008; Mora & Vidal, 2005).   
It is generally accepted that AL is the most significant characteristic in predicting 
alumni contribution (e.g. Alves & Raposo, 2007; Brown & Mazzarol, 2009). A review of the 
relevant literature shows that loyal alumni contribute to their alma mater through both 
material and non-material support (Iskhakova, Hilbert, & Hoffmann, 2016). Given the 
important role that alumni play in supporting their alma maters, it is not surprising that 
universities expend substantial time and resources to gain a deeper insight into the most 
important factors influencing AL and determining the most appropriate management strategy 
(Helgesen & Nesset, 2007b; Holmes, 2009). Consequently, scholars from different 
 
1 This is an Accepted Manuscript of an article published by Taylor & Francis in Journal of Nonprofit & Public 
Sector Marketing on 02 Aug. 2017, available online: 
http://www.tandfonline.com/10.1080/10495142.2017.1326352 
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disciplines all over the world examine an enormous amount of variables to identify the most 
crucial of them that could effectively enhance AL (Alves & Raposo, 2007; Brown & 
Mazzarol, 2009; Hennig-Thurau, Langer, & Hansen, 2001; Rojas-Méndez, Vasquez-Parraga, 
Kara, & Cerda-Urrutia, 2009).  
Due to the high importance of alumni loyalty, numerous studies are produced each 
year. However, many of them have contradictory results (e.g., Hennig-Thurau et al., 2001; 
Holmes, 2009; Weerts, Cabrera, & Sanford, 2010). Additionally, there is no consistent 
definition of AL (e.g., see Iskhakova et al., 2016). These facts make difficult for decision 
makers to find reliable findings and to use them as the basis for practice and policy decisions. 
The use of a systematic literature review (SLR) aims to address these problems “by 
identifying, critically evaluating and integrating the findings of all relevant, high-quality 
individual studies addressing one or more research questions” (Siddaway, n.d., p.1). 
“Knowledge of what other researchers have learned is crucial to maximizing the effectiveness 
of AL research” (Pettit, 1999, p. 105). However, to the best of the authors’ knowledge, so far, 
there is no SLR examining alumni loyalty. Therefore, the primary goal of this paper is to 
conduct a SLR in order to give a more comprehensive and minimally-biased picture of AL by 
summarizing the key theoretical and empirical evidence. To achieve the primary goal, the 
authors explored the following research questions: (RQ1) Who is conducting AL research? 
(RQ2) Which theoretical perspectives (approaches) are most commonly employed in alumni 
loyalty research? (RQ3) How does the research from different theoretical approaches 
measure (describe) the construct of alumni loyalty? (RQ4) How can the term “alumni 
loyalty” be defined in a more comprehensive way? 
To answer RQ1, a bibliographic analysis was conducted in the frame of the SLR and 
the following additional questions were posed: How much literature has been published in the 
field of alumni loyalty? When, and in what countries, was it published? What countries are 
the major contributors to this field? What journals cover the literature of this field? Which are 
the most important? Which papers received the most citations? Which streams do they belong 
to? The analysis demonstrates the number of total papers published by researchers in the field 
of AL. Initially, the search strategy yielded 7474 articles. However, only 102 studies met the 
inclusion criteria. The analysis shows the most popular journals (including their ISI-impact 
factor and SJR indicator), most cited and powerful papers and research streams which they 
belong to, as well as a geographic origin classification. The selection criteria are presented 
and explained in more detail in Section 5.  
To answer RQ2, the paper provides a content analysis of the relevant literature by 
examining the underlying theories that explain AL behavior. The obtained theoretical 
framework includes the following traditional scholarly disciplines: microeconomics, 
charitable giving, management, relationship marketing, educational science, and services 
marketing. The multidisciplinary nature of this framework provides a comprehensive look at 
the ways in which AL could be developed.  
To answer RQ3, the paper illustrates four major areas where differentiation in 
understanding the AL construct can occur: non-material, material, behavioral, and attitudinal 
aspects of alumni loyalty. This conceptual framework could serve as a basis for the future 
developments in AL research. 
Despite researcher consensus that the AL construct is important to understand and 
measure, there is no consistent and generally accepted definition of AL (Hennig-Thurau et 
al., 2001). The evidence from the provided SLR (particularly the answer to RQ3) shows a 
diverse understanding of the AL term. This leads to the following additional objective of this 
article: the derivation of a more comprehensive definition of AL. To answer RQ4, the paper 
draws a general definition of AL using a SLR that includes various research areas and a 
multitude of research streams. The paper argues that answering this question could add a new 
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perspective about such complex and questionable constructs as alumni loyalty. Additionally, 
if researchers and managers use the same definition of AL, it would be easier to identify the 
most comprehensive and relevant conceptual model and thereby reveal key factors impacting 
alumni loyalty. 
This research is relevant and poised to assist researchers and university 
administration in developing minimally biased picture of alumni loyalty research. The 
obtained findings could help to identify and explore reasons for relations, contradictions, and 
gaps across studies; show limitations and general statements of current knowledge; describe 
directions for future research; and develop deeper and more detailed understanding of the AL 
construct. Thus, it has the potential to bring about a new era in alumni research.  
Since “higher education is realized as ‘experienced goods’ … and the university is a 
unique service provider” (Arif & Ilyas, 2011, p. 400); students could be considered 
consumers of their higher education experience (e.g. Alves & Raposo, 2007; Casidy, 2014; 
Douglas, McClelland & Davies, 2008). Therefore, the analysis begins by introducing the 
common concept of customer loyalty. Afterward, the authors present the main benefits of 
alumni loyalty. Section 4 derives the methodology of the SLR. Section 5 discusses the results 
obtained from the SLR analysis and answers the RQ1-RQ3. Section 6 refers to RQ4 and 
derives the proposed definition of alumni loyalty. Finally, the most important results of this 
research are described and discussed in the discussion section. The paper ends with a 
presentation of limitations, suggestions for further research, and a conclusion. 
2. Customer loyalty as a starting point of alumni loyalty 
Customer loyalty is a crucial factor in companies’ growth, competitiveness, performance, 
and profitability (Abubakar & Mokhtar, 2015; Nurlida, 2015; Ogunnaike, 2014; Thomas, 2011). 
Meanwhile, scholars provide various definitions for customer loyalty (Table 1). 
Despite these definitions, there is still no universal agreement on how to define 
customer loyalty (Blut, Evanschitzky, Vogel, & Ahlert, 2007; Kotler & Keller, 2012; Oliver, 
1999). Much  of the existing research on customer loyalty is thought to be heavily based on 
Oliver’s four-stage model, which proposes that loyalty consists of belief (cognitive loyalty), 
affect (affective loyalty), intentions (conative loyalty), and action (action loyalty) (Oliver, 
1999), as well as the two-phase framework proposed by Dick and Basu (1994).  
Oliver (1997) introduces his model, implying that different aspects of loyalty do not 
emerge simultaneously, but rather consecutively over time. The first stage, cognitive loyalty, 
is determined by information regarding the offering, such as price, quality, features and so 
forth. “It is the weakest type of loyalty, since it is directed at costs and benefits of an offering 
and not at the brand itself” (Blut et al., 2007, p. 726). The depth of this loyalty “is no deeper 
than mere performance” (Oliver, 1999, p. 35). The second stage, affective loyalty, relates to a 
favorable attitude towards (degree of liking) a specific brand. Basically “attitude itself is a 
function of cognition (e.g., expectation)” (Blut et al., 2007, p. 726). When expectations are 
met, this stage leads to satisfaction which, in turn, induces affective loyalty. “Similar to 
cognitive loyalty, however, this form of loyalty remains subject to switching” (Oliver, 1999, 
p. 35). A third stage, conative loyalty, should be accompanied by a willingness or intention to 
act. A typical example is the desire to repurchase a particular brand of product. This type of 
loyalty is stronger than affective loyalty, “but similar to any ‘good intention,’ this desire may 
be an anticipated but unrealized action” (Oliver, 1999, p. 35). The last component is action 
loyalty, which demonstrates real customers’ repeat patronage behavior (constant repurchase 
of the preferred brand). Thus, a customer becomes cognitively loyal in the initial stages, 
based on beliefs and attributes of a particular brand. If the brand fulfills the customer’s 
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expectations, he or she could turn affectively loyal. This, in turn, could cause the consumer to 
develop a stronger commitment towards a particular brand, leading to conative loyalty and, 
afterward, to action loyalty. In the last stage, the customer “has generated the focused desire 
to rebuy the brand and only that brand and also has acquired the skills necessary to overcome 
threats and obstacles to this quest” (Oliver, 1999, p. 37). 
Dick and Basu (1994) perceive loyalty as being based on two interrelated 
components: relative attitude (attitudinal loyalty) and repeat patronage (behavioral loyalty). 
The behavioral approach refers to repeat purchasing. An attitudinal approach is defined as a 
liking or attitude towards a provider based on satisfactory experience with products or 
services (Helen & Ho, 2011, p. 3). Consequently, customer loyalty could be considered as a 
concept containing a tripartite attitudinal component composed of cognitive, affective, and 
conative stages of loyalty and a closely-related behavioral component which contains action 
loyalty (Lam et al., 2004; Helgesen & Nesset, 2007b; Nesset & Helgesen, 2009).  
Since alumni could be perceived as consumers “despite the peculiarity of this designation 
due to the nature of education”, alumni behavior “can certainly be studied from the perspective of 
consumer behavior” (Rojas-Méndez et al., 2009, p. 23). Paralleling the related concept of 
customer loyalty, AL “contains an attitudinal component and a behavioral component, both of 
which are closely related to each other” (Hennig-Thurau et al., 2001, p. 333). However, it is 
necessary to take into consideration that AL towards a university refers to loyalty both during and 
after a student’s period of study at the same higher education institution (Hennig-Thurau et al., 
2001; Nesset & Helgesen, 2009). 
Table 1. Customer loyalty definitions 
Conceptual Definition Authors 
“As the relationship between relative attitude and repeat patronage” Dick and Basu (1994, p. 102)  
“The degree to which a customer exhibits repeat purchasing behavior from 
a service provider, possesses a positive attitudinal disposition towards the 
provider, and considers using only this provider when a need for this service 
arises” 
Gremler and Brown (1996, p. 
173) 
“It includes: Saying positive things about the company; Recommending 
the company to someone else who seeks advice; Encouraging friends and 
relatives to do business with the company; Considering the company the 
first choice to buy services; Doing more business with the company in the 
next few years” 
Zeithaml et al.  
(1996, p. 38) 
 
“A deeply held commitment to rebuy or repurchase a preferred product or 
service consistently in the future despite situational influences and 
marketing efforts having the potential to cause switching behavior” 
Oliver (1999, p. 34) 
“A commitment to rebuy or repatronize a preferred product or service” Kotler and Keller (2012, p. 772) 
“A buyer’s overall attachment or deep commitment to product, service 
brand or organisation” 
Lam, Shankar, Eramilli, and 
Murthy (2004, p. 294) 
3. Benefits of alumni loyalty 
Alumni who are loyal could have an impact on the profitability and overall success of 
higher education institutions by providing two distinctive types of support: material and non-
material (Brown & Mazzarol, 2009; Helgesen & Nesset, 2007a; Hennig-Thurau et al., 2001; 
Nesset & Helgesen, 2009; Sung & Yang, 2009).  
Material support includes alumni giving, repurchase behavior, and alumni association 
membership. Alumni giving (AG) includes “contributions actually received during the 
institution’s fiscal year in the form of cash, securities, company products, and other property 
from alumni” (Data Definitions, 2016). According to Cunningham and Cochi-Ficano (2002), 
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alumni donations are “consistently the highest-ranking source of charitable support for higher 
education (p. 541).” “It is well known that a large percentage of US and UK university budgets 
come not from tuitions or state funding but from fundraising (philanthropic sector), especially 
from alumni” (Iskhakova et al., 2016, p. 130). Due to a steady decline in higher education 
funding from state and local governments, public and private institutions should “rely ever 
more heavily on financial donations from their alumni as a source of budget enhancement” 
(Terry & Macy, 2007, p. 14). 
The repurchase behavior, in this particular case, refers to “potential repeat purchase 
through continuing education” (Bowden, 2011, p. 214), which may be determined by student 
retention (low dropout rate) or by rate of alumni attendance for other courses offered by the 
institution (e.g. Giner & Peralt Rillo, 2015; Kuo & Ye, 2009; Tinto, 1975).  Additionally, the 
referral effects (to siblings, children) could also be considered as repurchase decisions (e.g., a 
parent pays for his/her child to go to the same institution) (Weerts & Ronca, 2007). In the 
higher education context, retention is defined as the “ability of a school or university to 
successfully graduate students that have enrolled in the institution in the first place” (de Macedo 
Bergamo et al., 2012, p. 32). The modern financial foundation for universities around the world is 
based largely on tuition fees; retaining students that are already enrolled could be of great help 
(Dehghan, Dugger, Dobrzykowski, & Balazs, 2014, p. 17). According to Hennig-Thurau et al. 
(2001, p. 332) “retaining students means developing a solid and predictable financial basis for 
future university activities”. For example, the choice of alumni to continue as postgraduate 
students in their alma mater (i.e., alumni course attendance) is also highly beneficial for the 
universities (Mansori, Vaz, & Ismail, 2014). The repurchase behavior is “a strategic goal, 
followed by a deep change in the Higher Education Institution’s organizational culture, treating 
student-customers as actually stakeholders” (de Macedo Bergamo et al., 2012, p. 32).  
The third determinant of material alumni support is alumni association membership. 
In contrast to the US, where alumni often automatically become alumni association members 
in their alma mater, in some countries (e.g. Germany, Russia), it is the own choice of the 
alumni to be or not to be a member of the AA after graduation (Iskhakova et al., 2016, 132). 
Moreover, “at many alumni associations (AA), membership is considered another form of 
financial contribution to the  university” (Newman & Petrosko, 2011, p. 167). As a result, 
universities should take into consideration this fact when determining alumni loyalty.   
The non-material supports, in this particular case, describe the behavior of alumni 
when they support universities by volunteering (Weerts et al., 2010). Alumni can improve 
teaching quality by sharing their experience and giving “the institution sincere feedback 
regarding student needs and expectations” (Kilburn, Kilburn, & Cates, 2014). Loyal alumni 
may take part in research activities by proposing an innovative research idea or participating 
in data collection for a research project (Hennig-Thurau et al., 2001). They can supply career 
information for future students, serve as mentors to young alumni, act as a school’s advocates 
in a lobbying process, provide other volunteer support for funds solicitation and 
organizational events, and recommend their university to other potential students (Bass, 
Gordon, & Kim, 2013; Dehghan et al., 2014; Helgesen & Nesset, 2007b). The last aspect is 
the most important in the education industry. Recruiting new students is an extremely 
expensive process (Drapinska, 2012; Moore & Bowden-Everson, 2012; Nesset & Helgesen, 
2009). Additionally, “it is also very difficult to carry out conventional marketing approaches 
(for example, advertising and promotional activities) because the market place for education 
industry has become global” (Mansori et al., 2014, pp. 59–60). Moreover, “evidence from 
literature strongly indicates that acquiring new customers is more costly than retaining them” 
(Nurlida, 2015, p. 1391). Based on this background, it is not surprising that the prevailing 
majority of researchers consider alumni recommendations as the whole of non-material 
support, and only include it when describing the AL construct (e.g., Brown & Mazzarol, 
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2009; Hennig-Thurau et al., 2001; Sung & Yang, 2009). The authors assert that to examine 
different forms of the alumni-university relationship, it is necessary to take into account not 
only alumni recommendations, but also other types of non-material alumni support. 
4. Methodology 
According to Littell (2008, p. 1), a systematic review “aims to comprehensively locate 
and synthesize research that bears on a particular question, using organized, transparent, and 
replicable procedures at each step in the process” in order to identify, in this case, the scientific 
contributions in the field of AL (Tranfield, Denyer, & Smart, 2003). Thus, the review should 
provide an interdisciplinary, international overview of the current understanding of alumni 
loyalty.  
The steps of the SLR process are different according to the authors’ approach (Fink, 
2010, pp. 4, 5; Kitchenham, 2004, pp. 1, 27, 28; Tranfield et al., 2003, p. 214). Thus, according 
to Fink (2010) a SLR can be divided into the following tasks: selecting research questions and 
bibliographic (or article) databases; choosing search terms; applying practical and 
methodological screening criteria, doing the review, and synthesizing the results. The 
guidelines developed by Tranfield et al. (2003) and Kitchenham et al. (2009) categorize the 
process of SLR into three phases: planning, conducting, and reporting. However, a closer look 
at these procedures reveals that the main aspects of the SLR are almost the same in content.  
The authors applied a procedure developed by Fink (2010) as a foundation for the 
systematic review and enriched it with the guidelines proposed by Tranfield et al. (2003) and 
Kitchenham et al. (2009). Fink’s procedure was split into four stages. In the first stage, the 
authors selected the research questions, bibliographic article databases, and websites, and 
appropriate search terms. It is crucial to use two screens – practical and methodological – “to 
ensure the review’s efficiency, relevance, and accuracy” (Fink, 2010, p. 55). In the second 
stage, the authors used practical screening criteria to “identify the articles that may be 
potentially usable in that they cover the topic of interest” (Fink, 2010, p. 55). In the third 
stage, the authors developed and applied methodological screening criteria, which refer “to 
how well – scientifically – a study has been designed and implemented to achieve its 
objectives” (Fink, 2010, p. 59). Finally, the authors synthesized and discussed the findings. 
4.1. Stage 1: Selecting databases, websites, and appropriate search terms 
Since AL contains both attitudinal and behavioral aspects and the word “graduates” is 
a synonym for the alumni of the higher education university, the following search terms were 
included in the search process: “alumni loyalty”, “student loyalty”, “alumni contribution”, 
“alumni giving”, “graduate loyalty”, “graduate contribution”, and “graduate giving”. 
Sophisticated search strings were constructed using Boolean ORs operators and applied to 
titles, abstracts, and keywords.   
The authors searched databases that were provided by major publishers (Elsevier 
(www.sciencedirect.com), Emerald (www.emeraldinsight.com) and Springer 
(http://www.springerlink.com), and by library services (Academic Source Complete, 
Business Source Complete and Web of Science). Using the search terms mentioned, they 
searched the full text of the documents. Having followed the recommendation of Tranfield et 
al. (2003), that searching for relevant citations should not be restricted to bibliographic 
databases, the authors also used Google Scholar.  
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4.2. Stage 2: Applying practical screening criteria 
As a second step, the authors conducted a practical screening analysis based on 
information derived from titles and abstracts. The search was restricted to English to make 
this review replicable for readers and to avoid a language bias or preference for specific 
languages (Moher et al., 2000). Since there is no previously published a SLR analysis in the 
field of AL, time-related screening criterion was not considered in order to assess the size and 
relevance of the literature in the subject area and consider cross-disciplinary perspectives, in 
which AL and a related behavior have previously been tackled. Therefore, the journal papers 
and conference proceedings were included in the SLR process without a time restriction. 
Another important criterion, journal ranking, was not used for exclusion purposes because 
this review aims to give a comprehensive overview of the understanding of alumni loyalty. 
To achieve the primary goal, the authors considered only quantitative studies and accepted 
empirical publications as well as conceptual/theoretical publications that deal with 
understanding and measurement of alumni (student) loyalty. To filter out irrelevant papers, 
the authors excluded letters, presentations, editorials, reviews, comments, and studies without 
the full text available. Publications that only mentioned AL (or student loyalty) or in which 
AL (or student loyalty) was of only secondary importance were also eliminated.  
4.3. Stage 3: Applying methodological screening 
According to Fink (2010, p. 5), “methodological criteria include criteria for evaluating the 
adequacy of study’s coverage and its scientific quality”. The methodological screening criteria were 
applied to the full text. To select strong studies, the authors checked the appropriateness and 
rigour of research design based on assumptions of quantitative paradigm and the deductive 
model proposed and described by Crewell (1997, pp. 5, 88), as well as assessed the validity 
of data collection method (to find out whether the applied measure provides reliable and valid 
information), appropriateness of hypothesis development, statistical analysis, accuracy of 
results reporting, and justification of interpretations and conclusions based on checklists 
developed by (Fink, 2010).  
Information contained in each article was extracted using a content analysis (Krippendorff, 
2004).  For this purpose, a review protocol was determined (Table 2, adapted from Stechemesser & 
Guenther, 2012). The categories for examining the selected publications were derived from 
previous theoretical work (Krippendorff, 2004).  
The review protocol encompassed four sections. The first section answers RQ1 (Who 
is leading AL research?) and contains the bibliographic data of each publication, such as 
author(s), year and title of the publication, authors’ geographic origins, type of publication, 
and, if applicable, the journal’s name and the ISI-impact factor in 2014 (or SJR indicator), 
methodology of publication (for instance theoretical/conceptual, empirical, or theoretical-
empirical solution oriented) and, if applicable, the investigated country. The ISI-impact factor 
is an indicator of the scientific impact represented by citations. The SJR indicator measures 
the scientific impact of an average study published in the journal; it is evaluated using the 
same formula as journal ISI- impact factor. Since the ISI-impact factor (or SJR indicator) 
could apply to all research areas, these factors were used to assess journal quality2.  
The Publish or Perish3 software program was used to record the citations of all 
publications (overall and on a yearly basis) and the average number of citations. The citation 
 
2 http://www.scimagojr.com/journalrank.php 
3 Publish or Perish is software developed by Tarma Software Research that retrieves and analyses academic 
citations. It uses Google Scholar to obtain the raw citations, then analyses these and presents a wide range of 
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index has a quantitative value which could help to measure the influence of the article; its 
“impact factor” (Garfield, 1955, p. 111). 
The second section seeks to answer RQ2 and predominantly describes the content and 
theoretical approaches of each publication. To indicate that researchers from different 
theoretical disciplines conceptualize alumni loyalty in a number of different ways, some 
crucial factors were shown in this section. The focus and target variables reveal how 
researchers understand the term “alumni loyalty”. The third section refers to RQs 3 and 4 and 
focuses on the definition or description of AL (and alternative terms for the same concept) as 
well as the main aspects of AL used in each publication.  
Table 2. Review protocol 
Bibliographic data (RQ1) 
Data Questions Article 
Author(s) Who is/are the author(s) of the publication? Tinto, Vincent 
Year In which year was the work published? 1975 
Title What is the title of the publication? 
Dropout from higher 
education:   A theoretical 
synthesis of recent research 
Author's geographic origin 
What is the geographic origin of the first 
publisher? 
US 
Type of publication 
What kind of the publication? (journal, 
conference paper) 
Journal 
Journal name If it is a journal: what is the journal's name? Review of educational research 
ISI-impact (2014) of the 
journal 
If it is a journal, how was the journal ranked in 
2014? 
3.897 
Harzing's Publish or Perish  
How often the publication is cited (cite) and 
how often the publication is cited per year (per 
year)? 
Cite: 5,530; per year: 138.25 
Methodology of the 
publication 
What is the main contribution? 
(Theoretical/conceptual, empirical) 
Theoretical/conceptual 
Country Which country is subject of the publication?  US 
Theoretical approaches of publication (RQ2) 
Focus of the publication What is the focus of the publication?  Student dropout behavior 
Content of the publication 
What is the subject of the publication? Explain 
the subject in brief. 
Tinto tries to identify and 
explain factors influencing the 
student drop out behavior 
Theoretical approaches 
What is the theoretical approach of the 
publication?  
Educational science 
Target variable What is the target variable of the publication? Student dropout behavior 
Key factors 
What kind of key factors were used to 
determine alumni loyalty? 
Integration (social/academic), 
Commitment (goal/emotional) 
Aspects of AL or related term (RQ3, RQ4) 
Definition of alumni 
loyalty 
How is the term of AL measure (or defined) by 
the researchers? 
Alumni loyal if they what to 
keep in touch with their 
university; the low level of 
dropout. 
Attitudinal, behavioral or 
both aspects of publication 
What is the focus of the publication 
(attitudinal, behavioral or both) 
Attitudinal 
Material, non-material or 
both aspects of publication 
What is the focus of the publication? (material, 
non-material or both) 
Material (dropout rate) 
 
citation metrics in a user-friendly format. This program is “provided free of charge for personal non-profit use 
courtesy of www.harzing.com” (Harzing & Van der Wal, 2007, p. 3). 
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5. Results and discussion (stage 4) 
This section is structured according to the review protocol presented above. After the 
bibliographic analysis, the authors provide the answer for RQ1 and explain theoretical 
approaches applied by researchers to identify key factors influencing AL (RQ2). Finally, the 
authors focus on different aspects and measures of AL (RQ3) and thereby provide a more 
extensive definition of the AL construct in the next section (RQ4). 
5.1. Bibliographic analysis 
The search within the databases (not including Google Scholar) yielded 1,874 hits. By 
using the inclusion and exclusion criteria, the authors limited their results to 120 publications. 
The search in Google Scholar yielded 5,600 studies. After the elimination of duplicates and 
the employment of exclusion criteria, only 123 were relevant. Of these, 32 were also found in 
the other databases. In total, 211 publications remained after the practical screening analysis 
and were considered for methodological screening (Fig.1). An additional 109 studies did not 
fulfill the methodological criteria, leaving 102 potentially relevant publications for further 
analysis (Fig 1).  
All publications that fulfilled the practical and methodological inclusion criteria were 
analyzed and coded using qualitative data analysis software (MaxQDA). A comprehensive 
coding scheme (protocol) was applied and took into account the relevant information of the 
studies, as well as different aspects of the AL construct (see Table 2). The 102 articles were 
analyzed based on the above protocol (Table 3).  
The oldest source analyzed was published in 1955; the most recent one dated from 
2015. The majority of the publications were published after 2000. As the trend in Fig. 2 
shows, the number of publications is increasing, and the highest number of papers was 
published in 2009 and 2014. The classification by geographic origin is based on the first 
author of the publication. Fig. 3 demonstrates that the authors mainly come from the 
Americas (63%). The remainder of publications came from Europe (16%), Asia (15%), 
Australia (5%), and Africa (1%). Table 3 shows that until 1999, studies regarding AL were 
most often conducted by US researchers. Beginning in 2000, this topic extended around the 
world. Thus, it appears that the topic is of increasing interest within the research community.  
 
Figure 1. Systematic review flow diagram 
Search yield  
(From other databases): 1,874 
Studies considered for 
methodological screening: 120 
Studies considered for the final 
methodological screening: 211 
Studies analyzed in the review: 102 
Studies considered for 
methodological screening: 123 
Studies excluded in the first 
practical screening step (based on 
information derived from titles and 
abstracts):   7,231  
Search yield  
(From Google Scholar database): 
5,600 
 Excluding duplicates: 32 
Studies excluded in the 
methodological screening: 109 
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Table 3. Overview of articles related to alumni loyalty4 
No. 
cited 
Author(s), 
Year 
Country Citea Per yearb 
Target 
variable 
Approach Aspect Emp valc 
1 Stewart, 1955 USA 1 0.0 alumni giving CH BM No 
2 Tinto, 1975 USA 5,530 138.3 dropout ES AM No 
3 
Lehtinen and 
Lehtinen, 1991  
Finland 731 30.5 n.a. SM n.a.  Yes 
4 
Glover and 
Krotseng, 1992 
USA 3 0.1 alumni giving ME BM  Yes 
5 
Mael and 
Ashforth, 1992  
USA 2,883 125.4 
alumni 
loyalty 
M BnM Yes 
6 
Grimes and 
Chressanthis, 
1994 
USA 34 1.6 alumni giving CH BM Yes 
7 
Okunade et al., 
1994 
USA 26 1.2 alumni giving ME BM  Yes 
8 
Tom and Elmer, 
1994  
USA 30 1.4 
intention to 
alumni giving 
+ alumni 
giving 
CH 
AM  
+  
BM  
No 
9 
Willemain et 
al., 1994 
USA 41 1.9 alumni giving ME BM Yes 
10 
Bruggink and 
Siddiqui, 1995 
USA 78 3.9 alumni giving CH                                                                BM Yes 
11 Harrison, 1995 USA 46 2.3 alumni giving ME BM  Yes 
12 
Harrison et al., 
1995 
USA 105 5.3 alumni giving ME BM Yes 
13 
Taylor and 
Martin, 1995 
USA 78 3.9 alumni giving  CH BM  Yes 
14 
Baadeand 
Sundberg, 
1996a  
USA 126 6.6 alumni giving CH BM Yes 
15 
Baade and 
Sundberg, 
1996b 
USA 130 6.8 alumni giving CH BM  Yes 
16 
Young and 
Fischer, 1996  
USA 22 1.2 alumni giving M BM Yes 
17 
Licata and 
Frankwick, 
1996 
USA 46 2.4 
alumni and 
student 
contribution  
SM n.a No 
18 
Hennig-
Thurau and 
Klee, 1997  
Germany 1,278 71.0 
customer 
retention 
RM BM No 
19 
Okunade and 
Berl, 1997  
USA 79 4.4 alumni giving ME BM Yes 
20 
Heckman and 
Guskey, 1998 
USA 96 5.3 
discretionary 
collaborative 
behavior 
M 
BM 
+ 
BnM 
Yes 
21 Pearson, 1999  USA  46 2.9 alumni giving CH                         BM Yes 
22 Pettit, 1999 USA 2 0.1 alumni giving CH BM Yes 
 
4 (a) – Cited references (data were retrieved in 2015); (b) Cited references per year (data were retrieved in 
2015); (c) Empirical validation. Theoretical approach: ME – Microeconomics; CH – Charitable giving 
literature; M – Management; RM – Relationship Marketing; ES – Educational science; SM – Services 
Marketing; InAp – Integrative approach. Alumni loyalty Aspect: A – attitudinal; B – behavioral; nM – non-
material; M – material. n.a. – not apparent (unspecific) 
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No. 
cited 
Author(s), 
Year 
Country Citea Per yearb 
Target 
variable 
Approach Aspect Emp valc 
23 
Belfield and 
Beney, 2000 
UK 81 5.4 alumni giving ME BM Yes 
24 
Rhoads and 
Gerking, 2000 
US 124 8.3 alumni giving M BM Yes 
25 Clotfelter, 2001 USA 84 6 alumni giving CH BM Yes 
26 
Hennig-
Thurau et al., 
2001 
Germany 352 25.1 
student 
loyalty 
InAp = RM 
+ ES +SM 
AM 
 + 
AnM  
Yes 
27 
Wunnava and 
Lauze, 2001 
UK 88 6.3 alumni giving M BM Yes 
28 
Brady et al., 
2002 
US 56 4.3 
intention to 
alumni giving 
InAp =  
CH + SM 
AM  Yes 
29 
Cunningham 
and Cochi-
Ficano, 2002 
USA 88 6.8 alumni giving ME BM Yes 
30 
Peltier et al., 
2002 
USA 34 2.6 alumni giving RM BM Yes 
31 
Quigley et al., 
2002 
USA 11 0.9 alumni giving RM BM Yes 
32 Clotfelter, 2003 USA 149 12.4 alumni giving ME BM Yes 
33 Jardine, 2003  USA 8 0.7 alumni giving ME BM Yes 
34 Monks, 2003 USA 125 10.4 alumni giving ME BM  Yes 
35 Hoyt, 2004 USA 25 2.3 alumni giving 
InAp =  
ME + CH 
BM Yes 
36 
Stinson and 
Howard, 2004 
USA 42 3.8 alumni giving M BM  Yes 
37 
Tsao and Coll, 
2004 
USA 35 3.2 alumni giving 
InAp =  
ME + M 
BM Yes 
38 Tucker, 2004 USA 94 8.6 alumni giving M BM  Yes 
39 
Marr et al., 
2005  
USA 60 6.0 alumni giving ME BM Yes 
40 
Brown and 
Mazzarol, 2006  
Australia 1 0.1 
student 
loyalty 
InAp = 
CH + SM 
AM  
+ 
AnM  
Yes 
41 Okunade, 1996 US 71 3.7 alumni giving ME BM  Yes 
42 
Alves and 
Raposo, 2007  
Portugal 130 16.3 
student 
loyalty 
SM  
AM 
 + 
AnM 
Yes 
43 
Helgesen and 
Nesset, 2007a 
Norway  143 17.9 
student 
loyalty 
InAp =  
CH + SM 
AM  
+ 
AnM  
Yes 
44 
Helgesen and 
Nesset, 2007b 
Norway  181 22.6 
student 
loyalty 
InAp =  
M + SM 
AM  
+  
AnM 
Yes 
45 
Pereda et al., 
2007 
UK 43 5.4 n.a. SM n.a. Yes 
46 Sun et al., 2007 USA 45 5.6 alumni giving M BM Yes 
47 
Terry and 
Macy, 2007 
USA 13 1.6 alumni giving ME BM   Yes 
48 
Weerts and 
Ronca, 2007 
USA 76 9.5 alumni giving ME BM Yes 
49 
Douglas et al., 
2008 
UK 174 24.9 
student 
loyalty 
SM 
AM  
+  
AnM  
Yes 
50 Gottfried, 2008 USA 6 0.9 alumni giving ME BM Yes 
51 Levine, 2008 USA 11 1.6 alumni giving RM BM  Yes 
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No. 
cited 
Author(s), 
Year 
Country Citea Per yearb 
Target 
variable 
Approach Aspect Emp valc 
52 
Lin and Tsai, 
2008 
Taiwan 22 3.1 
student 
loyalty 
SM 
AM  
+ 
AnM 
Yes 
53 
Weerts and 
Ronca, 2008 
USA 46 6.6 
donor-
volunteer  
InAp =  
ES + CH  
+ RM 
BM + 
BnM 
Yes 
54 
Brown and 
Mazzarol, 2009 
Australia 145 24.2 
student 
loyalty 
InAp = 
CH + SM 
AM  
+  
AnM  
Yes 
55 Holmes, 2009 USA 67 11.2 alumni giving ME BM  Yes 
56 
Kuo and Ye, 
2009 
Taiwan 34 5.7 
student 
loyalty 
InAp =  
SM + CH 
AM  
+ 
AnM 
Yes 
57 
Le Blanc and 
Rucks, 2009  
USA 12 2.0 alumni giving ME BM  Yes 
58 
McDearmon 
and Shirley, 
2009  
USA 18 3.0 alumni giving 
InAp =  
ME + CH 
BM  Yes 
59 
Meer and 
Rosen, 2009 
USA 36 6.0 alumni giving M BM  Yes 
60 
Nesset and 
Helgesen, 2009 
Norway  20 3.3 
student 
loyalty 
InAp = 
SM + CH  
AM Yes 
61 
Rojas-Mendez 
et al., 2009 
Chile 46 7.7 
student 
loyalty:  
InAp =  
SM + RM  
AM Yes 
62 
Sungand Yang, 
2009 
  53 8.8 
student 
loyalty 
InAp = RM 
+ M + ES 
AM  
+ 
AnM  
Yes 
63 Wastyn, 2009 USA 16 2.7 alumni giving CH BM  Yes 
64 
Weerts and 
Ronca, 2009 
USA 36 6.0 alumni giving 
InAp = CH 
+ M + M + 
E + ES 
BM  Yes 
65 
Weerts et al., 
2010 
USA 26 5.2 
alumni 
loyalty  
InAp =  
E + CH + 
+ R + M 
BnM Yes 
66 
Alves and 
Raposo, 2010 
Portugal 78 15.6 
student 
loyalty 
InAp =  
CH + SM  
AM  
+  
AnM  
Yes 
67 
Arif and Ilyas, 
2011 
Pakistan 9 2.3 
word of 
mouth 
M 
AM  
+ 
AnM  
Yes 
68 Bowden, 2011 Australia 23 5.8 
student 
loyalty 
RM AnM Yes 
69 
Helen and Ho, 
2011 
China 1 0.3 
student 
loyalty 
RM AM Yes 
70 Newman, 2011  USA 0 0 alumni giving M BM  Yes 
71 
Newman and 
Petrosko, 2011  
USA 20 5 alumni giving 
InAP =  
ME + M  
BM Yes 
72 
Okunade and 
Wunnava, 2011 
USA 0 0 alumni giving M BM Yes 
73 Phadke, 2011 India 3 0.8 
student 
loyalty 
InAp =  
SM + EL  
AM  
+ 
AnM  
Yes 
74 Thomas, 2011 India 31 7.8 
student 
loyalty 
InAp =  
M + SM 
AM  
+ 
AnM 
Yes 
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No. 
cited 
Author(s), 
Year 
Country Citea Per yearb 
Target 
variable 
Approach Aspect Emp valc 
75 
de Macedo et 
al., 2012 
Brazil 3 1.0 
student 
loyalty 
InAp = RM 
+ SM + ES 
AM 
+  
AnM 
Yes 
76 
Drapinska, 
2012 
Poland 1 0.3 
student 
loyalty 
InAp = SM 
+ RM + ES 
AM  
+  
AnM 
No 
77 
Meer and 
Rosen, 2012  
USA 16 5.3 alumni giving ME BM Yes 
78 
Moore and 
Bowden-
Everson, 2012 
Australia 14 4.7 
student 
loyalty 
RM 
AM 
 +  
AnM 
Yes 
79 
Purgailis and 
Zaksa, 2012  
Turkey 2 0.7 
student 
loyalty 
InAp =  
SM + CH 
AM 
+ 
AnM 
Yes 
80 
Temizer and 
Turkyilmaz, 
2012 
Turkey 13 4.3 
student 
loyalty  
InAp =  
SM + CH 
AM  
+ 
AnM 
Yes 
81 Arif et al., 2013 Pakistan 9 4.5 
student 
loyalty 
SM  
AM  
+ 
AnM 
Yes 
82 
Bass et al., 
2013 
USA 3 1.5 
alumni 
loyalty 
M 
BM 
 + 
BnM 
No 
83 
Durango-Cohen 
et al., 2013 
USA 1 0.5 alumni giving CH BM  Yes 
84 
Fernandes et 
al., 2013 
UAE 8 4.0 
student 
loyalty 
SM 
AM  
+ 
AnM  
Yes 
85 Meer, 2013  US 12 6.0 alumni giving CH BM Yes 
86 
Meer and 
Rosen, 2013 
US 1 0.5 alumni giving CH BM Yes 
87 
Wunnava and 
Okunade, 2013 
USA 2 1.0 alumni giving ME BM Yes 
88 Casidy, 2014 Australia 4 4.0 
student 
loyalty 
SM 
AM 
 + 
AnM 
Yes 
89 
Dehghan et al., 
2014 
USA 4 4.0 
student 
loyalty 
InAp =  
SM + M 
AM  
+  
AnM  
Yes 
90 
Kilburn et al., 
2014 
USA 0 0.0 
student 
loyalty 
 SM 
AM 
+ 
AnM 
Yes 
91 
Latif and 
Bahroom, 2014   
Malaysia 0 0.0 
student 
loyalty 
InAp =  
RM + SM 
AM 
+ 
AnM 
Yes 
92 Fontaine, 2014 USA 4 4.0 
student 
loyalty:  
RM 
AM 
+ 
AnM 
no 
93 
Goolamally and 
Latif, 2014 
Malaysia 0 0.0 
student 
loyalty 
InAp =  
RM + SM 
AM  
+ 
AnM 
  
Yes 
94 Guo et al., 2014 China 0 0.0 
student 
loyalty 
SM 
AM  
+ 
AnM 
  
Yes 
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No. 
cited 
Author(s), 
Year 
Country Citea Per yearb 
Target 
variable 
Approach Aspect Emp valc 
95 
Khamis and 
Said, 2014 
Malaysia 0 0.0 
student 
loyalty 
SM 
AM  
+ 
AnM 
Yes 
96 
Mansori et al., 
2014 
Malaysia 1 1.0 
student 
loyalty 
SM 
AM 
+ 
AnM 
Yes 
97 
Ogunnaike et 
al., 2014 
Nigeria 0 0.0 
student 
loyalty 
SM 
AM  
+ 
AnM 
Yes 
98 
Abubakar and 
Mokhtar, 2015 
Nigeria 0 0.0 
student 
loyalty 
RM 
AM 
+ 
AnM 
Yes 
99 
Bass et al., 
2015 
USA 0  0.0  alumni giving Man BM  Yes 
100 
Eurico et al., 
2015 
Portugal 1 1.0 
student 
loyalty 
InAp = SM 
+ CH + ES 
AM  
+ 
AnM 
Yes 
101 
Giner and 
Peralt Rillo., 
2015 
Spain 1 1.0 
student 
loyalty 
ES AM Yes 
102 
Di Pietro 
 et al., 2015 
Italy 2 2.0 
student 
loyalty 
M AM Yes 
Table 3 reveals the most cited papers, shown in bold. A list of these articles is 
provided below, arranged in decreasing order of cited references:  Tinto (1975; cited 
reference 5,530; research stream – educational science); Mael and Ashforth (1992; cited 
reference 2,883; research stream – management); Hennig-Thurau and Klee (1997; cited 
reference 1,278; research stream – relationship marketing); Lehtinen and Lehtinen (1991; 
cited reference 731; research stream – services marketing); Hennig-Thurau et al. (2001; cited 
reference 352; research stream – integrative approach).  
The following articles were cited more than 100 times (they are italicized in the 
table):  
1. Microeconomics: Harrison, Mitchell, & Peterson (1995), Clotfelter (2003), Monks 
(2003)  
2. Charitable giving literature: Baade and Sundberg (1996a, 1996b) 
3. Management:  Rhoads and Gerking (2000) 
4. Services marketing: Alves and Raposo (2007)  
5. Integrative approach: Helgesen and Nesset (2007a, 2007b), Douglas et al. (2008), 
and Brown and Mazzarol (2009) 
 The most cited articles belong to different research streams, which could indicate that 
researchers are more inclined to consider AL from the perspective of their chosen theoretical 
approach(es). This could lead to different and mixed understandings of this construct (Iskhakova et 
al., 2016).  
This literature review includes two different types of publications: journal articles 
(94%) and conference papers (6%). Because of the crucial role of journal articles, they were 
analyzed in more detail. Overall, articles from 58 different journals were included, ranging 
from The Annals of the American Academy of Political and Social Science to Expert Systems 
with Applications (Appendix A). Eight journal articles were published in both Economics of 
Education Review and the International Journal of Educational Advancement; six articles 
were appeared in Research in Higher Education; additional articles were published in the 
American Journal of Economics and Sociology (5), the American Journal of Economics and 
Sociology (4); and New Directions for Institutional Research (3). The authors found two 
                                                                                                                                                                         
15 
 
articles for each of the following journals: Psychology and Marketing, Journal of Marketing 
Theory and Practice, Education Economics, Total Quality Management, The Journal of 
Hospitality Leisure Sport and Tourism, Higher Education, The TQM Journal, Asian Social 
Science, and the Mediterranean Journal of Social Sciences. The broad range of journals 
reflects how many different professions address the topic of alumni loyalty; the authors found 
no journal that solely focuses on AL issues. 
The quality of the journals is an important issue discussed within the sciences. As 
mentioned above, the ISI-impact factor and SJR indicator were applied to evaluate this pool 
of references. Overall, nine of the journals have neither ISI-impact factor, nor SJR indicator. 
The highest impact (3.897) recorded is by one publication from the Review of Educational 
Research, whereas the Journal of Education and Human Development has the lowest ISI-
impact factor (0.110). The following journals had a relatively high impact factor in 2014: 
Journal of Organizational Behavior (3.038); Journal of Service Research (2.484), Journal of 
Advertising Research (2.564) and Expert Systems with Applications (2.000). The majority of 
the other journals ranked from 0.120 to 1.783 and the median was 0.703.  
 
Figure 2. Publications per year 
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5.2 Theoretical approaches 
After conducting a content analysis of the relevant literature, the authors documented 
that AL could be studies in many traditional scholarly areas, including microeconomics, 
charitable giving, management, relationship marketing, educational science, and services 
marketing (Brady, Noble, Utter, & Smith, 2002; Heckman & Guskey, 1998; Hennig-Thurau & 
Klee, 1997; Tinto, 1975). Table 4 illustrates the diverse theoretical perspectives that are critical 
to AL understanding and how this topic is woven into the fabric of several scholarly 
disciplines. Consequently, it is important to consider an inter-theoretical framework from which 
to understand the connectedness of the AL construct across multiple disciplines. Table 4 
(adapted from Iskhakova et al. 2016, p. 134) provides a summary of these theoretical 
perspectives and their potential implications for AL research. Following this summary, the 
authors provide a more detailed review of each perspective. 
The supporters of the microeconomics approach consider the university as an economic 
system. This approach relies on the price, income, and beneficial effects of making voluntary 
alumni contributions (Harrison, 1995; Jardine, 2003; Okunade, 1996; Okunade & Berl, 1997; 
Okunade et al., 1994) and includes the main principles of an investment model (Weerts & 
Ronca, 2008), a theory of consumer demand for nondurable goods and services (Okunade, 
Wunnava, & Walsh, 1994) and a theory of cost-benefit analysis (Kotler & Keller, 2012). Thus, 
according to the investment model, AL “is based on the extent of time, emotion, and financial 
commitment already invested in the university” (Weerts & Ronca, 2008, p. 280). 
Consequently, “benefits of membership in alumni association” could be “a key factor in 
influencing alumni willingness to provide financial support” (Iskhakova et. al., 2016).  
Followers of the charitable giving approach treat a university as “a charitable hybrid 
organization” (Brady et al., 2002, p 919). Following this theoretical approach, scientists have 
distinguished several possible motivations for donations: 1) altruism, 2) reciprocity, and 3) 
direct benefits (e.g. Baade & Sundberg, 1996; Meer, 2013; Tom & Elmer, 1994). The first 
motivation for alumni contributions asserts that individuals have altruistic preferences for 
their alma mater. Alumni altruism “may be driven by a social sense of obligation to provide 
collective goods and services to society, sharpened by feelings of allegiance and empathy to 
his/her school” (Bruggink & Siddiqui, 1995, p. 53). Altruistic motivation could also be 
explained by expectancy theory, according to which, “alumni create expectations about future 
events and therefore tailor their involvement around these expectations” (Weerts & Ronca, 
2008, p. 280). According to Bruggink and Siddiqui (1995), alumni are more likely to offer a 
charitable assistance to their university if they feel and know that their support is crucial to 
the fortune of their alma mater. This charitable alumni behavior could also be understood 
along three dimensions, drawing on Vroom’s (1964) classic work: 1) Valence: Alumni value 
the perceived outcome or the personal stakes of support. 2) Instrumentality: Alumni believe 
that their support will help the university achieve a certain outcome. 3) Expectancy. Alumni 
feel that they will successfully be able to complete the support actions. “Expectancy theory 
would suggest that alumni choose their ‘style’ of support based on what mode of support is 
most aligned with their abilities and will meet their desired outcome” (Weerts et al., 2010, p. 
352). Thus, some alumni may see that their knowledge would best be used to support the 
university in political advocacy. Others may perceive that they could make a vital 
contribution to their alma mater by mentoring new alumni, recruiting students, or hosting 
events. As a result, university administration should “be aware of this ‘altruistic opportunity’ 
and organize fund-raising and volunteer efforts around such events as alumni reunions, 
anniversaries, and campaign goals” (Mann, 2007, p. 38). 
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Table 4. Theoretical approaches used in alumni studies 
Partial 
theoretical 
approaches 
Characteristics AL considerations 
Micro-
economics  
University as an economic system 
Theory of consumer demand for nondurable 
goods and services (Okunade et al., 1994 ), 
theory cost-benefit analysis (Kotler & Keller, 
2012),  investment model (Weerts & Ronca, 
2008). 
Key factors: benefits, income, price, 
organization characteristics  
This approach relies on the price, income and 
benefits effects of making voluntary alumni 
contributions (e.g. Harrison, 1995; Jardine, 
2003; Okunade, 1996).  
Charitable 
giving 
literature  
University as a charitable hybrid  
(Brady et al., 2002).  
There are three motivations to explain why 
people make charitable contributions: (1) 
altruism (expectancy theory), (2) 
reciprocity, and (3) direct benefits 
(Bruggink & Siddiqui, 1995; Huntsinger, 
1994)  
Key factors: organizational identification, 
predisposition to charity, perceived needs 
This approach contains the following 
statements:  
Alumni feel a sense of obligation towards alma 
mater, have pride in their association with their 
alma mater, feel a responsibility to make 
charitable contributions. 
According to expectation theory, alumni “have 
expectations about the value of their volunteer 
support and these expectations predict their 
future involvement in the university” and thus, 
AL (Weerts & Ronca, 2008, p. 280).  
Management  
 
University as a business entity 
The social psychology literature (Krugman, 
1965), theory of discretionary collaborative 
behavior (Heckmann & Guskey, 1998) 
Key factors: satisfaction, organizational 
identification, relationship bond 
(involvement), reputation  
This approach relies on discretionary 
collaborative behavior as applied to the 
alumni-university relationship.   
Relationships 
Marketing 
 
University as a services organization 
Commitment-trust theory of relationship 
marketing (Morgan & Hung, 1994), 
Concepts of Marketing and Customer 
Satisfaction, Social exchange theory  
Key factors: satisfaction, trust, perceived 
quality, commitment (emotional/cognitive), 
image, communication 
This approach relies on the statement that AL 
is “based on a feeling about whether a 
balance exists between what is put into the 
effort and what has been received from the 
university in the past or present” (Weerts & 
Ronca, 2008, p. 280). As a result, universities 
should focus on developing positive long-
term relationships with their alumni rather 
than providing transactions (Fontaine, 2014). 
Educational 
science  
University as a social system 
Sociological theory developed by Durkheim 
(1961) 
Key factors: social and academic 
integration, communication 
This approach relies on the statement that 
university administration should focus on 
integration and commitment to enhancing AL 
(Tinto, 1975). 
Services 
Marketing  
University as a services organization 
Services marketing theory  
(e.g., Lehtinen & Lehtinen, 1991) 
Key factors: service quality 
This approach relays on the statement that 
when alumni feel they receive professional 
service from their alma mater, “they are 
likely to have a more positive perception of 
the organization” and its needs 
(Mann, 2007, p. 37).  
To investigate the AL concept, managers apply the social psychology theory of 
discretionary collaborative behavior (management approach). Discretionary collaborative 
behavior is considered as behavior performed by the customers to help institutions without 
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the expectation of a direct reward (Heckman & Guskey, 1998, p.98). Discretionary 
collaborative behavior shares important characteristics with organizational citizenship 
behavior, which is defined as “individual behavior that is discretionary, not directly or 
explicitly recognized by the formal reward system, and that in the aggregate promotes the 
effective functioning of the organization. (…) By discretionary, we mean that the behavior is 
not an enforceable requirement of the role or the job description, that is, the clearly 
specifiable terms of the person’s employment contract with the organization; the behavior is 
rather a matter of personal choice, such that its omission is not generally understood as 
punishable” (Organ, 1988, p. 4). Heckman & Guskey (1998) applied discretionary 
collaborative behavior to the alumni–university relationship as a part of the bonding process.  
The primary purpose of relationship marketing is the identification of key drivers that 
influence strategy development for the attraction, retention, and enhancement of customer 
relationships (Morgan & Hunt, 1994; Tarokh & Sheykhan, 2015). Several scholars have 
demonstrated the high level of applicability and relevance of relationship marketing in AL 
research (relationship marketing approach; see, e.g., Abubakar & Mokhtar, 2015; Fontaine, 
2014; Hennig-Thurau & Klee, 1997). The model of “Relationship Quality,” proposed by 
Hennig-Thurau and Klee in 1997 forms the basis of AL in relationship marketing (Hennig-
Thurau et al., 2001). 
The educational science approach is heavily based on Tinto’s model of student 
dropout behavior (de Macedo Bergamo et al., 2012; Giner & Peralt Rillo, 2015; Tinto, 1975). 
Tinto’s model relies on Durkheim’s Suicide Theory (Durkheim, 1961), according to which 
“suicide is a result of a person’s breaking from society due to their inability to become a part 
of it (de Macedo Bergamo et al., 2012, p. 33).” Highly focused on integration and 
commitment, Tinto (1975) describes the communication process between students and their 
university. Many scholars consider Tinto’s model as the best groundwork and theoretical 
foundation to investigate the AL construct (e.g., de Macedo Bergamo et al., 2012; Hennig-
Thurau et al., 2001).  
Universities recognize that higher education is a service organization and therefore are 
beginning to consider students as the main customers. Thus, services marketing could be a 
relevant approach to improving the understanding of alumni-university relationships (service 
marketing approach; see, e.g. Alves & Raposo, 2007; Arif, Ilyas, & Hameed, 2013; Mansori et 
al., 2014; Nesset & Helgesen, 2009). Since service quality is “a key performance measure for 
excellence in education” (Khamis & Said, 2014, p. 1), it significantly relates to AL (e.g., 
Casidy, 2014; Hennig-Thurau et al., 2001; Lin & Tsai, 2008; Ogunnaike, 2014). The 
framework proposed by Lehtinen and Lehtinen (1991) stands out notably in the service 
marketing approach and should be used to measure the services quality of a university (Pereda, 
Airey, & Bennett, 2007). 
Table 4 shows that studies refer to the so-called “partial model” if they use only one 
specific theoretical approach. Articles which contain different theoretical approaches 
correspond to “integrative models”.  Table 5 demonstrates six boxes with the six approaches 
on the left side and the number of papers that use each approach. On the right side, there are 
boxes with the number of papers based on the integrative approach. The authors identified 
seven theoretical approaches: the six predominant ones and the integrative approach. Table 5 
shows how the research streams are interwoven.  
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Table 5. Papers used different theoretical approaches 
Theoretical 
approach 
Partial models Integrative approach  
Number of articles (integrative models) 
Number of articles 
 
 
 
 
26, 
75, 
76 
28, 40, 
43, 54, 
56, 60, 
66, 79, 
80 
35, 
58 
37, 
71 
44, 
74, 
89 
53, 
65 
61, 
91, 
93 
62 64 73 100 
Microeconomics  4, 7, 9, 11, 12, 19, 23, 29, 32, 
33, 34, 39, 41, 47, 48, 50, 55, 
57, 77, 87 
  ✓ ✓  ✓   ✓   
Charitable giving 
literature  
1, 5, 6, 8, 10, 13, 14, 15, 21, 
22, 25, 63, 83, 85, 86 
 ✓ ✓   ✓   ✓  ✓ 
Management  16, 20, 24, 27, 36, 38, 46, 59, 
70, 72, 82, 99 
   ✓ ✓   ✓ ✓   
Relationships 
Marketing 
18, 30, 31, 51, 68, 69, 78, 92, 
98 
 
✓     ✓ ✓ ✓    
Educational 
science  
2, 101, 102 
 
✓       ✓  ✓ ✓ 
Services 
Marketing  
42, 49, 52, 67, 81, 84, 88, 90, 
94, 95, 96, 97 
✓ ✓   ✓  ✓   ✓ ✓ 
5.3 Aspects of AL  
In order to answer RQ3, the main aspects of AL should first be clearly identified. 
Researchers have conceptualized loyalty in a number of different ways. In general, customer 
loyalty is considered “a multidimensional concept which includes both behavioral and 
attitudinal dimensions” (Nurlida, 2015, p. 1391). Many authors “support the now widespread 
idea that higher education institutions can be considered service organizations” (Hennig-
Thurau et al., 2001, p. 331). Therefore, what is applicable to consumers generally should also 
be applicable to alumni (e.g., Douglas et al., 2008; Lin & Tsai, 2008; Purgailis & Zaksa, 
2012). Consequently, AL could certainly be studied from the perspective of customer loyalty 
and viewed as a composite of both behavioral and attitudinal components (e.g., Helgesen & 
Nesset, 2007b; Hennig-Thurau et al., 2001; Kuo & Ye, 2009; Rojas-Méndez et al., 2009; 
Sung & Yang, 2009).  
Since alumni could provide their alma mater with material and non-material support 
(see Section 3), this paper asserts that the AL construct should also include material and non-
material aspects. Therefore, the following assumption was made: alumni loyalty can be 
viewed as a composite of two main aspects (attitudinal and behavioral) which, in turn, could 
be divided into two additional ones (material and non-material).  
Paralleling the related concept of consumer behavioral loyalty, alumni behavioral 
loyalty should be regarded as their real active contributions to their university. As a result, 
this study claims that alumni behavioral loyalty should be analyzed through material aspects 
such as “alumni giving”, “repurchase behavior”, and “alumni association membership” and 
non-material ones such as “volunteer support” (including “recommendation”).  Attitudinal 
alumni loyalty “is explained as the positive feeling towards the institution” (Nurlida, 2015, p. 
1391) and corresponds to a willingness to act (Hennig-Thurau et al., 2001; Dick & Basu, 
1994). As a consequence, this type of loyalty should be measured through material aspects 
such as “intention alumni giving”; “intention to repurchase behavior”, “intention to acquire 
alumni association membership” and non-material ones, such as “intention to volunteer 
support” (including “intention to recommend”).  
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Based on the combinations of the four determined dimensions of alumni loyalty 
(behavioral/attitudinal and material/non-material), the authors created four quadrants (Fig. 4). 
The first square (I) demonstrates the material attitudinal aspect of AL. The second one (II) 
displays the nonmaterial attitudinal aspect of AL. The third sphere (III) shows the material 
behavioral aspect of AL. The fourth square (IV) refers to nonmaterial behavioral AL. In 
summary, the first and second quadrants (I and II) show measures of the desire or sentiment 
to contribute, which precede and predict desirable alumni supports (attitudinal AL). The third 
and fourth squares (III and IV) demonstrate behavioral manifestations of alumni loyalty (see, 
Tom & Elmer, 1994, p. 58). 
Each publication included in the SLR analysis has been placed in a certain area of Fig. 
4, according to dimensions, used to measure the AL construct in this particular study. For 
example, Fernande and Meraj (2013, number 84 in Fig. 4) focus on the attitudinal dimension 
of AL and measure AL thought elements such as “willingness to recommend the institution to 
friends, neighbours and employees”, which correspond to “intention to recommend”, and the 
“intention to study at a higher level within the same institution”, which implies “intention to 
repurchase behavior”. These researchers used a services marketing approach to identify key 
factors influencing AL. Since the measure “intention to recommend” belongs to “non-
material” aspects of AL (see Section 3), and “intention to repurchase behavior” correlates to 
“material” ones, this publication occupies two quadrants (I and II).  
Non-
material Material
Attitudional aspects
Behavioral aspects
65 ME + CH + RM
48 53 ME + CH + RM
ME + CH + M 64
ME + M 37 71
ME + CH 35 58
RM 69
ES 2 101 102
CH + SM 28 60
100 CH + ES + SM
61 91 93 RM + SM
26 75 76 RM + ES + SM
44 74 89 M + SM
40 43 54 56 66 79 80 CH + SM
73 SM+ES
62 M + RM + ES
ME
SM
CH
ES
M
RM
RM 68 78 92 98
SM 42 49 52 67 81 84 88 90 94 95 96 97
RM 18 30 31 51
M {
16 24 27 36 38
46 59 70 72 99
CH {
1 6 10 13 14 15
21 22 25 63 83 85 86
ME {
4 7 9 11 12 19 23 29 32
33 34 39 41 47 50 55 57 77 87
II I
IV III
CH 8
M 5 20 82
Partial models
Integrative models
Figure 4. Overall picture of AL construct5 
The results demonstrate that the publications from the microeconomics, charitable 
giving literature, and educational science approaches focus mainly on material aspects of AL. 
 
5 Theoretical approach: ME – Microeconomics; CH – Charitable giving literature; M – Management; RM – 
Relationship Marketing; ES – Educational science; SM – Services Marketing 
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However, the publication from the educational science approach comparatively concentrates 
more on the attitudinal aspects of AL than on the behavioral ones. For the research, which was 
developed based on relationship marketing, services marketing, and the integrative approach, 
both nonmaterial and material aspects are important. The educational science publication refers 
to the material and attitudinal approaches. Services marketing research focuses mostly on the 
attitudinal component. The management studies’ approach could not be specified; they could 
relate to material and nonmaterial aspects that could reflect the peculiarity of DCB behavior 
(Heckman & Guskey, 1998). The most cited articles are highlighted in bold and printed in 
larger font italics. Since it was not apparent in some publications how to specify the aspects of 
alumni loyalty, papers 3 (Lehtinen & Lehtinen, 1991), 17  (Licata & Frankwick, 1996) and 45 
(Pereda et al., 2007) were not shown in the Fig. 4. 
The authors performed a descriptive analysis which clearly delimits subject areas 
within AL research, shows cross-disciplinary perspectives in which AL was analyzed, and 
demonstrates theoretical debates surrounding this field of study. Having summarized the 
existing evidence concerning the target research topic, the SLR analysis establishes a 
platform on which to build a more comprehensive definition of AL. The next section 
describes the development of this definition on a large scale. 
6. Definition of alumni loyalty 
The previously derived Fig. 4 clearly shows relevant articles dealing with different 
theoretical approaches and aspects of AL. However, Fig.4 did not give the overview of 
metrics used to calculate the AL construct. Thus, looking at Fig.4, it is not possible to identify 
the specific type of measures of material and non-material aspects of AL applied by 
researchers to define the AL construct.  For example, although the study of Purgalis and 
Zaksa (2012, number 79 in Fig. 4) and the research of Hennig-Thurau, Langer and Hansen 
(2001, number 26 in Fig. 4) are located in the same squares in Fig. 4 (I and II), the 
measurement of material aspects is different: Purgalis and Zaksa (2012) apply “intention to 
repurchase behavior”, Hennig-Thurau, Langer and Hansen (2001) use “intention to 
repurchase behavior” and “intention to acquire alumni association membership”.  To 
overcome this limitation, the authors created Figures 5 and 6. 
Figures 5 and 6 demonstrate that despite a large number of studies dealing with AL, 
there is no generally accepted measurement of alumni loyalty. The researchers from different 
theoretical approaches not only define, but also conceptualize and operationalize AL 
differently, by using only some forms of alumni support (see Section 5: Table 3, 4, 5; Fig. 4). 
Some studies (mostly based on microeconomics and charitable giving theoretical approaches) 
include only one measure of AL – “alumni giving”. Although, managers gave priority to 
alumni giving as well, some supporters of the management approach consider another 
measurement item – “volunteering support”. Followers of educational science concentrate 
only on the “intention to repurchase behavior” item. The supporters of relationship 
marketing measure the AL differently. Some of them perceived only the attitudinal aspect of 
AL and asserted that AL includes “intention to alumni recommendation” and “intention to 
repurchase behavior” (three studies). Only one study considered “intention to alumni giving” 
items, as well. Some researchers from relationship marketing considered only behavioral 
aspects of AL and claimed that AL is defined by either “repurchase behavior” or “alumni 
giving”. The followers of the services marketing approach measure AL using “intention to 
alumni recommendation” and “intention to repurchase behavior”. An overwhelming 
majority of researchers used the integrative approach to determine the attitudinal aspect of 
AL, and perceived “intention to alumni recommendation” and “intention to repurchase 
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behavior” (15 studies) as the main measures of AL. The scholars who determine the 
behavioral aspect of AL based on the integrative approach concentrate mostly on “alumni 
giving”. Article number 8 (Tom and Elmer, 1994) is the only article which contains both 
attitudinal and behavioral aspects of alumni loyalty. Therefore, this publication was counted 
in Figures 5 and 6.  
The diverse understanding of AL and, as a result, conceptual differences in alumni 
loyalty measures, make it almost impossible to compare the different research and to reveal 
the most relevant conceptual model of AL (Iskhakova et al., 2016). To extend previous 
efforts, the authors present a more comprehensive definition of AL which includes the four 
main aspects of alumni loyalty, and thereby discusses the most important types of alumni 
support. 
 “Whilst researchers agree that the loyalty construct is important to understand and 
measure, due to the consequences detailed above, there is a debate regarding the dimensionality 
of the loyalty construct” (Fernandes, Ross, & Meraj, 2013, p. 618). Loyalty was originally 
conceptualized as a one-dimensional construct with many facets, such as benefits, satisfaction, 
trust, perceived quality, commitment, integration, and others (Baade & Sundberg, 1996; 
Clotfelter, 2003; Fernandes et al., 2013; Pettit, 1999; Willemain, Goyal, Van Deven, & 
Thukral, 1994). However, after summarizing various studies, it can be concluded that AL 
expressions have two dimensions: behavioral and attitudinal loyalty (e.g. Arif & Ilyas, 2011; 
Casidy, 2014; Hennig-Thurau et al., 2001; Purgailis & Zaksa, 2012). Thus, according to Helen 
and Ho (2011), the behavioral dimension “may not give a comprehensive picture of loyalty” 
(p.3) and, therefore, “should be supplemented with the attitudinal one to reflect relative 
attitudes towards the product or services.”   
Since the attitudinal loyalty dimension is a measure of the desire or intention of 
alumni to provide supportive behavior to a university, it could be used by researchers as a 
main predictor of alumni contributions (e.g., Hennig-Thurau et al., 2001; Purgailis & Zaksa, 
2012; Sung & Yang, 2009; Temizer & Turkyilmaz, 2012). The behavioral loyalty dimension 
relates to actual behavior and therefore could be used by researchers to see concrete alumni 
contributor behavior (e.g., Heckman & Guskey, 1998; Okunade, 1996; Peltier et al., 2000).  
To the best of the authors’ knowledge, there is only one paper (Tom & Elmer, 1994), which 
analyzes behavioral and attitudinal aspects in the same study. However, this study focuses 
only on the material aspect of AL: alumni giving.  
Taking into consideration the above evidence, the authors support the statement of 
Fernandes et al. (2013), that alumni could “be loyal in different ways” (p. 619) and suggest 
using the construct “intention to alumni loyalty” for the attitudinal loyalty dimension and 
“action alumni loyalty” for the behavioral dimension. Therefore, this paper asserts that the 
AL should be considered as a combination of “intention to alumni loyalty” and “action 
alumni loyalty.” The four characteristics of the “intention to alumni loyalty” as defined by 
authors include (1) alumni intention to give; (2) intention to repurchase; (3) intention to 
acquire alumni association membership, and (4) intention to provide volunteer support 
(including alumni recommendations). “Action loyalty” can be measured by (1) alumni 
giving; (2) repurchase behavior; (3) alumni association membership, and (4) alumni volunteer 
support (including alumni recommendations). According to Tinto (1975), the repurchase 
behavior of students may be displayed by their willingness to keep in touch with the 
university and to obtain university news. Therefore, the intention to AL “expresses a desire 
to implement financial and volunteer assistance to the alma mater, desire to keep in touch 
with the university, interest in obtaining university news, and a willingness to be a member of 
Alumni Association (Iskhakova et al., 2016, p. 138).” 
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Figure 5. AL measurement (attitudinal aspect)6 
20
14
9
3
11
3
4
CH RM InApME M
M+nMM M M
M M
nM
1
2
M+nM
A
G
A
G
A
G
A
G
A
G
A
G
 +
 V
S
A
G
 +
 V
S
R
B
V
S
A
A
m
N
u
m
b
er
 o
f 
st
u
d
ie
s
Theoretical approaches  
Figure 6. AL measurement (behavioral aspect)7 
In summary, after performing a systematic analysis, the authors deduce the following, 
more robust definition of alumni loyalty: 
Alumni loyalty is the faithfulness or devotion of alumni, based on two interrelated 
components: attitudinal (intention to alumni loyalty) and behavioral (action loyalty). The 
intention to alumni loyalty is expressed non-materially as volunteer assistance to the alma 
mater, and materially as a desire to implement financial support, a desire to keep in touch 
with the university, interest in obtaining university news, and a willingness to be a member of 
the alumni association. Action loyalty includes non-material aspects such as volunteer 
assistance to the alma mater and material aspects such as providing financial support, 
keeping in touch with the university, obtaining university news, and being a member of the 
alumni association.  
 
 
 
 
6 M – material support; nM – nonmaterial support; IAG- intention to alumni giving; IRB – intention to 
repurchase behavior; IAAM – intention to alumni association membership; IAr- intention to alumni 
recommendation; IVS – intention to different volunteering support (including alumni recommendation). n/a – 
demonstrates that for these articles the aspects of alumni loyalty could not be specified. 
7 M – material support; nM – nonmaterial support; AG- alumni giving; RB – repurchase behavior; AAM – 
alumni association membership. VS – Volunteering support (including alumni recommendation). 
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7. Discussion 
The paper demonstrates that AL can be represented as a very complex construct and 
has respectively been studied by researchers from various theoretical approaches and 
perspectives. Although scholars have been intensively analyzing this construct since 1955, 
studies on AL contain contradictory findings.  To the best of the author’s knowledge, this 
study is the first SLR undertaken in the field of alumni loyalty and therefore addresses a gap 
in the existing research.  
To answer the first research question, the authors conducted a bibliographic analysis. 
The results show that over the past two decades, AL has remained one of the major goals of 
US educational institutions. After 2000, interest in this topic spread to other countries. The 
growing body of research suggests that AL became a key research field for resolving many 
critical problems faced by university administrations around the world, such as retaining 
students, maintaining long-term relationships with alumni, enhancing competitiveness, and 
increasing financing benefits. There is no journal solely focused on AL issues. The following 
journals contain the most published articles (8 papers per journal) in this research field: 
Economics of Education Review and International Journal of Educational Advancement.  The 
highest ISI-impact recorded is by one publication from the Review of Educational Research. 
The fact that the articles with the most citations belong to different research streams 
could indicate that the scholars intend to select a specific theoretical approach(es) to analyze 
alumni loyalty. This could explain why researchers measure and determine AL constructs 
differently. Thus, a close look at the most cited publications reveals that in educational 
science, the most cited paper is Tinto (1975); in management, Mael and Ashforth (1992); in 
relationship marketing, Hennig-Thurau and Klee (1997); and in service marketing, Lehtinen 
and Lehtinen (1991). The main article using the integrative approach is Hennig-Thurau et al. 
(2001). These findings demonstrate that there are main research streams in the field of alumni 
loyalty which need to be investigated in more detail in order to develop the body of literature 
in this area.  
The second research question describes the main theoretical approaches used by 
researchers to explain and understand alumni loyalty. The findings indicate that AL research 
is embedded in many traditional areas of scholarship, including microeconomics, charitable 
giving, management, relationship marketing, educational science, and services marketing. 
Moreover, some papers use an integrative approach that combines some of the above 
disciplines. The findings reveal that individually, each theory provides valuable insight into 
the nature of the investigated construct, but together, the combined theories create a deeper 
and more nuanced understanding of AL behavior. 
To answer the third research question, the main aspects of AL were summarized. The 
authors presented a graphic which illustrates the overall picture of AL research (see Figure 
4), and thereby claimed the hypothesis that “AL consists of two main aspects (attitudinal and 
behavior) which, in its turn, are divided into two additional ones (material and non-
material)”. 
The findings revealed that researchers who support different theoretical approaches 
define the concept of AL in a number of ways. The supporters of microeconomics and 
charitable giving literature concentrate to a greater extent on the behavioral component of 
alumni loyalty. They assert that alumni are loyal if they contribute financially to their alma 
maters (so-called “alumni giving”) (e.g. Belfield & Beney, 2000; Clotfelter, 2003; Wastyn, 
2009). To examine alumni loyalty, managers embrace the discretionary collaborative 
behavior, meaning that alumni can provide relative value contributions “that are not explicitly 
required or sometimes even recognized by the formal reward system” (Heckman & Guskey, 
1998, p. 98). To investigate alumni loyalty, the supporters of relationship marketing focus 
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mainly on customer retention (Hennig-Thurau & Klee, 1997) while followers of the 
“educational science approach” concentrate on student dropout behavior. To provide more 
comprehensive analyses of alumni loyalty, scholars apply integrative approaches and suggest 
their own models. However, some of them focus only on attitudinal aspects of loyalty (e.g. 
Hennig-Thurau et al., 2001; Sung & Yang, 2009), while others focus on loyalty’s behavioral 
aspects (e.g. Weerts & Ronca, 2008). 
 Since “there is no unanimous definition of alumni loyalty” (Purgailis & Zaksa, 2012), 
the authors explored the fourth research question. This paper claims that the reason for the 
lack of a detailed definition could be that researchers from different disciplines focus on the 
various aspects of alumni loyalty. Section 6 attempts to answer this research question by 
drawing a more comprehensive definition of AL based on the findings from the SLR 
analysis. The paper reveals that the term “alumni loyalty” has two main senses and meanings, 
which have to be separately examined in order to understand the level of alumni loyalty 
towards their university. 
8. Future research 
This study yields several important implications for future research. First, the 
researchers argue that in order to comprehensively analyze AL and generalize the findings, 
future research should include a longitudinal study by investigating the construct “intention to 
alumni loyalty” among students, and then the construct “action alumni loyalty” when these 
students become alumni. The paper demonstrates the importance of researchers’ 
considerations of the theoretical context in order to sharpen and test their understanding of 
what AL is and what kind of factor motivates alumni to become loyal and contribute to their 
alma mater. Effective AL strategy should be securely grounded in a clear theoretical 
foundation. This paper could help by providing a solid theoretical background. Since this 
research does not test or integrate the effectiveness of different factors, it would be 
reasonable to investigate this issue in future studies by running a quantitative meta-analysis. 
Figure 4 shows spots where more research is needed. For example, despite the fact that paper 
5 (Mael & Ashforth, 1992) was cited heavily; it rests almost solitarily in square IV, since it 
focuses mostly on the behavioral, nonmaterial aspect of alumni loyalty. A suggestion for 
future research could be to explore nonmaterial behavioral loyalty in greater depth.  
Results indicate that many studies examining alumni loyalty have been published in 
recent years, but only two describe alumni loyalty as it pertains to membership in a 
university’s alumni association; more research is needed in this area. The authors encourage 
other researchers to examine such alumni behavior and report their findings so that further 
advances can be made in the area of alumni loyalty. Additionally, “such research can 
maximize the use of scarce resources toward the most effective recruitment of prospective 
alumni members” (Newman & Petrosko, 2011, p. 739). 
Limitations 
This study suffers from a few limitations. As is usual for a systematic review, the 
search strings were restricted (Fink, 2010). First, only articles in English were selected. 
According to Moher et al. (2000), this is a way to avoid a language bias. However, a 
literature search in other languages might have resulted in another distribution of the authors’ 
geographical origin and perhaps in a different distribution across the four scales. To avoid a 
particular direction, for example, in management literature, the relevant articles were 
                                                                                                                                                                         
26 
 
searched in several internationally recognized databases. Second, due to physical limitations, 
only articles published through July 2015 were included into the SLR.  
The two main limitations discussed above could imply that this research may have 
missed some relevant studies published afterward. Later studies might already address similar 
issues in these areas and therefore may add to this discussion. However, since the main 
objectives of this study were to conduct a SLR and derive a more comprehensive definition 
of alumni loyalty, the authors believe the goals were achieved.  
Conclusions 
This article shows that AL is a topic of increasing importance applied in different 
countries all over the world. The clustering of the 102 publications into seven theoretical 
approaches and after that into four scales (attitudinal, behavioral, material, and non-material) 
illustrates how researchers from different disciplines perceive the term “alumni loyalty.” This 
study shows that, having focused on attitudinal or behavioral aspects of alumni loyalty, some 
authors have a purely material understanding and operate with terms such as “alumni giving” 
and “repurchase behavior”; others have a nonmaterial perspective. In summary, scholars not 
only from different theoretical approaches, but also within one research field (as an example, 
the supporters of relationship marketing), have different understandings of what AL is. To 
include all views, AL should be considered as a valuation in both material and nonmaterial 
alumni support attributed to attitudinal and behavioral aspects. Researchers should take this 
into consideration while drawing their econometrical models in order to identify factors 
influencing alumni loyalty. 
The definition proposed in this paper could be used by academics to develop more 
precise and reliable measures of the AL construct and to operationalize more accurate 
research questions, by legislators to delimit obligatory and voluntary accounting, and by 
managers to establish alumni loyalty in universities. However, the main contribution of this 
paper is a systematic review, whereby the authors provided an exhaustive summary of the 
current, relevant literature in the field of alumni loyalty, cited limitations and general 
statements of current knowledge, provided practical implications, and suggested directions 
for future research. Consequently, the results of this study could be beneficial to researchers, 
educators and managers. Researchers could use the provided reference tool and obtained 
findings to identify colleagues with similar research interests, select studies that are relevant 
to their research, recognize directions for future investigation into the subject, develop a 
deeper and more detailed understanding of the alumni loyalty construct, and create a body of 
research-based knowledge about a variety of important issues related to this research topic. 
Educators could integrate the pertinent information into their teaching materials for courses 
of non-profit marketing and management. Managers could gain insights and adopt the 
derived ideas of alumni loyalty that could assist them in better analyzing non-profit 
organizations and the factors contributing to the alumni loyalty. In conclusion, we could say 
that the findings of this study suggest the need for a more comprehensive, involved, and 
proactive strategy to developing, managing, and maintaining alumni–university relationships. 
Acknowledgements 
The authors would like to acknowledge the valuable comments provided by the 
anonymous reviewer on an earlier version of this manuscript.  
 
                                                                                                                                                                         
27 
 
References 
Abubakar, M. M., & Mokhtar, S. S. M. (2015). Relationship Marketing, Long Term 
Orientation and Customer Loyalty in Higher Education.  Mediterranean Journal of 
Social Sciences, 6(4), 466-474.  
Alves, H., & Raposo, M. (2007).  Conceptual model of student satisfaction in higher 
education. Total Quality Management, 18(5), 571–588. 
Alves, H. & Raposo, M. (2010). The influence of university image on student behaviour.  
International Journal of Educational Management, 24 (1), 73–85.   
Arif, S., & Ilyas, M. (2011). Leadership, empowerment and customer satisfaction in teaching 
institutions: Case study of a Pakistani University. The TQM Journal, 23(4), 388–402.  
Arif, S., Ilyas, M., & Hameed, A. (2013). Student satisfaction and impact of leadership in 
private universities.  The TQM Journal, 25(4), 399–416.  
Baade, R. A., & Sundberg, J. O. (1996a). Fourth Down and Gold to Go? Assessing the Link 
between Athletics and Alumni Giving.  Social Science Quarterly, 77(4), 789–803. 
Baade, R. A., & Sundberg, J. O. (1996b). What Determines Alumni Generosity?  Economics 
of Education Review, 15(1), 75–81. 
Bass, J., Gordon, B. S., & Kim, Y. K. (2013). University Identification: A Conceptual 
Framework.   Journal of Contemporary Athletics, 7(1), 1-13. Retrieved from 
http://papers.ssrn.com/sol3/papers.cfm?abstract_id=2197484 
Bass, J. R., Gordon, B. S., & Achen, R. M. (2015). Motivations for Athletic Giving: 
Examining Non-Renewed Donors.   Applied Research in Coaching and Athletics, 
30(2), 166–186. 
Belfield, C. R., & Beney, A. P. (2000). What Determines Alumni Generosity? Evidence for 
the UK.   Education Economics, 8(1), 65–80. 
Blut, M., Evanschitzky, H., Vogel, V., & Ahlert, D. (2007). Switching barriers in the four-
stage loyalty model.  Advances in Consumer Research, 34, 726-734. 
Bowden, J. L.-H. (2011). Engaging the Student as a Customer: A Relationship Marketing 
Approach. Marketing Education Review, 21(3), 211–228.  
Brady, M. K., Noble, C. H., Utter, D. J., & Smith, G. E. (2002). How to give and receive: An 
exploratory study of charitable hybrids. Psychology and Marketing, 19(11), 919–944.  
Brown, R. M., & Mazzarol, T. (2006). Factors Driving Student Satisfaction and Loyalty in 
Australian Universities: The Importance of Institutional Image. in 20th Annual 
Australia and New Zealand Academy of Management (ANZAM) Conference Paper, 
1–12. Retrieved from http://www.anzam.org/wp-content/uploads/pdf-
manager/2069_BROWN_MAZZARO.PDF 
Brown, R. M., & Mazzarol, T. W. (2009). The importance of institutional image to student 
satisfaction and loyalty within higher education.  Higher Education, 58(1), 81–95.  
Bruggink, T. H., & Siddiqui, K. (1995). An econometric model of alumni giving: a case study 
for a liberal arts college. The American Economist, 39(2), 53–60. 
Casidy, R. (2014). The role of perceived market orientation in the higher education sector. 
Australasian Marketing Journal (AMJ), 22(2), 155–163.  
Clotfelter, C. T. (2001). Who are the alumni donors? Giving by two generations of alumni 
from selective colleges. Nonprofit Management and Leadership, 12(2), 119–138. 
Clotfelter, C. T. (2003). Alumni giving to elite private colleges and universities. Economics 
of Education Review, 22 (2), 109–120. 
Crewell, J. M. (1997). Research Design, Quantitative and Qualitative Approaches. Thousand 
Oaks, CA: SAGE Publications, Inc. 
Cunningham, B. M., & Cochi-Ficano, C. K. (2002). The determinants of donative revenue 
flows from alumni of higher education: An empirical inquiry. Journal of Human 
                                                                                                                                                                         
28 
 
Resources, 540–569. 
Dehghan, A., Dugger, J., Dobrzykowski, D., & Balazs, A. (2014). The antecedents of student loyalty 
in online programs. International Journal of Educational Management, 28(1), 15–35.  
de Macedo Bergamo, F. V., Giuliani, A. C., de Camargo, S. H. C. R., Zambaldi, F., & 
Ponchio, M. C. (2012). Student loyalty based on relationship quality: an analysis on 
higher education institutions. Brazilian Business Review (English Edition), 9(2), 26 – 
46. Retrieved from 
http://search.ebscohost.com/login.aspx?direct=trueandprofile=ehost&scope=site&aut
htype=crawler&jrnl=18082386&AN=86700977&h=G98zgelInaRIDjBvHAyccWBL
Nmi0%2BRSdhNbeGTkmygd1YqJAELkMg%2F%2BF9Dn5WM0tU4Yazoi8NsnLS
u%2Fluf6T8Q%3D%3D&crl=c 
Data Definition (2016).  Retrieved from 
http://planning.ucsc.edu/irps/Indicators/2009CWReport/Methods-DataDefinitions.pdf 
Di Pietro, L., Guglielmetti Mugion, R., Musella, F., Renzi, M. F., & Vicard, P. (2015). 
Reconciling internal and external performance in a holistic approach: A Bayesian 
network model in higher education. Expert Systems with Applications, 42(5), 2691–2702.  
Dick, A. S., & Basu, K. (1994). Customer Loyalty: Toward an Integrated Conceptual 
Framework. Journal of the Academy of Marketing Science, 22(2), 99-113. 
Douglas, J., McClelland, R., & Davies, J. (2008). The development of a conceptual model of 
student satisfaction with their experience in higher education. Quality Assurance in 
Education, 16(1), 19–35.  
Drapinska, A. (2012). A concept of student relationship management in higher education. 
Marketing of Scientific and Research Organizations, 6(227), 35–49. 
Durango-Cohen, P. L., Durango-Cohen, E. J., & Torres, R. L. (2013). A Bernoulli–Gaussian 
mixture model of donation likelihood and monetary value: An application to alumni 
segmentation in a university setting. Computers and Industrial Engineering, 66(4), 
1085–1095.  
Eurico, S. T., da Silva, J. A. M., & do Valle, P. O. (2015). A model of graduates׳ satisfaction 
and loyalty in tourism higher education: The role of employability. Journal of 
Hospitality, Leisure, Sport and Tourism Education, 16, 30–42.  
Fernandes, C., Ross, K., & Meraj, M. (2013). Understanding student satisfaction and loyalty 
in the UAE HE sector. International Journal of Educational Management, 27(6), 
613–630.  
Fink, A. (2010). Conducting Research Literature Reviews. From the Internet to Paper (3rd 
ed.), SAGE Publications, Inc., Thousand Oaks, CA. 
Fontaine, M. (2014). Student Relationship Management in Higher Education: Addressing the 
Expectations of an Ever Evolving Demographic and Its Impact on Retention. Journal 
of Education and Human Development, 3(2), 105–119. 
Gao, F., Ng, G.-Y., Cheung, Y.-B., Thumboo, J., Pang, G., Koo, W.H., Sethi, V.K., et al. 
(2009). The Singaporean English and Chinese versions of the EQ-5D achieved 
measurement equivalence in cancer patients. Journal of Clinical Epidemiology, 62(2), 
206–213.  
Garfield E. (1955). Citation Indexes for Science: A New Dimension in Documentation 
through Association of Ideas. Science, 122(3159):108-111. 
Giner, G. R., & Peralt Rillo, A. 2015. Structural equation modeling of co-creation and its 
influence on the student’s satisfaction and loyalty towards university. Journal of 
Computational and Applied Mathematics, 291, 257–263.  
Glover, R. H., & Krotseng, M. V. (1992). Design and implementation of a decision support 
system for institutional advancement. Journal of Computing in Higher Education, 
3(2), 99–120. 
                                                                                                                                                                         
29 
 
Goolamally, N., & Latif, L. A. (2014). Determinants of student loyalty in an open distance 
learning institution. in Seminar Kebangsaan Pembelajaran Sepanjang Hayat, 390-
400. Retrieved from 
http://ici12.oum.edu.my/onapp/download/proceedingpapers/06/08%20AP%20DR%2
0NORLIA%20-%20DETERMINANTS%20OF%20STUDENT.pdf 
Gottfried, M. A. (2008). College Crowd-in: How Private Donations Positively Affect Alumni 
Giving.  International Journal of Educational Advancement, 8(2), 51–70. 
http://doi.org/10.1057/ijea.2008.8 
Gremler, D. D., & Brown, S. W. (1996). Service loyalty: its nature, importance, and 
implications. Advancing Service Quality: A Global Perspective, 171–180. 
Grimes, P. W., & Chressanthis, G. A. (1994). Alumni Contributions to Academics: The Role 
of Intercollegiate Sports and NCAA Sanctions. The American Journal of Economics 
and Sociology, 53(1), 27–40. 
Groeppel-Klein, A., Germelmann, C. C., & Glaum, M. (2010). Intercultural interaction needs 
more than mere exposure: Searching for drivers of student interaction at border 
universities. International Journal of Intercultural Relations, 34 (3), 253–267.  
Guo, S., Teng, F., Guo, J., & Sun, Y. (2014). The construction of college student’s 
satisfaction model based on structural equation model. Journal of Chemical and 
Pharmaceutical Research, 6(6), 164-169. 
Harrison, W. B. (1995). College relations and fund-raising expenditures: Influencing the 
probability of alumni giving to higher education. Economics of Education Review, 14 
(1), 73–84. 
Harrison, W. B., Mitchell, S. K., & Peterson, S. P. (1995). Alumni Donations and Colleges’ 
Development Expenditures: Does Spending Matter?  American Journal of Economics 
and Sociology, 54(4), 397–412. 
Harzing, A.-W., & Van der Wal, R. (2007). Google Scholar: the democratization of citation 
analysis. Ethics in Science and Environmental Politics, 8(1), 61–73. 
Heckman, R., & Guskey, A. (1998). The Relationship Between Alumni and University: 
Toward a Theory of Discretionary Collaborative. Journal of Marketing Theory and 
Practice, 6 (2), 97–112. 
Helen, W., & Ho, W. (2011). Building Relationship between Education Institutions and 
Students: Student Loyalty in Self-Financed Tertiary Education. IBIMA Business 
Review Journal, 2011, 1–22.  
Helgesen, Ø., & Nesset, E. (2007a). Images, Satisfaction and Antecedents: Drivers of Student 
Loyalty? A Case Study of a Norwegian University College. Corporate Reputation 
Review, 10 (1), 38–59.  
Helgesen, Ø., & Nesset, E. (2007b). What accounts for students’ loyalty? Some field study 
evidence. International Journal of Educational Management, 21 (2), 126–143.  
Hennig-Thurau, T., & Klee, A. (1997). The Impact of Customer Satisfaction and Relationship 
Quality on Customer Retention: A Critical Reassessment and Model Development. 
Psychology and Marketing, 14(8), 737–764. 
Hennig-Thurau, T., Langer, M. F., & Hansen, U. (2001). Modelling and Managing Student 
Loyalty. Journal of Service Research, 3(4), 331–344. 
Holmes, J. (2009). Prestige, charitable deductions and other determinants of alumni giving: 
Evidence from a highly selective liberal arts college. Economics of Education Review, 
28(1), 18–28.  
Hoyt, J. E. (2004). Understanding Alumni Giving: Theory and Predictors of Donor Status. In 
44th Annual Forum of the Association for Institutional Research (AIR), 1-34, Boston, 
MA. Retrieved from http://eric.ed.gov/?id=ED490996 
Iskhakova L., Hilbert A., & Hoffmann S. (2016). An integrative model of alumni loyalty – an 
                                                                                                                                                                         
30 
 
emperical validation among graduates from German and Russian universities. Journal 
of Nonprofit & Public Sector Marketing, 28(2), 129-163.  
Jardine, D. D. (2003). Using GIS in alumni giving and institutional advancement. New 
Directions for Institutional Research, 2003 (120), 77–89. 
Khamis, A. & Said, N. B. M. (2014). Measuring Student Loyalty towards Residential College 
using Structural Equation Model. International Journal of Science and Technology, 
4(12), 1-10. Retrieved from 
http://ejournalofsciences.org/archive/vol4no12/vol4no12_1.pdf 
Kilburn, A. Kilburn, B., & Cates, T. 2014. Drivers of Student Retention: System Availability, 
Privacy, Value and Loyalty in Online Higher Education. Academy of Educational 
Leadership Journal, 18(4), 1-14. 
Kitchenham, B., Brereton, O. P., Budgen, D., Turner, M., Bailey, J., & Linkman, S. (2009). 
Systematic literature reviews in software engineering–a systematic literature review. 
Information and software technology, 51(1), 7-15. 
Kotler, P., & Keller, K. L. (2012). Marketing management (14th [ed.]), Prentice Hall, Upper 
Saddle River, NJ. 
Kuo, Y.-K., & Ye, K.-D. (2009). The causal relationship between service quality, corporate 
image and adults’ learning satisfaction and loyalty: A study of professional training 
programmes in a Taiwanese vocational institute. Total Quality Management, 20(7), 
749–762.  
Lam, S.Y., Shankar, V., Eramilli, M.K., & Murthy, B. (2004). Customer value, satisfaction, 
loyalty and switching costs: An illustration from a business to business service 
context. Journal of Academy of Marketing Science, 32(2), 293-311.  
Latif, L. A., & Bahroom, R. (2014). Relationship-based student loyalty model in an open 
distance learning institution. in Widyatama International Seminar (WIS), Bali, 
Indonesia. Retrieved from http://library.oum.edu.my/repository/970/ 
Le Blanc, L. A., & Rucks, C. T. (2009). Data mining of university philanthropic giving: 
Cluster-discriminant analysis and Pareto effects. International Journal of Educational 
Advancement, 9(2), 64–82.  
Lehtinen, U., & Lehtinen, J. R. (1991). Two Approaches to Service Quality Dimensions”. 
The Service Industries Journal, 11(3), 287–303.  
Levine, W. (2008). Communications and alumni relations: What is the correlation between an 
institution’s communications vehicles and alumni annual giving? International 
Journal of Educational Advancement, 8(3/4), 176–197.  
Licata, J., & Frankwick, G. L. (1996). University Marketing: A Professional Service 
Organization Perspective. Journal of Marketing for Higher Education, 7(2), 1–16.  
Lin, C., & Tsai, Y. H. (2008). Modeling Educational Quality and Student Loyalty: A 
Quantitative Approach Based on the Theory of Information Cascades. Quality and 
Quantity, 42(3), 397–415.  
Littell, J. H., Corcoran, J., & Pillai, V. (2008). Systematic Reviews and Meta-Analysis. 
Oxford University Press, New York, NY.  Retrieved from 
about:reader?url=http%3A%2F%2Fwww.oxfordscholarship.com%2Fview%2F10.109
3%2Facprof%3Aoso%2F9780195326543.001.0001%2Facprof-9780195326543 
Mael, F., & Ashforth, B. E. (1992). Alumni and their alma mater: A partial test of the 
reformulated model of organizational identification. Journal of Organizational 
Behavior, 13(2), 103–123. 
Mann, T. (2007). College Fund Raising Using Theoretical Perspectives to Understand Donor 
Motives. International Journal of Educational Advancement, 7(1), 35–45.  
Mansori, S., Vaz, A., & Ismail, Z. M. M. (2014). Service Quality, Satisfaction and Student 
Loyalty in Malaysian Private Education.  Asian Social Science, 10(7), 57-66,  
                                                                                                                                                                         
31 
 
Marr, K. A., Mullin, C. H., & Siegfried, J. J. (2005). Undergraduate financial aid and 
subsequent alumni giving behaviour. The Quarterly Review of Economics and 
Finance, 45(1), 123–143.  
McDearmon, J. T., & Shirley, M. A. (2009). Characteristics and institutional factors related 
to young alumni donors and non-donors. International Journal of Educational 
Advancement, 9(2), 83–95.  
Meer, J. (2013). The habit of giving. Economic Inquiry, 51(4), 2002–2017.  
Meer, J., & Rosen, H. S. (2009). The impact of athletic performance on alumni giving: An 
analysis of microdata. Economics of Education Review, 28(3), 287–294.  
Meer, J., & Rosen, H. S. (2012). Does generosity beget generosity? Alumni giving and 
undergraduate financial aid. Economics of Education Review, 31(6), 890–907,  
Meer, J., & Rosen, H. S. (2013). Donative behaviour at the end of life. Journal of Economic 
Behavior and Organization, 92, 192–201.  
Monks, J. 2003. Patterns of giving to one’s alma mater among young graduates from 
selective institutions. Economics of Education Review, 22(2), 121–130.  
Moore, D., & Bowden-Everson, J. L.-H. (2012). An Appealing Connection–The Role of 
Relationship Marketing in the Attraction and Retention of Students in an Australian 
Tertiary Context. Asian Social Science, 8(14), 65-80.  
Mora, J.-G.,  & Vidal, J. (2005). The emerging uses of alumni research in Spain. New 
Directions for Institutional Research, 2005(126), 73–82. 
Moher, D., Klassen, T.P., Schulz, K.F., Berlin, J.A., Jadad, A.R., & Liberati, A. (2000). What 
contributions do languages other than English make on the results of meta-analyses? 
Journal of clinical epidemiology, 53(9), 964-972. 
Nesset, E., & Helgesen, Ø. (2009). Modelling and Managing Student Loyalty: A Study of a 
Norwegian University College. Scandinavian Journal of Educational Research, 
53(4), 327-345. 
Newman, M. D. (2011). Does membership matter? Examining the relationship between 
alumni association membership and alumni giving. International Journal of 
Educational Advancement, 10(4), 163–179.  
Newman, M. D., & Petrosko, J. M. (2011). Predictors of Alumni Association Membership. 
Research in Higher Education, 52(7), 738–759.  
Nguyen, N., & Leblanc, G. (2001). Corporate image and corporate reputation in customers’ 
retention decisions in services. Journal of Retailing and Consumer Services, 8(4), 
227–236. 
Nurlida, I. (2015). Is giving scholarship worth the effort? Loyalty among scholarship 
recipients. Educational Research and Reviews, 10(10), 1390–1395. 
Ogunnaike, O. O. (2014). Empirical Analysis of Marketing Mix Strategy and Student Loyalty 
in Education Marketing. Mediterranean Journal of Social Sciences, 5(23), 616-625.  
Okunade, A. (1996). Graduate School Alumni Donations to Academic Funds. American 
Journal of Economics and Sociology, 55(2), 213–229. 
Okunade, A. A., & Berl, R. L. (1997). Determinants of charitable giving of business school 
alumni. Research in Higher Education, 38(2), 201–214. 
Okunade, A. A., & Wunnava, P. V. (2011). Alumni giving of business executives to the alma 
mater: Panel data evidence at a large metropolitan research university”. Presented at 
the The Open Access Publication Server of the ZBW – Leibniz Information Centre 
for Economics, Discussion paper series // Forschungsinstitut zur Zukunft der Arbeit,  
5428, 1-18. Retrieved from 
http://papers.ssrn.com/sol3/papers.cfm?abstract_id=1741616 
Okunade, A., Wunnava, P. V., & Walsh, R. (1994). Charitable Giving of Alumni: Micro-data 
Evidence From A Large Public University. American Journal of Economics and 
                                                                                                                                                                         
32 
 
Sociology, 53(1), 73–84. 
Oliver R.L. (1997). Satisfaction: A Behavioral Perspective on the Consumer. McGraw-Hill, 
New York, NY. 
Oliver, R. L. (1999). Whence consumer loyalty? The Journal of Marketing, 33–44. 
Pearson, J. (1999). Comprehensive Research on Alumni Relationships: Four Years of Market 
Research at Stanford University. New Directions for Institutional Research, 
1999(101), 5–21. 
Peltier, J. W., Schibrowsky, J. A., & Schultz, D. E. (2002). Leveraging Customer Information 
to Develop Sequential Communication Strategies A Case Study of Charitable-Giving 
Behavior. Journal of Advertising Research, 42(4), 23–41. 
Pereda, M., Airey, D., & Bennett, M. (2007). Service Quality in Higher Education: The 
Experience of Overseas Students. Journal of Hospitality Leisure Sport and Tourism, 
6(2), 55–67.  
Pettit, J. (1999). Now What Should You Do? New Directions for Institutional Research, 
101,101–105. 
Phadke, S. (2011). Modelling the Determinants of Student Loyalty in Indian Higher 
Education Setting. in International Conference on Management, Behavioral Sciences 
and Economics Issues, Pattaya, Thailand, 262–264. Retrieved from 
http://psrcentre.org/images/extraimages/25.%201011205.pdf 
Purgailis, M., & Zaksa, K. (2012). The impact of perceived service quality on student loyalty 
in higher education institutions. Journal of Business Management, 6, 138-152, 
Retrieved from 
http://search.ebscohost.com/login.aspx?direct=true&profile=ehost&scope=site&autht
ype=crawler&jrnl=16915348&AN=84745728&h=hAS5%2B%2FapdBBdUqb6zF%2
FM%2Byh6NU3aBv6o0h9LI2uQZWLPrZTAqE6rZoFN9sMI8nxlL7z1TLITOTXcpp
5hTdNsEw%3D%3D&crl=c 
Quigley Jr., C. J., Bingham Jr., F. G., & Murray, K. B. (2002). An analysis of the impact of 
acknowledgement programs on alumni giving. Journal of Marketing Theory and 
Practice, 10(3), 75-86. 
Rhoads, T. A., & Gerking, S. (2000). Educational contributions, academic quality, and 
athletic success. Contemporary Economic Policy, 18(2), 248–258. 
Rojas-Méndez, J. I., Vasquez-Parraga, A. Z., Kara, A., & Cerda-Urrutia, A. (2009). 
Determinants of Student Loyalty in Higher Education: A Tested Relationship 
Approach in Latin America. Latin American Business Review, 10(1), 21–39.  
Siddaway A. (n.d.). “What is a SLR and how do I do one?” Retrieved Feb. 15, 2016, from 
https://www.stir.ac.uk/media/schools/management/documents/centregradresearch/Ho
w%20to%20do%20a%20systematic%20literature%20review%20and%20meta-
analysis.pdf 
Stechemesser, K., & Guenther, E. (2012). Carbon accounting: a Systematic literature review. 
Journal of Cleaner Production, 36, 17–38.  
Stewart, E. T. (1955). Alumni Support and Annual Giving. The Annals of the American 
Academy of Political and Social Science, 301(1), 123–138. 
Stinson, J. L., & Howard, D. R. (2004). Scoreboards vs. Mortarboards: Major Donor 
Behavior and Intercollegiate Athletics. Sport Marketing Quarterly, 13(3), 129–140. 
Sung, M, & Yang, S.-U.  (2009). Student–university relationships and reputation: a study of 
the links between key factors fostering students’ supportive behavioral intentions 
towards their university. Higher Education, 57(6), 787–811.  
Sun, X., Hoffman, S. C., & Grady, M. L. (2007). A Multivariate Causal Model of Alumni 
Giving: Implications for Alumni Fundraisers. International Journal of Educational 
Advancement, 7(4), 307–332.  
                                                                                                                                                                         
33 
 
Taylor, A. L., & Martin Jr, J. C. (1995). Characteristics of alumni donors and nondonors at a 
research I, public university. Research in Higher Education, 36(3), 283–302. 
Temizer, L., & Turkyilmaz, A. 2012. Implementation of Student Satisfaction Index Model in 
Higher Education Institutions. Procedia - Social and Behavioral Sciences, 46, 3802–
3806.  
Terry, N., & Macy, A. (2007). Determinants of alumni giving rates. Journal of Economics 
and Economic Education Research, 8(3), 3–17. 
Thomas, S. (2011). What Drives Student Loyalty in Universities: An Empirical Model from 
India. International Business Research, 4(2), 183-192. 
Tinto, V. (1975). Dropout from higher education: A theoretical synthesis of recent research. 
Review of Educational Research, 45(1), 89–125. 
Tom, G., & Elmer, L. (1994). Alumni Willingness to Give and Contribution Behavior. 
Journal of Services Marketing, 8(2), 57–62. 
Tranfield, D., Denyer, D., & Smart, P. (2003). Towards a methodology for developing 
evidence-informed management knowledge by means of systematic review. British 
journal of management, 14(3), 207-222. 
Tsao, J. C., & Coll, G. (2005). To Give or Not to Give: Factors Determining Alumni Intent to 
Make Donations as a PR Outcome. Journalism and Mass Communication Educator, 
59(4), 381–392. 
Tucker, I. B. (2004). A reexamination of the effect of big-time football and basketball success 
on graduation rates and alumni giving rates. Economics of Education Review, 23(6), 
655–661.  
Wastyn, M. L. (2009). Why alumni don’t give: A qualitative study of what motivates non-
donors to higher education. International Journal of Educational Advancement, 9(2), 
96–108.  
Weerts, D. J., Cabrera, A. F., & Sanford, T. (2010). Beyond Giving: Political Advocacy and 
Volunteer Behaviors of Public University Alumni. Research in Higher Education, 
51(4), 346–365.  
Weerts, D. J., & Ronca, J. M. (2007). Profiles of Supportive Alumni: Donors, Volunteers, 
and Those Who “Do It All”. International Journal of Educational Advancement, 7(1), 
20–34.  
Weerts, D. J., & Ronca, J. M. (2008). Characteristics of Alumni Donors Who Volunteer at 
their Alma Mater. Research in Higher Education, 49(3), 274–292.  
Weerts, D. J., & Ronca, J. M. (2009). Using classification trees to predict alumni giving for 
higher education. Education Economics, 17(1), 95–122. 
Willemain, T. R., Goyal, A., Van Deven, M., & Thukral, I. S. (1994). “Alumni giving: the 
influences of reunion, class, and year. Research in Higher Education, 35(5), 609–629. 
Wunnava, P. V., & Lauze, M. A. (2001). Alumni giving at a small liberal arts college: 
evidence from consistent and occasional donors. Economics of Education Review, 
20(6), 533–543. 
Wunnava, P. V., & Okunade, A. A. (2013). Do Business Executives Give More to Their 
Alma Mater? Longitudinal Evidence from a Large University. American Journal of 
Economics and Sociology, 72(3), 761–778.  
Young, P. S., & Fischer, N. M. (1996). Identifying Undergraduate and Post-College 
Characteristics that May Affect Alumni Giving. in 36th Annual Forum of the 
Association for Institutional Research. Albuquerque, NM, pp. 2-24 
Zeithaml, V. A., Berry, L. L., & Parasuraman, A. (1996). The behavioral consequences of 
service quality. Journal of Marketing, 60, 31–46. 
                                                                                                                                                                         
34 
 
Appendix A. Journal evaluation 
Name of Journal 
ISI / 
SJR2014 1
9
5
5
 
1
9
7
5
 
1
9
9
1
 
1
9
9
2
 
1
9
9
4
 
1
9
9
5
 
1
9
9
6
 
1
9
9
7
 
1
9
9
8
 
1
9
9
9
 
2
0
0
0
 
2
0
0
1
 
2
0
0
2
 
2
0
0
3
 
2
0
0
4
 
2
0
0
5
 
2
0
0
7
 
2
0
0
8
 
2
0
0
9
 
2
0
1
0
 
2
0
1
1
 
2
0
1
2
 
2
0
1
3
 
2
0
1
4
 
2
0
1
5
 
T
o
ta
l 
The Annals of the American Academy of Political and Social Science 1.606 1                         1 
Review of educational research 3.897  1                        1 
The Service Industries Journal 0.832   1                       1 
Journal of Computing in Higher Education  0.909    1                      1 
Journal of Organizational Behavior  3.038    1                      1 
American Journal of Economics and Sociology  0.153     2 1 1                1   5 
Journal of Services Marketing 0.989     1                     1 
Research in Higher Education  1.160     1 1  1          1  1 1     6 
The American Economist  -      1                    1 
Economics of Education Review  0.971      1 1     1  2 1    2       8 
Social science quarterly  0.791       1                   1 
Journal of Marketing for Higher Education  0.340       1                   1 
Psychology and Marketing 1.080        1     1             2 
Journal of Marketing Theory and Practice 1.470         1    1             2 
New Directions for Institutional Research -   
       
2 
   
1 
           
3 
Education Economics  0.470           1        1       2 
Contemporary Economic Policy  0.290   
        1               1 
Nonprofit Management and Leadership  0.529            1              1 
Journal of Service Research  2.484            1              1 
Journal of Human Resources  1.507             1             1 
Journal of Advertising Research 2.564             1             1 
Sport Marketing Quarterly  -               1           1 
Journalism and Mass Communication Educator  0.797   
            1           1 
The Quarterly Review of Economics and Finance  0.425   
             1          1 
Total Quality Management 1.323                 1  1       2 
Corporate Reputation Review  0.270                 1         1 
International Journal of Educational Management  0.670   
              1   1   1 1  4 
The Journal of Hospitality Leisure Sport and Tourism 0.420   
              1        1 2 
                                                                                                                                                                         
35 
 
Name of Journal 
ISI / 
SJR2014 1
9
5
5
 
1
9
7
5
 
1
9
9
1
 
1
9
9
2
 
1
9
9
4
 
1
9
9
5
 
1
9
9
6
 
1
9
9
7
 
1
9
9
8
 
1
9
9
9
 
2
0
0
0
 
2
0
0
1
 
2
0
0
2
 
2
0
0
3
 
2
0
0
4
 
2
0
0
5
 
2
0
0
7
 
2
0
0
8
 
2
0
0
9
 
2
0
1
0
 
2
0
1
1
 
2
0
1
2
 
2
0
1
3
 
2
0
1
4
 
2
0
1
5
 
T
o
ta
l 
International Journal of Educational Advancement  -   
              2 2 3  1     8 
Journal of Economics and Economic Education Research 0.120   
              
1 
        
1 
Quality Assurance in Education  0.400   
               
1 
       
1 
Quality and Quantity  0.720   
               
1 
       
1 
Higher Education  1.151   
                
2 
      
2 
Scandinavian Journal of Educational Research  0.568   
                
1 
      
1 
Latin American Business Review 0.180   
                
1 
      
1 
The TQM Journal  0.420   
                  
1 
 
1 
  
2 
Marketing Education Review  -   
                  
1 
    
1 
IBIMA Business Review Journal -   
                  
1 
    
1 
International Business Research 0.650   
                  
1 
    
1 
Brazilian Business Review  -   
                   
1 
   
1 
Marketing of Scientific and Research Organizations -   
                   
1 
   
1 
Journal of Public Economics  1.581   
                   
1 
   
1 
Asian Social Science 0.170   
                   
1 
 
1 
 
2 
Journal of Business Management  -   
                   
1 
   
1 
Procedia - Social and Behavioral Sciences  0.160   
                   
1 
   
1 
Journal of Contemp. Athletics 0.241   
                    
1 
 
1 2 
Computers and Industrial Engineering  1.783                       1   1 
Economic Inquiry  1.015                       1   1 
Journal of Economic Behavior and Organization  1.297                       1   1 
Australasian Marketing Journal 0.352                        1  1 
Academy of Educational Leadership  -                        1  1 
Journal of Education and Human Development 0.110                        1  1 
Journal of Chemical and Pharmaceutical Research  0.320                        1  1 
International Journal of Science and Technology 0.180                        1  1 
Mediterranean Journal of Social Sciences  0.130   
                     1 1 2 
                                                                                                                                                                         
36 
 
Name of Journal 
ISI / 
SJR2014 1
9
5
5
 
1
9
7
5
 
1
9
9
1
 
1
9
9
2
 
1
9
9
4
 
1
9
9
5
 
1
9
9
6
 
1
9
9
7
 
1
9
9
8
 
1
9
9
9
 
2
0
0
0
 
2
0
0
1
 
2
0
0
2
 
2
0
0
3
 
2
0
0
4
 
2
0
0
5
 
2
0
0
7
 
2
0
0
8
 
2
0
0
9
 
2
0
1
0
 
2
0
1
1
 
2
0
1
2
 
2
0
1
3
 
2
0
1
4
 
2
0
1
5
 
T
o
ta
l 
Journal of Computational and Applied Mathematics 1.100                         1 1 
Expert Systems with Applications  2.000                                                 1 1 
TOTAL   1 1 1 2 4 4 4 2 1 2 2 3 4 3 4 1 7 5 11 2 6 6 7 8 5 96 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
1 
Iskhakova, L., Hilbert A., Hoffmann, S.  
An Integrative Model of Alumni Loyalty – an Empirical Validation among 
Graduates from German and Russian universities1 
Abstract 
Alumni could be considered a large source of support for their alma-maters in such 
areas as lobbying, volunteering (e.g., mentoring), information, donations, investment, 
and networking. However, in order to increase alumni contribution, it is necessary to 
identify key factors that influence alumni loyalty. In this article, the authors develop 
an integrative model of intention to alumni loyalty (IAL – model), which proposes 
that alumni loyalty is determined by the main model dimensions of relationship 
quality, philanthropic effect, as well as discretionary collaborative and student drop-
out behavior. In order to validate the proposed model structure, the authors test the 
IAL – model using the structural equation modelling approach and empirical data 
from a survey of leading German and Russian universities. The results indicate that a 
predisposition to charity, benefits from alumni-association, and quality of teaching are 
crucial for intention to alumni loyalty for both Russian and German universities. 
Suggestions for the work of alumni associations are derived from the findings.  
Keywords: intention to alumni loyalty (IAL), Alumni Association (AA), key 
success factors, integrative model of intention to alumni loyalty (IAL – model). 
1. Introduction 
These days, many universities around the world are starting to focus on alumni as a 
special task group in order to improve their quality of education, prestige, and reputation This 
also allows universities to minimize financial problems and thus enhance their competitiveness 
and profitability (e.g., Glover & Krotseng, 1992; Clotfelter, 2003; Mortenson, 2004; Heller, 
2006; Weerts et al., 2010) The growth of alumni studies in different countries could be 
attributed to the following preconditions: Decline of financial state support (Glover & 
Krotseng, 1992; Mortenson, 2004; Heller, 2006; Weerts & Ronca, 2008); increasingly 
competitive environment in higher education (Cabrera et al., 2003; Brennen et al., 2005; 
Weerts & Ronca, 2008; Melchiori, 1988); the “war for talent” (Melchiori, 1988); and 
increasing globalization (Cabrera et al., 2005; Rubens et al., 2011). 
A review of relevant literature shows that alumni contribute to their alma mater 
through both material and non-material support. It is well known that a large percentage of 
US and UK university budgets come not from tuitions or state funding but from fundraising 
(philanthropic sector), especially from alumni (Brady et al., 2002; Weerts & Ronca, 2008; 
Holmes, 2009). For example, University of Wisconsin’s system convincingly illustrates this 
increasing dependency on alumni giving: “In the 1973-74 fiscal years, state support 
accounted for 52% of funding for the university system budget, while alumni gifts, grants, 
and trust funds supplied 35% of the budget. Twenty-five years later, gifts, grants, and trust 
funds cover 50% of the total budget for the university system, while the state covers only 
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33%” (Cabrera et al., 2005, p. 2). Moreover, alumni could act as a key partner in the 
procurement of technology for their university. 
However, alumni play broader roles in supporting their higher institutions, beyond 
writing a check. Maves (1988, p. 14) asserts that “universities have depended historically on 
alumni [and its corporate friends], as providers not only of financial support but also of 
voluntary services recruitment, mentoring, placement assistance that expand institutional 
effectiveness without associated expense”. Other researches insist that “alumni influence is 
critical to institutions because professional and personal connections held by graduates can 
open doors to the legislature, governor’s office, corporations, foundations, and other major 
gift prospects” (Weerts & Ronca, 2008, p. 275).  
Additionally, alumni could help higher education leaders improve the quality of 
education through some form of cooperation (e. g., by giving visiting lectures, by sharing 
their experience and expertise) (Hennig-Thurau et al., 2001). Alumni could become key 
players in the lobbying process by asserting university interests (Rhoard & Gerking, 2000). 
Veteran alumni may serve as mentors to young alumni and students and help them establish 
their careers (e.g., by offering placements) (Weerts et al., 2010). Moreover, alumni could 
serve as ambassadors and recommend their university to prospective students. Therefore, 
nurturing an alumni recruitment program seems like a better investment than placing an 
advertisement (Fogg, 2008).  
In summary, alumni could be considered the largest source of support for their alma-
mater in such areas as lobbying, volunteering (mentoring), information, donations, 
investment, and networking (e.g., Fogg, 2008; Hoffmann & Mueller, 2008; Holmes, 2009; 
Glover & Krotseng, 1992; Taylor & Martin, 1995; Weerts et al., 2010). However, in order to 
obtain and increase alumni contributions, it is necessary to keep alumni loyal to their alma 
mater. Therefore, we should identify key factors influencing alumni loyalty. To do so, we 
need to answer the following questions: What key success factors (KSF) impact alumni giving 
behavior? How can we predict alumni support to their alma mater via philanthropy, service 
and advocacy?  
To answer these questions, universities have been spending significant time and 
resources on analyzing the interaction with alumni. Over the past two decades, researchers 
from different disciplines have been testing a wide array of variables in order to identify the 
most important factors predicting alumni support (e.g., Tinto, 1975; Mael & Ashforth, 1992; 
Willemain et al., 1994; Okunade & Berl, 1997; Weerts, 1998; Monks, 2003; Hennig-Thurau 
et al., 2001; Hoffmann & Mueller, 2008; Holmes, 2009; Wastyn, 2009; Weerts et al., 2010). 
The examined scientific literature explores the complex and diverse set of such factors 
(which are confirmed by some scientists but refuted by others) and illustrates various 
econometrical models - including the so called “partial” models, which were developed based 
on a theory from different disciplines (e.g., Tinto, 1975; Hennig-Thurau & Klee, 1997; Brady 
et al., 2002; Heckman & Guskey, 1998).  
An analysis of these partial models shows that their supporters consider alumni-
university relations from the perspective of their own approaches and have mixed 
understanding regarding alumni (or student) loyalty. The followers of the educational science 
approach argue that students are loyal if they are willing to keep in thouсh with their 
university and fellow alumni, and hence do not want to drop out (e.g., Tinto, 1975). 
Supporters of charitable giving approach and microeconomics assert that alumni are loyal if 
they “donate" to their alma mater (Brady et al., 2002). In order to explain alumni loyalty, 
managers (Heckman & Guskey, 1998) adopted the construct “discretionary collaborative 
behavior” (DCB), which describes a selfless volunteer activity of a buyer to a seller. The 
followers of the relationship marketing consider “customer retention” as loyalty, which - in 
contrast to most interpretations of alumni loyalty - does not contain any attitudinal aspects 
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(Hennig-Thurau & Klee, 1997). The next section describes these mentioned partial models on 
a large scale. 
To overcome the gap between educational studies and service marketing research, 
scholars developed the conceptual relationship quality-based student loyalty model (RQSL – 
model) (Hennig-Thurau et al., 2001.). In this investigation, researchers mainly analyze 
positive cognitive-emotive attitude of student loyalty toward the institution, without taking 
into consideration giving and volunteer behavior. RQSL – model refers to the first phase of 
integration.  
An analysis of these reviewed models reveals some restrictions of their direct 
application in Germany as well as in Russia. 
First, the considered models show a diverse understanding of alumni loyalty (e.g., 
Tinto, 1975; Hennig-Thurau & Klee, 1997; Brady et al., 2002; Heckman & Guskey, 1998, 
Hennig-Thurau et al., 2001). A need for a new model is not only a statistical question, but a 
question of whether the model would fit to the local circumstances. Thus, it is necessary to 
take into consideration the fact that, after graduation, alumni from, for example, German and 
Russian universities can decide to join an alumni association themselves. In contrast, US 
alumni become members of the alumni association (AA) automatically (Hoffmann & 
Mueller, 2008). Neither «partial» models nor the RQSL – model above take into account this 
fact. Therefore, we would like to extend these previous efforts by drawing on the special 
loyalty construct called “Intention to alumni loyalty” (IAL). The IAL construct should 
describe various behavioral and attitudinal aspects and serve as a target variable. The 
definition of the IAL construct is presented in the next section.  
 Second, the specific theoretical approaches, on which these models were developed, 
have been taking into account only factors in the frame of the particular scientific discipline. 
This may lead to low coefficient of determination for the resulting factor (alumni loyalty), 
which could show insufficient factors included into the model. For example, in Tinto’s model 
of student drop-out behavior, the integration is considered a central determinant of alumni-
university success. However, Tinto did not make any reference about another factor – quality 
of service – which, according to other researchers, is a central determinant of relationship 
success in traditional business marketing settings (Tinto, 1975; Hennig-Thurau et al., 2001). 
Third, despite the growing interest in alumni loyalty, a review of the relevant 
literature reveals that there is no generally accepted conceptual model for alumni loyalty. It 
might be due to the fact that alumni research so far does not have its own body of literature 
and resources. However, such a model seems to be crucial in terms of developing an alumni 
loyalty theory and investigating the alumni-university relationship.  
Moreover, since alumni research is not nearly as well developed in Russia as it is in 
the US, it is a necessity to adapt existing models to Russian realities due to Russians’ 
different mentality and their national peculiarities (Hofstede, 2001).  
In order to succeed despite these difficulties and to improve coordination between 
higher education institutions and their alumni, authors propose a new model called integrative 
model of intention to alumni loyalty (the IAL – model), which draws from a range of 
approaches (e.g., educational services, education, management etc.), corresponding to the 
“partial” models and integrating them with the first phase RQSL – model into a single 
framework. An additional argument for the new model could be the difference in university 
funding in Russia and Germany vis-à-vis that in the US. 
In order to consider the international dimension of this issue, we aim to find out 
whether the success factors affecting alumni loyalty are different for former students 
attending the same course of study in different countries. 
To answer the above questions, we use a three-step procedure described later in this 
article. First, we perform a literature review, develop a model based on the theoretical 
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background, and put forward hypotheses. Second, in order to prove its validity, the proposed 
model is tested empirically by conducting a questionnaire among German and Russian final 
year Bachelor students and by using variance-based structural equation modelling. The 
application of the proposed model will be tested in German and Russian context. On that 
basis, we identify key success factors influencing the intention for alumni loyalty. Finally, the 
theoretical and empirical results are discussed with regard to the possible managerial 
implications for providers of educational services (e.g., based on these obtained key factors, a 
decision-maker or a person who is responsible for the development and improvement of 
alumni-university relationships, could perform certain actions in order to successfully 
manage the interaction with alumni and receive from them the necessary contribution). At the 
end of the article, the authors highlight some implications and limitations for future research 
activities on the alumni-university connection.  
The relevance of the work is related to the necessity to assist universities in creating 
their own strong fundraising systems, alumni associations and effective marketing strategies 
for volunteer recruitment and retention. The paper suggests a model with a universal 
structure. The empirical analysis will show which aspects of the model are more relevant in 
which context (e.g., German and Russian). As a consequence, universities will be able to 
better implement successful alumni-university relationship.  
2. Conceptual considerations 
Theoretical Background 
Consideration of the alumni-university relationship from the perspective of different 
disciplines (e.g., service and relationship marketing, management, education and organization 
sciences, and charitable giving research) led to the development of various econometrical 
models. Table1 shows main theoretical approaches corresponding to the so-called “partial 
model”. In these investigations, the university was considered by researches as a service 
organization, a social system, a business entity, or a charitable hybrid organization (Tinto, 
1975; Hennig-Thurau & Klee, 1997; Brady et al., 2002; Heckman & Guskey, 1998). 
University might be considered as an economic system. Based on the theory of Cost-
Benefit Analyses, followers of the microeconomics approach (Rational model of Holtschmidt 
& Priller, 2003) underline “benefits of membership in alumni association” as a key factor in 
influencing alumni willingness to provide financial support. Particularly, the theory of Cost-
Benefit Analyses (Kotler, 2003) provides that a person will tend to break off relationships 
with his or her college if he or she finds an alternative form of investment of time, energy, 
and resources that will give a greater ratio of benefits to costs than he or she could have 
maintaining relationships with the college (Tinto, 1975, p. 39). 
Supporters of the charitable giving research approach (Bruggink & Siddiqui, 1995; 
Huntsinger, 1994; Brady et al., 2002) consider university as a charitable hybrid (CH). CHs 
are “such organizations supplementing traditional revenue streams by soliciting charitable 
contributions” (Brady et al., 2002, p. 919). The mission for these organizations is unique: to 
give good service in order to elicit favorable customer perceptions and receive more 
charitable contributions. Among the studies in the field of charity, the “Philanthropic Effects 
Model”, developed by Brady et al. (2002), takes a special place. This model includes 
traditional philanthropic variables drawn from the charitable giving literature: organizational 
identification and philanthropic predisposition. Brady and colleagues assert that 
“predisposition to charity” and “organizational identification” significantly influence on the 
intention to alumni giving.  
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Managers (management approach) have a conceptual focus on the analysis of 
altruistic behaviour. They use the term Discretionary Collaborative Behaviour (DCB). DCBs- 
are “behaviours performed by customer to help a vendor, company or institution, which 
contribute to the effective function of the relationship, which are outside formal contractual 
obligations, and are performed without expectation of direct reward” (Heckman & Gyskey, 
1998, p. 97). 
Considering alumni as university’s clients, Heckmann and Guskey (1998) have 
applied the theory of DCB in order to investigate the alumni- institution relationship, and thus 
developed the DCB-model. They examine DCB performed by alumni and factors that lead to 
this behaviour. Their DCB model shows that identification with the university, the level of 
satisfaction with the alma mater, and the degree of involvement into the university life 
significantly impact on DCB (Heckmann & Guskey, 1998; Organ, 1988). 
Relationship marketing (RM) refers to “all marketing activities directed towards 
establishing, developing, and maintaining successful relational exchanges” (Morgan & Hunt, 
1994, p. 22). The model of “Relationship Quality,” proposed by Hennig-Thurau & Klee in 
1997, stands out notably in the RM approach. This model, based on the Commitment-Trust 
Theory of Morgan & Hunt (1994) and the customer satisfaction and social exchange theory, 
includes such interdependent factors as “trust,” “perceived quality of service,” 
“commitment,” “satisfaction,” and “customer retention”. The focus on customer retention as 
the target variable of the “Relationship Quality” model results from the fact that “customer 
retention is widely accepted as a central objective in relationship marketing” (Hennig-Thurau 
& Klee (1997), p. 740). The relationship quality comprises quality perception, trust, and 
commitment (see also Morgan & Hunt, 1994). As in Moorman et al. (1992), trust is defined 
in this research as a “willingness to rely on an exchange partner in whom one has confidence” 
(p. 315). Commitment, however, can still be found in significantly varying theoretical 
conceptualizations (e.g., Young & Denize, 1995). Hennig-Thurau & Klee (1997) define 
commitment as “a customer’s long-term ongoing orientation toward a relationship grounded 
on both an emotional bond to the relationship (affective aspect) and on the conviction that 
remaining in the relationship will yield higher net benefits than terminating it (cognitive 
aspect)” (p.752). The objective of this investigation is a theoretical conceptualization of the 
relationship quality construct as a key variable in the satisfaction-retention relationship. 
Crosby (1991) attempts to conceptualize relationship quality in a particular context (life 
insurance) and views this construct as the salesperson’s ability to reduce perceived 
uncertainty. Hennig-Thurau & Klee (1997) ague that “there exists a strong and positive 
relation between relationship quality and the target variable customer retention” (p.754). 
Supporters of the educational science approach focus on “integration in university 
life”. This approach is dominated by Tinto’s (1975) model of student drop-out behaviour. 
Tinto’s theoretical model tries to explain the processes of interaction between students and 
universities (Tinto, 1975, 1993). Assuming that a university is a social system, Tinto built his 
model mostly based on sociological theory of suicide, developed by Durkheim (1961). 
According to Durkheim, breaking one’s ties with a social system stems largely from a lack of 
integration into the common life of that society (Durkheim, 1961, p. 36). Durkheim argues 
that the likelihood of complete withdrawal from society (suicide) increases when two kinds 
of integration are lacking: insufficient moral integration and insufficient collective affiliation 
through person-to-person integration. Since a college could be considered a social system 
with its own value pattern and social structure, the Durkheim‘s theory can be applied to 
explain dropout from college. 
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Table 1. Theoretical models used in Alumni studies2 
Approach Model University   Theory Factors   T.V. EV 
Micro-
economics 
Rational 
Model 
(Holtschmidt 
& 
Priller, 2003) 
as an 
economic 
system 
Concept of 
customer bond 
(Kotler, 2003); 
Theory of Cost-
Benefit Analyses 
-  Benefits from 
Alumni 
Assocation 
Alumni giving no 
Charitable 
giving 
literature 
Philanthropic 
Effects Model 
(Brady et al., 
2002) 
as a 
charitable 
hybrid 
Charitable giving 
literature 
(Bruggink & 
Siddiqui, 1995; 
Huntsinger, 1994) 
-  Organizational 
Identification 
-  Predisposition 
to charity 
Intention to 
Alumni giving 
yes 
Management 
 
Discretionary 
collaborative 
behavior 
(DCB) Model 
(Heckmann & 
Guskey, 
1998) 
as a business 
entity 
Social 
Psychology 
literature 
(Helping 
behavior, 
involvement, 
Krugman, 1965).   
Relationship 
marketing 
paradigm, 
Organizational 
citizenship 
behavior   
(Organ, 1988) 
-  Satisfaction 
-  Organizational 
Identification 
-  Relationship 
bond 
Discretionary 
collaborative 
behavior 
 
yes 
Relationships 
Marketing 
Relationship 
Quality model 
(Henning-
Thurau & 
Klee, 1997) 
as a services 
organization 
Commitment-
trust theory of 
relationship 
marketing 
(Morgan & Hung, 
1994),   
Concept of 
Marketing, 
Concept of 
Customer 
Satisfaction 
 
-  Satisfaction 
-  Trust 
-  Perceived 
quality 
-  Commitment 
(emotional / 
cognitive) 
Customer                    
retention 
 no 
Educational 
science 
Theoretical 
model of 
drop-out 
behavior 
(Tinto, 1975) 
as a social 
system 
 
Sociological 
theory of suicide 
developed by 
Durkheim (1961) 
-  Integration 
  (social / 
academic) 
-  Commitment  
   (goal / 
emotional) 
Dropout no 
Services 
Marketing 
Framework 
proposed by 
Lehtinen and 
Lehtinen 
(1991) 
as a services 
organization 
Services 
marketing theory 
- Physical 
quality 
- Interactive 
quality 
- Corporative 
quality 
-  yes 
Based on Durkheim‘s theory, Tinto (1975) suggests that insufficient social integration 
will result in low commitment to the institution and will increase the probability that 
individuals will drop out. In spite of many similarities with withdrawal from the wider 
 
2 T.V. – Target variable, EV – Empirical validation 
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society, dropping out from university has some distinctions, because withdrawal from college 
can arise either from voluntary dropout or from forced withdrawal (e.g., dismissal). Thus, a 
person can be integrated unto the social domain of college - and thereby become committed 
to the institution - and still drop out from insufficient integration in the academic domain of 
college through poor grade performance. Therefore, “dropout from the college may be either 
voluntary or forced and may arise from either insufficient academic integration or insufficient 
social integration” (Tinto, 1975, p. 38). Tinto’s study shows that the more social and 
academic integration of a student into university life takes place, the more his/her 
commitment to the university and, therefore, higher loyalty to this institution. 
Tinto divides the commitment construct mainly into two parts: the student’s 
commitment to his or her own goals (goal commitment) and student’s commitment to the 
university (emotional commitment). Emotional commitment shows whether or not individual 
decides to drop out from college. Goal commitment describes the student’s willingness to 
complete college and obtain a certain specialty. Presumably, either low goal commitment or 
low emotional commitment could lead to dropout. Tinto’s model of student drop-out 
behaviour is a theoretical synthesis of some research of dropouts in higher education. 
However, Tinto did not test his model empirically.  
Services marketing approach. Many researchers support the widespread idea that 
higher education institutions can be considered as professional service organizations (see, 
e.g., Kotler & Karen, 1995; Hennig-Thurau et al., 2001, Pereda et al. 2007). The logic here is 
that a college or a university provides students with services deliverables such as education 
quality, basic household services (e.g., shelter, dining area), and lifestyle entertainment 
(sport, theatre). Attitudes formed while experiencing these services should have a significant 
effect on student loyalty and alumni willingness to make charitable or volunteer 
contributions. If we share the same views regarding alumni-university relationship, as per 
Pereda et al. (2007) and Lehtinen & Lehtinen (1991), we should examine how the three 
dimensions of service quality in higher education (physical quality, interactive quality, and 
corporative quality) separately influence loyalty.  
2. Hypothesis development 
Model design: an integrative approach 
In order to develop a new model, we propose to use an integrative approach, which 
should overcome some limitations of the “partial” models when it comes to explain intention 
to alumni loyalty.  
An example of research that combines a variety of approaches is the work of Hennig-
Thurau et al. (2001), which proposed the “Relationship Quality-based Student Loyalty” 
model – RQSL. The RQSL – model refers to the model of first phase of integration and 
merges the main element of the Tinto’s (1975) model of student drop-out behavior with the 
Relationship quality model, developed by Henning-Thurau & Klee (1997). In the frame of 
the RQSL – model the following conclusions were made: “the perceived quality of 
service/satisfaction with education quality” and “emotional attachment” has a significant 
impact on “loyalty to the University” (Hennig-Thurau et al., 2001). It has been shown that 
“emotional attachment” is closely related to “academic integration,” which is identified in 
Tinto’s “Dropout Model” (1975). The construct “trust” has a positive influence on the 
“connection with the university” for students of a pedagogical major. However, for students 
of economic majors, this correlation has not been confirmed. Although the model of Hennig-
Thurau et al. (2001) was tested within a sizeable sample of students from six German 
universities, it mostly focuses on the attitudinal measures of alumni loyalty.  
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In spite of some differences in these mentioned investigations (“partial models” and 
RQSL – model), these researchers concur that the alumni loyalty to the university is 
developed while studying in this particular high education organization. Additionally, student 
loyalty is a main predisposition to alumni loyalty (Brady et al., 2002; Hennig-Thurau et al., 
2001). Thus, immediately after graduation, individuals focus on the next stage in their lives 
and are not so interested about the life at their alma mater. Therefore, if students have not 
known about the concepts of “giving back”, “alumni association” and “alumni loyalty” 
before graduation it could be difficult for the university to explain about these issues. But if a 
university considers undergraduates as alumni from the first day, former students will be able 
to understand the concept of “giving back” very quickly and in a more tangible sense. 
In order to consider different aspects of alumni-university relationship, we will use 
the construct “Intention to alumni loyalty” (IAL) as a target variable. The IAL was adopted 
from the loyalty construct, suggested by Hoffmann & Mueller (2008) and takes into account 
both student and alumni loyalty.  
Consequently, in our article, we should reveal crucial factors influencing the decisive 
factor – “IAL”. The IAL describes the intention to alumni loyalty to a university that 
expresses a desire to implement a volunteer and/or financial assistance to the alma mater, 
desire to keep in touch with the university, interest in obtaining university news, and a 
willingness to be a member of Alumni Association.  
We propose a new integrative model, called “Integrative Model of Intention to 
Alumni Loyalty” – “IAL – model”, which refers to the second phase of integration. The IAL 
– model takes into consideration services and relationship marketing, education, 
management, microeconomics, and charitable giving approaches. As a result, the IAL-model 
combines the services quality framework of Lehtinen and Lehtinen (1991) with the main 
elements of Tinto’s (1975, 1993) model, “Relationship Quality” model (Henning-
Thurau/Klee, 1997), the Discretionary collaborative behaviour model (Heckmann & Guskey, 
1998), the Rational Model (Holtschmidt & Priller, 2003) and the Philanthropic Effects Model 
(Brady et al., 2002). 
This paper argues that the benefit of an alumni association for students is an important 
driver of the alumni loyalty later. In many countries, alumni associations (AA) provide the 
benefits of membership not only for alumni (information about the university activities, 
opportunities for active participation in educational projects, organization of special events 
for members, exclusive offers for members, assistance in searching for a job, etc.), but also 
for the students (lectures by successful graduates, online-business communication between 
students and alumni, providing advice to the alumni about job in the form of a master classes 
and/or individual interviews, etc.). If students find such proposals useful and helpful and feel 
that they could use them during their studies, then a strong relationship with the AA could be 
built very early (e.g., Karpova E., 2006). The benefits of the AA reinforce the students’ 
motivation to join the AA after graduation and, therefore, to keep in touch with their 
university. This point was reflected in the research of Holtschmidt & Priller (2003) and 
Hoffmann & Mueller (2008): Moreover, from the concept of forming a strong customer bond 
(Kotler, 2003, p. 78), we could assume that, in order to attract alumni to join the AA and 
obtain from them desired contributions, it is necessary to create benefits. Therefore, the 
following hypothesis was derived: 
H1: The more useful the students evaluate the Benefits of Alumni Association, the 
stronger the “Intention to Alumni Loyalty”. 
Exposure to group influences, such as family members, parents or friends may lead to 
a greater propensity to make charitable contribution. “Individual influences, such as enduring 
involvement with charitable causes or personal experiences that relate to charitable activities, 
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may influence donor attitudes and behaviors about giving. This type of influence on giving 
behavior is referred to as “predisposition to charity” Brady et al. (2002, p. 927). Thus, 
parents may serve as a model with respect to alumni contribution behavior of their children 
(Spaeth & Greeley, 1970). Moreover, early studies have found a positive association between 
alumni who donate and the number of other cash-giving donors the alumni know (Okunade, 
1993). Based on marketing literature on helping behavior, we suggest that intention to alumni 
loyalty could depend on alumni donor’s learning history (Bendapudi et al., 1996; Brady et 
al., 2002). Therefore,  
H2: “Predisposition to Charity” has a positive influence on the “Intention to Alumni 
Loyalty”. 
While integrating different approaches, we take into account the conceptual 
coincidence of such factors as emotional commitment and organizational identification. The 
construct of organizational identification is used in the social psychology research and is 
linked to the perceived unity between the individual and the organization. In particular, this 
“sense of oneness” is shown in the DCB model developed by Heckman and Guskey (1998) 
and in the Philanthropic Effects Model created by Brady et al. (2002). The construct of 
“Emotional commitment,” used in the “Rational model” proposed by Henning-Thurau & 
Klee (1997) and Tinto’s model of student drop-out behavior (Tinto, 1975), shows “pride of 
own university” and “a close relationship with own university”. The construct of “emotional 
commitment” is based on the theory of commitment and trust in the relationship marketing, 
launched by Morgan and Hunt (1994). Due to the significant correlation between these two 
constructs, we merge them into one construct called «Emotional commitment». 
Since students’ commitment to the university plays a central role in traditional 
educational research on student loyalty, this construct was included as a determinant of 
intention to alumni loyalty in our model. Numbers of studies describing alumni-university 
relationship consistently have shown that identification with, or emotional attachment to, the 
university are significant indicators of alumni contribution (e.g., Diamond & Kashyap, 1997; 
Hennig-Thurau et al. (2001); Brady et al., 2002). 
According to organizational research regarding the commitment construct, we have to 
distinguish between the emotional (or affective) aspect and the cognitive (or calculative) 
aspect of a person’s commitment to an institution (Geyskens et al., 1996). Therefore, the two 
aspects of commitment (“Emotional commitment” and “Commitment to the study course”) 
are treated as distinct constructs in the IAL model. Therefore, we formulate the following 
hypotheses:  
H3a: “Commitment to the study course” has a positive impact on “Intention to Alumni 
Loyalty”.  
H3b: The greater the level of «Emotional commitment» a person feels toward the 
university, the greater the “Intention to Alumni Loyalty”. 
We should also consider the common denominator between the “Relationship bond” 
construct provided by Heckman and Guskey (1998) and the “Integration” construct presented 
by Tinto (1975). Both these factors show a link and a bond between a person and his or her 
university through social and academic life. Therefore, in our proposed model we will take 
into account only one factor – “Integration”.  
According to Tinto (1975, 1993), a student’s commitment is largely determined by his 
or her degree of integration into the university system. This integration can take place in two 
ways: first, through active participation in university societies and committees (i.e., academic 
integration); and second, through friendships and acquaintances with fellow students, and 
participations in the spare time activities (i.e., social integration). Tinto (1975) argues that a 
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higher degree of student integration into the university system leads to an increased 
congruence between the student and the academic institution. This congruence refers to the fit 
between the student’s abilities, skills, and value system and the university’s expectations, 
demands, and values. For example, when students’ intellectual abilities match with the 
intellectual requirements of courses and lectures, congruence is likely to exist (Hennig-
Thurau et al. 2001). As a result of increased congruence, the student feels a higher degree of 
commitment toward the institution. Since we should distinguish among emotional and 
cognitive aspect of commitment, the following hypotheses were suggested: 
H4: The students’ “Academic Integration” into the academic system of a university 
has a positive impact on “Commitment to the study course”. 
H5: The students’ “Social Integration” into the social system of university has a 
positive impact on “Emotional commitment”. 
Based on relationship marketing paradigm, having strong relationship bond is for 
obtaining long-term relationships. Such desired interaction with students and alumni could be 
built through social and interpersonal connections (Heckman & Guskey, 1998). Research in 
social psychology has shown that people are more likely to help in areas in which they are 
personally integrated (e.g., Harris & Huang, 1973). Since the “relationship bond” and the 
“social and “academic integration” are significantly correlated, we assume the following 
hypotheses:  
H6a,b: The students’ “Academic Integration” (a), “Social Integration”(b), into the 
academic and social system of a university each has a positive impact on “Intention to 
Alumni Loyalty”.  
At a basic level, some researchers support the assumption that perceived service 
quality is relevant for customer loyalty in an educational context (Boulding et al., 1993; 
Hennig-Thurau et al., 2001; Hoffmann & Mueller, 2008). On the more global functional 
level, a linear relationship between perceived service quality and loyalty is often assumed. 
This linear relationship has been questioned recently by different researchers (e.g., Zeithaml 
et al., 1996; Hennig-Thurau & Klee, 1997). A relationship between “perceived service 
quality” and “commitment” is postulated based on the basis of previous research. In 
particular, the conceptual foundation for this correlation was developed in the Relationship 
Quality model provided by Hennig-Thurau and Klee (1997). According to a framework 
proposed by Lehtinen and Lehtinen (1991) student’s assessment of the university’s service 
quality includes the evolution of three dimensions: the physical quality (general services, 
teaching and learning facilities, accommodation); the interactive quality (academic 
instruction, guidance, interaction with staff and students) and corporative quality 
(recognition, reputation, value for money). Having taken into account two aspects of the 
commitment construct (emotional and cognitive), we formulate the following hypotheses: 
H7: The “Physical Quality” (a), “Interactive Quality” (b) and “Corporative 
Quality” (c) have a significant positive impact on “Commitment to the study course”.  
H8: The “Physical Quality” (a), “Interactive Quality” (b) and “Corporative 
Quality” (c) have a significant positive impact on “Emotional Commitment”.  
As a result, our “IAL” model consists of the following factors:  
Figure 1 shows the theoretical structure of the proposed model. The IAL-model 
includes main factors and hypotheses of partial models described earlier from the perspective 
of different disciplines. The full causal path structure of the IAL – model is illustrated in 
Figure 2. Our proposed model structure should be validated in respect of accuracy. This 
validation process is described further below. 
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Figure 1. Integrative model of intention to alumni loyalty (theoretical structure) 
AI
BAA
H6a
IAL
H1 H2
ECCSC
SI
PCH3b
H5
H6b
H4
H3a
PQS 
(PQ, CQ, IQ)
H7a,b,c H8a,b,c
 
Figure 2. Integrative model of intention to alumni loyalty3 
 
3 IAL = “Intention to Alumni Loyalty” (adopted from Hoffmann & Mueller, 2008); BAA = “Benefits of Alumni 
Association” (Rational Model of Holtschmidt & Priller, 2003. Approach – Microeconomics); PC = 
“Predisposition to Charity” (Philanthropic Effects Model of Brady et. al., 2002. Approach – Charitable giving 
literature); CSC = “Commitment to the study course” (taken from “Relationship Quality” model (Henning-
Thurau/Klee, 1997), and Theoretical model of drop-out behavior (Tinto, 1975). Approaches: relationship 
marketing, educational science); EC = “Emotional Commitment” (taken from Philanthropic Effects Model 
(Brady et al., 2002); Discretionary collaborative behavior Model of (Heckmann/Guskey, 1998); Theoretical 
model of drop-out  behavior (Tinto, 1975). Approaches: charitable giving literature, management, relationship 
marketing, educational science); AI = “Academic Integration” (obtained from Theoretical model of drop-out 
behavior of Tinto, 1975; approach: educational sciences); SI = “Social  Integration”  (obtained from Theoretical 
model of  drop-out  behavior  of Tinto,  1975; approach: educational sciences). PQS (“Perceived service 
quality”) includes PQ = “Physical Quality”; IQ = “Interactive Quality”; CQ = “Corporative Quality” 
(framework proposed by Lehtinen and Lehtinen, 1991; services marketing approach).  
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3. Design 
3.1. Country selection and sample 
In order to analyze constancy of key success factors influencing alumni loyalty, 
German and Russian leading universities were selected according to official Academic 
Ranking of Universities. We have chosen German and Russian universities for several 
reasons.  
First, in comparison with the US and some European Countries (e.g., the UK) 
(Brennan et al., 2005), the alumni research is not well developed, especially in Russia. The 
currently limited financial support from the Russian government and increasingly competitive 
environment force Russian universities to create their own strong fundraising systems, gain 
an excellent reputation, and implement successful technology transfer. As mentioned earlier, 
numerous examples show that a large percentage of US and UK university budgets come not 
from tuition payments or state funding but from the philanthropic sector, especially from 
alumni. Therefore, a possible solution of the above problems could be the implementation of 
an effective alumni management program. Since alumni research is a very new experience in 
Russia, there is no acceptable econometrical model in this field so far (Iskhakova et.al, 2012). 
Therefore, in order to improve alumni-university relationship in Russian higher education 
organizations and to enhance their functional integration of educational, research, and 
innovation abilities into international scientific programs, we will test our proposed model on 
Russian students. 
Second, “Russia displays the greatest cultural distance of all GLOBE-countries to 
Germany (5.46) according to the formula by Kogut and Singh (1988)” (Gelbrich et al., 2012, p. 
11). Improvement of the economic, political and university co-operation between the 
European Union and the Russian Federation was the third cause to carry out this research, 
which was financially supported by the Erasmus Mundus Action 2 Consortium4.  
Both studies were conducted using undergraduate student samples. Current students, 
rather than alumni, were selected because “perceptions of service quality” were fresh in their 
minds. Therefore, we could obtain more plausible values regarding university “service 
quality” (Brady et al., 2002). 
Based on the reviewed literature, alumni loyalty behavior depends on the major of 
study (Holmes, 2007; Hoffmann & Mueller, 2008). Based on this, existent differences of key 
success factors between universities might be confirmed only if we observe and compare data 
representing students from the same course of study. Consequently, our target groups were 
final year Bachelor students attending courses in the field of Economics at both Russian and 
German universities.  
In order to obtain data for IAL – model validation, a total of 466 surveys were mailed 
to both groups (to 195 German Bachelor students and 271 Russian Bachelors). The 
questionnaires were distributed and returned through the campus network by using 
LimeSurvey. Twenty-three students have frequently chosen the answer “I do not know” and 
therefore were excluded from our survey. There were 80 usable responses (41% response 
rate) from German student and 122 (45%) from Russian students. The obtained sample 
matched sufficiently the student population in the analyzed field of studies. The main age of 
German students was 24 years; 81 percent of the participants were malе and 19 percent were 
female. The Russian students were 22 years on average with 70 percent being malе and 30 
percent being female.  
 
4 Official site of Erasmus Mundus MULTIC http://www.mundus-multic.org/project (01.09.2014) 
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To find out whether the samples are significantly differed in certain aspects of the 
model, for example in their intention to alumni loyalty, the means as well as standard 
deviations (SDs) of the key scales of the IAL are presented for both countries in the Table 2. 
Fourth and seventh columns of the table illustrate the percent of students who selected a 
positive answer in the survey (such as “rather agree”, “agree” or “strongly agree”). The 
statistics show that German students seem to be more loyal to their University than Russian 
ones in term of providing volunteer support and the willingness to receive the information 
about their University. 
Table 2 Statistics for key scales of the IAL 
Key scales of 
the IAL 
German University Russian University 
Mean SD 
Positive 
answer 
Mean SD 
Positive 
answer 
Alumni association 
membership Intention 
-0.1 0.4 37% 0.2 0.4 39% 
Information Receiving 0.5 0.4 61% 0.4 0.4 49% 
Keep in Touch with 
Department 
0.1 0.4 44% 0.5 0.5 55% 
Financial Support 
Intention 
-0.8 0.4 26% -0.6 0.5 27% 
Volunteer Support 
Intention 
-0.2 0.4 41% -0.4 0.4 30% 
3.2. Method  
Due to the complex nature of the proposed model, the structural equation modeling 
(SEM) approach was used to test the model’s validity. According to the literature there are 
two types of SEM: PLS-SEM and Covariance-based SEM. Compared to covariance-based 
SEM, PLS is more robust if the simple size is relatively low and the model is very complex 
(many constructs and many indicators) (e.g., Hair et al., 2011). Another asset of the PLS 
approach is its ability to deal with formative as well as reflective indicators, even within one 
structural equation model (e.g., Jarvis, 2003; Hair et al., 2011). Therefore, PLS-SEM was 
chosen to analyze the model. The calculation was performed using SmartPLS software5. 
3.3. Scale 
The assessment of latent variables has a long history in the scientific activities (e.g., 
Churchill, 1979; Duncan, 1984; Nunally, 1978; Diamantopoulos et al., 2008). As we know, 
“latent variables are phenomena of theoretical interest which cannot be directly observed and 
have to be assessed by manifest measures which are observable. A measurement model 
describes relationships between a construct and its measures (items), while a structural model 
specifies relationship between different construct” (Diamantopoulos et al., 2008, p. 1204). It 
is well known that there are two types of measurement models: reflective and formative. In 
order to avoid misspecification, “proper specification of the measurement model is necessary 
before meaning can be assigned to the analysis of the structural model” (Anderson & 
Gerbing, 1982, p. 453).  
 
5 Official site of «SmartPLS»: http://www.smartpls.de/forum/ (30.10.2012) 
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Based on the conceptual framework of reflective and formative measurement models 
(Jarvis et al., 2003; Podsakoff et al., 2003; Diamantopoulos et al. 2008), we determine 
measurement models for “Intention to Alumni Loyalty”, “Predisposition to Charity”, 
“Commitment to the study course”, “Emotional Commitment”, “Academic Integration”, 
“Social Integration” as reflective and for “Benefits of Alumni Association”, and “Perceived 
Quality of Services” which consist of “Physical Quality”, “Interactive Quality”, and 
“Corporative Quality” as formative.  
“Perceptions” are typically measured by reflective measures (e.g., Hennig-Thurau et 
al., 2001). However, we selected formative measurement in order to assess the construct 
“Perceived quality of service” (e.g., Hoffmann & Mueller, 2008). This choice stems from the 
fact that students judge several aspects of “Physical quality,” “Corporative quality,” and 
“Interactive quality” independently. These constructs are not reflections of an overall 
assessment of service qualities, but they jointly determine service quality. If we would drop 
one of them, the content of the construct “Perceived quality of service” would change 
(Podsakoff et al., 2003; Podsakoff et al., 2006).  
All ten scales for the model constructs were based on previous research (Morgan & 
Hunt, 1994; Mowday et al., 1982; Tinto, 1975; Hennig-Thurau et al., 2001; Pereda et al., 
2007; Hoffmann & Mueller, 2008). Each construct was covered by a set of multiple items in 
the questionnaire. The items are listed in the Appendix A. 
In order to build constructs “Physical quality,” “Interactive quality,” and “Corporate 
quality” - which describe “Perceived quality of service” - we modified versions of items used 
by Pereda et al. (2007) and Hoffmann & Mueller (2008). In order to measure “Intention to 
alumni loyalty,” a subset of items was adopted from Hoffmann & Mueller (2008) and Hennig-
Thurau et al. (2001). “Social and academic integration” was drawn from Tinto (1975). The 
indicators for “Predisposition to Charity” were taken over from Brady et al. (2002) and 
Okunade (1993). The indicators for “Emotional commitment” and “Commitment to the study 
course” were derived from Morgan and Hunt (1994), Mowday et al. (1982), Tinto’s work 
(1975), Hennig-Thurau et al. (2001), Hoffmann & Mueller (2008). The items used to measure 
“Benefits of alumni-association” were adopted from Hoffmann & Mueller (2008).  
Respondent indicated agreement with the statements on a seven-point Likert type 
scale (“-3” = “strongly disagree” to “+3” = “strongly agree” or “-3” = “absolutely 
unsatisfied” to “+3” = “absolutely satisfied”). However, for the construct of “Benefits of 
alumni-association” items were scored on a 5-point rating scale from “1” = “not at all” to “5” 
= “regularly”. 
3.4. Validity and internal consistency 
The PLS analysis shows that the empirical data fit the model. In order to prove the 
internal consistency of the reflective models, reflective measurement models were assessed 
with regard to their reliability and validity (Table 3, 4).  
After eliminating indicators with loadings lower than 0.70 from reflective scales, all 
the constructs display high levels of internal consistency in both samples. Measures of a 
reflective construct’s reliability, such as composite reliability (p
j
) and Cronbach’s alpha are 
higher than 0.60 (Bagozzi and Yi, 1988), that above the suggested threshold value. An AVE 
(Average variance extracted) exceeds the required level 0.50 and thus indicates a sufficient 
degree of convergent validity, meaning that the latent variable explains more than half of its 
indicators’ variance (Hair et al., 2011).  
Since the criterion suggested by Fornell & Larcker (1981) is fulfilled, we also find 
support for discriminant validity: the AVE of each latent construct is greater than the latent 
construct’s highest squared correlation with any other latent construct (Hair et al., 2011). 
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Traditional statistical evaluation criteria for reflective scales cannot be directly transferred to 
formative indices. In a formative measurement model indicator represent the latent 
construct’s independent causes and thus do not necessarily correlate highly. Since formative 
indicators are assumed to be error free, the concepts of internal consistency reliability and 
convergent validity are no longer meaningful (Hair, 2011; Vinzi et al., 2010). Nevertheless, 
PLS-SEM also offers some statistical criteria for assessing formative measurement models’ 
quality: analysis of multicollinearity, significance, and relevance of the formative indicators. 
The bootstrapping procedure (bootstrap sample = 5000) indicates that all indicator’s weights 
in formative measurement models are relative, important, and significant (t(122) > 1.65, p < 
0.1; t(80) > 1.65, p < 0.1; the outer loading > 0.5). 
Table 3. Assessment of reflective measurement model (German university)6 
 pj α АVE 
Correlations of among Constructs (ψ2ij) F-L 
AI CSC EC IAL PC  
AI 0.85 0.773 0.59  0 0 0 0 + 
CSC 0.89 0.745 0.796 0.182 1 0 0 0 + 
EC 0.93 0.895 0.762 0.166 0.696 1 0 0 + 
IAL 0.86 0.798 0.56 0.332 0.301 0.385 1 0 + 
PC 0.903 0.838 0.757 0.292 0.292 0.143 0.453 1 + 
SI 0.823 0.62 0.7 0.602 0.248 0.303 0.346 0.238 + 
Table 4. Assessment of reflective measurement model (Russian University)5 
 pj α АVE 
Correlations of among Constructs (ψ2ij) F-L 
AI CSC EC IAL PC  
AI 0.91 0.861 0.71  0 0 0 0 + 
CSC 0.926 0.841 0.863 0.338 1 0 0 0 + 
EC 0.907 0.864 0.71 0.213 0.631 1 0 0 + 
IAL 0.852 0.783 0.54 0.377 0.385 0.255 1 0 + 
PC 0.892 0.831 0.735 0.263 0.178 0.06 0.394 1 + 
SI 0.804 0.61 0.673 0.321 0.222 0.262 0.427 0.208 + 
4. Results  
The primary evaluation criteria for the structural model are the endogenous variables’ 
determination coefficients (R2) and the level and significance of the path coefficients. 
Because the goal of the prediction-oriented PLS-SEM approach is to explain the endogenous 
latent variables’ variance, the key target constructs’ level of R2 should be high. However, the 
judgment of what R2 level is high depends on the specific research discipline. R2 results of 
0.20 are considered high in disciplines such as consumer behavior (Hair et al., 2011; Vinzi, 
 
6 AI = “Academic Integration”; CSC = “Commitment to the study course”; EC = “Emotional Commitment"; 
IAL = “Intention to Alumni Loyalty”; PC = “Predisposition to Charity”; SI = “Social Integration.” α – 
Cronbach’s Alpha;   “F-L” refers to Fornell-Larcker-Criterion; AVE – Average variance extracted. pj – 
Composite reliability developed by Werts et al. (1974) is a measure of internal consistency and is calculated as 
follows:  
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i , F , ii , are the factor loading, factor variance, and unique/error 
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2010). As it was mentioned earlier, alumni behavior could be considered as consumer 
behavior. Therefore, in our research R2 results above 0.20 refers to the suggested threshold 
value. Obtained results fulfill this condition in both cases (Table 4, 5).  
Bootstrapping (5,000 samples) was applied to determine the empirical t-value 
whereby we can assess the path coefficients’ significance. In order to assess as exogenous 
construct’s contribution to an endogenous latent variables’ R2, we calculated the effect size 
(f²), which is similar to traditional partial F-tests. Contrary to the F-test, the effect size f² does 
not refer to the sample at all, but to the basic population of the analysis, therefore no degrees 
of freedom need be considered. f² of 0.02, 0.15, and 0.35 indicates weak, medium, or large 
effects, respectively (Cohen, 1988; Cohen et al., 2003). As we can see from the obtain data, 
for the German university, the influences of the “academic integration”(AI) on the 
“commitment to the study course”(CSC), H4 (fAI→CSC = 0.017), and the “social integration” 
on the “emotional commitment”, H5 (fSI→EC = 0.015), were not statistically significant (Table 
5). Moreover, t-values for these causal paths, H4 (tAI→CSC = 0.211) and H5 (tSI→EC = 0.195), 
performed by using bootstrapping algorithm, were lower threshold value (< 1.65). Therefore, 
appropriate hypotheses, H4 and H5, were not confirmed for German university and have to 
be rejected.  In case of the Russian university, the influence of six factors on the “intention to 
alumni loyalty” can be considered as statistically significant (Table 6). H3b hypothesis was 
not confirmed for the Russian university and, thus, have to be refused (fEC→IAL = 0.015; 
tEC→IAL = 0.067).  
Table 5. Assessment of structural model (German university)7 
 R2  Q2 
 Effect size (f) 
 AI  BAA  CSC   EC   PQ  IQ  CQ   PC   SI  
CSC  0.49   0.005 0.017        0.545  0.054 0.164    
EC  0.66   0.23         0.509  0.154 0.276     -0.015  
IAL  0.41   0.038 0.135  0.235  0.082  0.341     0.346  0.061  
TABLE 6 Assessment of structural model (Russian university)6 
 R2  Q2 
 Effect size (f) 
 AI  BAA  CSC   EC   PQ  IQ  CQ   PC   SI  
CSC  0.38   0.072 0.163       0.208  -0.057 0.434    
EC  0.3   0.148       -0.058   0.284 0.347    0.055  
IAL  0.42   0.046 0.177  0.236  0.223  0.007    0.23  0.211  0.257  
The predictive relevance of the model was tested by means of the Stone-Geisser test 
(Geisser, 1975; Stone, 1975; Chin, 1998; Chin, 2010). Stone-Geisser criterion Q2 was obtained 
by using a blindfolding procedure (Hair et al., 2011; Goetz, 2010). For a detailed description of 
the Stone-Geisser test criterion, see Fornell & Cha (1994, pp. 71–73). In our model, Q² is 
always positive (Q² > 0.00), which postulates that the exogenous constructs (AI, SI, BAA, PQ, 
 
7 CSC = “Commitment to the study course”; EC = “Emotional Commitment"; IAL = “Intention to Alumni 
Loyalty”; AI = “Academic Integration”; BAA = “Benefits of Alumni Association”; PQ = “Physical Quality”;  
IQ = “Interactive Quality”; CQ = “Corporative Quality”; PC = “Predisposition to Charity”; SI = “Social 
Integration”; R2 – coefficient of determination; Q2 - Stone-Geisser test criterion. Non-significant values are 
printed in italics 
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IQ, CQ, PC) have predictive relevance for the endogenous construct under consideration (CSC, 
EC, IAL).  
In both sample level of benefits from alumni association (German university: path 
coefficient (β) = 0.24, t = 2.525; Russian university: β = 0.24, t = 2.948) and predisposition to 
charity (German university: β = 0.35, t = 3.635; Russian university: β = 0.21, t = 3.401) has 
the strong direct impact on loyalty. Therefore, H1 and H2 are supported for both 
Universities.  
Although “commitment to the study course”, “academic integration” and “social 
integration” have a positive impact on “intention to alumni loyalty” in the Russian university 
(βCSC→IAL = 0.22, tCSC→IAL = 2.259; βAI→IAL = 0.14, tAI→IAL = 1.681; βSI→IAL = 0.26, tSI→IAL = 
3.507), they do not significantly influence on “intention to alumni loyalty” in the German 
university (βCSC→IAL = 0.08, tCSC→IAL = 0.539; βAI→IAL = 0.14, tAI→IAL = 0.942; βSI→IAL = 0.07, 
tSI→IAL = 0.397). Consequently, H3a, H6a, and H6b are proved for Russian students but are 
not asserted for German ones. 
The “emotional commitment” has positive impact on intention to loyalty for the 
German sample (German university: βEC→IAL = 0.34, tEC→IAL = 2.477), but do not significantly 
influence the Russian sample (Russian university: βEC→IAL = 0.007, tEC→IAL = 0.067). 
Therefore, H3b is supported only for German university. 
Regarding the second-order factors, “physical quality” and “corporative quality” have 
a positive impact on “commitment to the study course” for both Universities (German 
university: βPQ→CSC = 0.55, tPQ→CSC = 5.375; βCQ→CSC = 0.16, tCQ→CSC = 1.682; Russian 
university: βPQ→CSC = 0.21, tPQ→CSC = 2.115; βCQ→CSC = 0.43, tCQ→CSC = 5.069). The 
“interactive quality” and “corporative quality” have a powerful and positive influence on 
“emotional commitment” also in both cases (German university: βIQ→EC = 0.15, tIQ→EC = 
2.147; βCQ→EC = 0.28, tCQ→EC = 2.693; Russian university: βIQ→EC = 0.28, tIQ→EC = 2.115; 
βCQ→EC = 0.35, tCQ→EC = 3.048). Therefore, we could provide solid support for H7a, H7c, 
H8b, and H8c. However “physical quality” has positive and powerful influence on 
“emotional commitment” only in case of German university (German university: βPQ→EC = 
0.51, tPQ→EC = 4.864; Russian university: βPQ→EC = 0.06, tPQ→EC = 0.421). H8a was proved 
only for German university. 
The “interactive quality” has no significant influence on “commitment to the study 
course” in both cases (German university: βIQ→CSC = 0.05, tIQ→CSC = 0.539; Russian university: 
βIQ→CSC = 0.06, tIQ→CSC = 0.686); which forces us to reject H7b. In addition, social integration 
does not have a strong effect on “emotional commitment” in both Universities (German 
sample: βSI→EC = 0.015, tSI→EC = 0.194; Russian one: βSI→EC = 0.06, tSI→EC = 0.624). H5 has to 
be also refused. 
Academic integration has a significant influence on “commitment to the study course” 
in the Russian sample (βAI→CSC = 0.16, tAI→CSC = 2.349), but does not have desirable effect in 
German one (βAI→CSC = 0.02, tAI→CSC = 0.211). Therefore, H4 is supported by Russian sample 
but has to be rejected for German one.  
Table 7 performs the total 8 Hypotheses per model. 
The Figure 3 and 4 show the paths of influence between remaining variables in 
obtained IAL-model for German and Russian sample, respectively. In particular the figures 
demonstrate path coefficients, weigh loadings for formative constructs and out loadings for 
reflective constructs. The dashed line shows unconfirmed relations between variables which 
correspond to proposed hypotheses.  
Reporting of a model comparison results will enable us to tell a more interesting and 
richer story. Otherwise we only present a new model that has not been proven to be a “better” 
model. In order to validate that IAL – model has a better fit than the single models we have to 
compare coefficients of determination (R2).  
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Table 8 and Table 9 demonstrate the model comparison between the IAL – model and 
the single models. Each single model includes the mean key factors from the “partial” 
models. Thus, „Quality model” consists of three dimensions of the “perceived services 
quality (the “Physical Quality”, “Interactive Quality” and “Corporative Quality”) which are 
corresponding to the services marketing approach. “Integration Model” contains key factors 
from the Theoretical Model of Dropout Behavior (Tinto, 1975) such as the “academic” and 
“social” integrations. “Commitment model” includes the “emotional commitment” and the 
“commitment to the study course”. “Benefit model” comprises of the “benefits of alumni 
association”, which is a main factor of the “Rational Model” (Holtschmidt & Priller, 2003) 
and refers to an approach of microeconomics. “Charity model” is composed of the 
“Predisposition to Charity”, the factor from the “Philanthropic effects model” (Brady et al., 
2002) corresponding to an approach of “charitable giving literature”.  
Table 7. Hypotheses overview8 
H Endogenous latent 
variable 
Exogenous latent 
variable 
   German university Russian university 
β t-value H β t-value H 
H1 IAL BAA 0.24 2.525 ✓ 0.24 2.948 ✓ 
H2 PC 0.35 3.635 ✓ 0.21   3.401 ✓ 
H3a CSC 0.08 0.539  0.22 2.259 ✓ 
H3b EC 0.34 2.477 ✓ 0.007 0.067  
H6a AI 0.14 0.942  0.15 1.681 ✓ 
H6b SI 0.07 0.397  0.26 3.507 ✓ 
H4 
CSC 
AI 0.02 0.211  0.16 2.349 ✓ 
H7a PQ 0.55 5.375 ✓ 0.21 2.115 ✓ 
H7b IQ 0.05 0.539  0.06 0.686  
H7c CQ 0.16 1.682 ✓ 0.43 5.069 ✓ 
H5 
EC 
SI 0.02 0.194  0.06 0.624  
H8a PQ 0.51 4.864 ✓ 0.06 0.421  
H8b IQ 0.15 2.147 ✓ 0.28 2.901 ✓ 
H8c CQ 0.28 2.693 ✓ 0.35 3.048 ✓ 
The obtained results show that R2 of the IAL – model is higher in comparison with R2 
of “single” models. Therefore, we could conclude that the IAL – model has a better fit in 
term of explaining factors that influence intention to the alumni loyalty. 
 
 
8 IAL = “Intention to Alumni Loyalty; CSC = “Commitment to the study course”; EC = “Emotional 
Commitment”; BAA = “Benefits of Alumni Association”; PC = “Predisposition to Charity”; AI = “Academic 
Integration”; SI = “Social Integration”; PQ = “Physical Quality”; IQ = “Interactive Quality”; CQ = “Corporative 
Quality.” H – hypothesis; β – path coefficient. Those hypotheses, either supported or rejected in both Universities, 
are shown in bold style. Non-significant values are printed in italics 
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Table 8. Model comparison (German university)9 
Predictor Quality 
Model 
 Integration 
Model 
 Commitment 
Model 
 Benefit 
Model 
 Charity 
Model 
 Full 
Model 
 β  β  β  β  β  β 
Physical Quality of 
Services 
.29 *          .51 * 
Interactive Quality .14 *          .15 * 
Corporative Quality .16 *          .28 * 
Academic Integration   .19 *        .14 * 
Social Integration   .29 *        .07 * 
Commitment to the 
Study Course 
    .04 *      .08 * 
Emotional 
Commitment 
    .43      .34 * 
Benefits of Alumni 
Association 
      .33 *    .24 * 
Predisposition to 
Charity 
          .45 *  .35 * 
R² .25  .18  .21  .11    .21   .41 
Table 9. Model comparison (Russian university)8 
Predictor Quality 
Model 
 Integration 
Model 
 Commitment 
Model 
 Benefit 
Model 
 Charity 
Model 
 Full 
Model 
 β  β  β  β  β  β 
Physical Quality of 
Services 
.35 *          .21 * 
Interactive Quality .21 *          .06 * 
Corporative Quality .1          .43 * 
Academic Integration   .28 *        .14 * 
Social Integration   .34 *        .26 * 
Commitment to the Study 
Course 
    .41 *      .08 * 
Emotional Commitment     .03      .22 * 
Benefits of Alumni 
Association 
      .37 *    .01 * 
Predisposition to Charity           .4 *  .21 * 
R² .3  .26  .18  .14  .16  .42 
5. Conclusion 
The results of the structural equation modelling procedure clearly demonstrate that a 
close relationship exists between benefits, offered by the alumni association, and the degree 
of loyalty displayed by alumni towards their educational institution. A second strong 
determinant of loyalty is a predisposition to charity. This is true for students from both 
German and Russian universities. Dimensions of the perceived quality of services have 
indirect, but also highly significant effect on Russian and German students. Basically, we can 
 
9 R² – coefficient of determination; β – path coefficient 
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draw out three main alternative strategic approaches which may be applied in both German 
and Russian universities in order to increase the level of alumni loyalty: benefits-based, 
quality-based, predisposition-to- charity-based management. 
Benefits-based strategy. The obtained results revealed that increasing communication 
and contact between alumni and current students might significantly increase the alumni 
loyalty. For example, institutions could use their official website to connect students to 
professional networks and provide guidance from existing alumni on how to progress with 
their career. Moreover, the lectures and meeting with alumni could lead to meaningful 
discussions between students and alumni, in which alumni could consult students about 
career opportunities going forward. Universities also could provide in-depth information 
about alumni as well as talking extensively about the active role that alumni play within the 
university community (e.g., financial and volunteering support), whereby students could 
became familiar with the concept of “giving back” and could, upon graduation, become more 
involved in alumni organizations. Having maintained friendly relations with distinguished 
alumni, student could more plausibly realize the connection between “alumni-university” and 
“professional success”. Therefore, the alumni-students connection provided by university is 
crucial in term of loyalty and future contribution. 
Predisposition to charity-based strategy. The philanthropic variable is also a key 
determinant of intention to alumni loyalty. This finding indicates that loyalty in terms of 
financial and volunteering behavior may be driven not only by value of intangible 
motivations, but also by a donor’s philanthropic history. Therefore, universities should take 
this fact into consideration in building its alumni management system.  
Quality-based strategy. The results confirmed that the physical quality dimension 
(quality of library services (e.g., availability of educational materials, teaching and learning 
facilities, variety of courses offered for the major), the interactive quality (quality of 
academic staff consultations and support during the study, availability of the academic staff, 
unbiased and objective system of knowledge evaluation, test fairness and etc.) and 
corporative quality (applicability of the obtained knowledge in science, university reputation 
and recognition; value of education for future professional activities) play important role in 
increasing alumni loyalty.  
Although previous researchers show that economical commitment is a major factor in 
determining loyalty (Hennig-Thurau et al., 2001; Hoffmann & Mueller, 2008) the study did 
not demonstrate the significant impact for the Russian university. The explanation for why 
we have got this result might be the fact, that emotional commitment is influenced by both 
the characteristics of the individual (e.g., family background, ability, goal commitment, 
value, course, major and year of study, tuition fee, awareness about alumni association) and 
the characteristics of his university environment (e.g., size, quality, commitment of the 
institution’s staff and culture). (Tinto, 1975) 
For Russian students’ integration-based strategy could also enhance loyalty. The 
obtained results show that universities should support students’ integration into the 
institution’s academic and social life. The authors elicited the facts, that communications with 
teachers, contacts with fellow students, as well as taking active part in a university committee 
work, extra academic courses or events, attending students’ academic groups and being 
involved into student organization have a significant influence on alumni loyalty. Therefore, 
universities should look into creating a healthy academic environment between students and 
professional teaching staff. It would also be helpful to organize more academic meetings and 
cultural events in which teachers and alumni could talk about the concept of alumni 
association and alumni management and motivate students to take part in various university 
activities.  
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In addition, for Russian students, the commitment to the study course-based strategy 
could play a major role. Therefore, providing more information about study course and 
demonstrating professional success that students could have after graduation might 
significantly impact of intention to alumni loyalty.  
In contrast, for German students the emotional commitment is a significant 
determinant of alumni loyalty. Thus, providing more information about university 
achievement could enhance university pride and consequently strengthen emotional 
commitment.  
These differences could be explained by Hofstede’s cultural dimensions theory 
(Hofstede, 2001). According to this theory, Russian society is described as team spirit so-
called collective society, and German society is known to be an individualistic society. In 
individualistic societies, the stress is put on personal achievements and individual rights. 
People are expected to stand up for themselves and their immediate family, and to choose 
their own affiliations. In contrast, in collectivist societies, individuals act predominantly as 
members of a lifelong and cohesive group or organization. 
The goal of our study was to establish a structural framework of the universal 
econometrical integrative model which includes various pathways. Each pathway consists of 
key factors (or constructs) directly or indirectly influencing alumni loyalty. The study shows 
that there are cultural differences in how these key factors affect alumni loyalty. 
In conclusion, we could say that the proposed IAL – model could allow higher 
education institutions to coordinate their effects in a more organized and meaningful way in 
order to increase alumni loyalty. Since each university is a unique organization, it makes it 
impossible to provide ‘ready-made’ solutions. Therefore, each university should have its own 
alumni program. We do, however, strongly believe that key success factors and common 
recommendations included into the IAL – model are applicable for most universities. 
6. Limitations 
Reviewed literature demonstrates that key factors that influence alumni loyalty differ 
depending on the course of study (Hennig-Thurau et al., 2001; Holmes, 2009). Our sample 
includes German and Russian students, attending the courses in the field of Economics. 
Therefore, the proposed IAL – model should be tested on students from different courses in 
order to identify the differences of crucial factors influencing alumni loyalty.  
In addition, the study shows that there are cross-national differences in term of 
obtaining key factors which significantly influence intention to the alumni loyalty. As the 
sample includes only two countries (students from only German and Russian universities 
were surveyed), there needs to be more research in order to test the validity of the  IAL – 
model in other countries, for example, in the United States. The universities included in this 
study were public institutes of higher education; hence the results may differ for private 
universities.  
The validity of the IAL – model was tested on current students, whereby the authors 
could identify the factors that influence the intention to alumni loyalty. In order to verify the 
scientific prognosis of the proposed model, the authors should examine the IAL – model by 
conducting the questioner among the same students after they graduate from their universities 
and became alumni. The authors hope that by engaging in more diverse and detailed research, 
further advances could be made in the area of alumni loyalty.  
From a methodological point of view, the variance-based approach of SEM applied in 
this study is sometimes considered as less strong when it comes to theory testing (due to the 
bootstrapping procedure and the lack of global indices of fit). Hence, it is advisable to rerun 
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our model in future studies with larger sample sizes and the covariance-based SEM approach. 
Moreover, further studies could employ longitudinal designs to survey individuals during 
their studies and the same individuals later in their role as alumni. In this way, it could be 
tested how the motivation to support the alma mater develops.  
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Appendix A. List of Indicators  
 Construct Items Measure Parameters  
Germany Russia 
Physical 
quality 
Organization and 
structure of major 
Quality of library service (e.g., availability of educational materials) 0.47* 0.6* 
Courses Variety Variety of courses offered for your major (refers to the teaching on offer) 0.61* 0.52* 
Library Service 
Quality  
Organization and structure of your major (e.g., the curriculum) 0.22* 0.21* 
Interactive 
quality 
Academic Staff 
Support  
Quality of academic staff consultations and support during the study  0.44* 0.69* 
Knowledge 
Evaluation 
Examinations (unbiased and objective system of knowledge evaluation, test 
fairness and etc.) 
0.52* 0.26* 
Academic Staff 
Availability 
Availability of the academic staff  
0.22* 
 
0.25* 
Corporative 
quality 
Scientific Utility of 
Knowledge 
Applicability of the obtained knowledge in science (the utility of knowledge in 
scientific terms) 
0.27* 0.22* 
Knowledge 
Applicability 
Applicability of the obtained knowledge for work activities  0.55* 0.47* 
University Reputation 
for Career 
Importance of the university reputation to build a successful career  0.52* 0.52* 
Benefits if 
Alumni 
Association 
Consultations with 
Alumni 
Consultations with alumni about future carrier in the form of workshops and/or 
individual interviews 
0.98* 0.51* 
Contacts with Alumni 
 
 
 
Providing contact with alumni (e.g., organization of the online communication 
between students and alumni). 
0.1* 0.7* 
28 
 Construct Items Measure Parameters  
Germany Russia 
Academic 
integration 
Student Academic 
Groups Membership 
I am a regular member of student academic groups in My University 0.71* 0.82* 
Committee Work I take an active part at university committee work 0.83* 0.87* 
Student Organizations I regularly take an active part in a student’s organizations 0.77* 0.9* 
Academic Courses or 
Events 
I regularly take part in extra academic courses or events 0.78* 0.77* 
Social 
integration 
Contact with Fellow 
Students 
I always have intensive contact with my fellow students. 0.84* 0.78* 
Communication with 
Teachers 
I often communicate with the teachers personally 0.84* 0.86* 
University-related 
Leisure Activities 
I regularly take part in university-related leisure activities, such as sport or fairs. 0.54 0.4 
Commitment 
to study course 
Same Course  
Re-Choice 
If I was faced with the same choice again, I would still choose the same course 0.88* 0.93* 
Intention to Course 
Recommendation 
I would recommend my course to someone else 0.91* 0.93* 
News about 
Education 
I follow with great interest the news about My field of education 0.47 0.6 
Emotion 
commitment 
Same University Re-
Choice 
If I was faced with the same choice again, I would still choose the same University 0.84* 0.83* 
University Comfort I feel very comfortable in My University 0.92* 0.9* 
Faculty Comfort I feel very comfortable in my faculty 0.91* 0.81* 
Proud of University  I am proud to be able to study in My University  0.82* 0.83* 
Viva Voce I always say something good about education at my faculty to friends and relatives 0.67 0.63 
29 
 Construct Items Measure Parameters  
Germany Russia 
Predisposition 
to charity 
Family in Charity My parents would like to see every member of the family involved in charity 0.94* 0.91* 
Attitude to Charity I believe my parents would be disappointed if I did not express interest in charity 0.84* 0.88* 
Parents’ Charity 
Activities 
My parents do charity activities  0.82* 0.78* 
Intention to 
alumni loyalty 
Alumni Association 
Membership 
Intention 
After graduation I would like to become a member of the Alumni Association   0.73* 0.75* 
Information 
Receiving 
After graduation I would like to receive information about My University 0.72* 0.75* 
Keep in Touch with 
Department 
I would like to keep in touch with my department (faculty) after graduation 0.71* 0.71* 
Financial Support 
Intention 
I would like to provide financial support for My University after graduation 0.84* 0.74* 
Volunteer Support 
Intention 
I would like to provide volunteer support for My University after graduation 0.81* 0.73* 
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Lilia Iskhakova 
Gender moderation effect in the alumni loyalty context1 
Abstract 
Alumni loyalty plays an essential role in ensuring university growth, profitability, and 
competitiveness. Managers around the world attempt to enhance alumni loyalty by 
implementing suitable programs based on their understanding of the key factors influencing 
the desired alumni behavior. Female and male loyalty can be driven by different motives. 
Therefore, insight regarding gender differences is crucial for the university administration to 
develop effective loyalty strategies. The current study extends the integrative alumni loyalty 
model, by developing original hypotheses regarding a gender moderation effect. The 
proposed model is validated using a structural equation modeling approach, mediation 
analysis, multi-group evaluation, and an importance-performance matrix analysis. Data from 
516 Russian undergraduates revealed that a benefits-based strategy is crucial for increasing 
both feminine and masculine loyalties. Likewise, a social integration strategy (via 
communication policy) can help to establish a successful female loyalty program. In contrast, 
predisposition to charity-based strategy and a corporate quality approach (via reputation 
management) are essential for effective male loyalty campaigns. The findings provide 
actionable and powerful insights for managers and can help to implement an effective, 
pragmatic plan to enhance alumni loyalty rates among female and male alumni.  
Keywords: customer loyalty, gender, alumni loyalty (AL), intention to alumni loyalty (IAL), 
loyalty programs.  
1. Introduction 
Alumni loyalty (AL) has begun to play a critical role in the higher education market 
(Helgesen & Nesset, 2007a, p. 39; McDearmon & Shirley, 2009, p. 83; Moore & Bowden-
Everson, 2012, p. 65; Thomas, 2011, p. 183). The increasing importance of this phenomenon 
could be attributed to the convergence of the following factors: globalization, inflation, 
changes in overall economic climate, government funding reductions, and a decrease in 
overall student enrollment (Giner & Rillo, 2015, p. 257; Helgesen & Nesset, 2007b, p. 126; 
Iskhakova, Hilbert, & Hoffmann, 2016, p. 129; Lin & Tsai, 2008, p. 397; Mora & Vidal, 
2005, p. 74). As a result, universities are forced to search for new sources of support 
(Holmes, 2009, p. 18; Terry & Macy, 2007, p. 14; Weerts & Ronca, 2008, p. 275). Numerical 
studies claim that graduates can provide both material and nonmaterial assistance to their 
alma maters, thereby enhancing competitiveness, profitability, and the overall success of 
universities (Bass, Gordon, & Kim, 2013, p. 3; Hoffmann & Mueller, 2008, p. 571; Lin & 
Tsai, 2008; Mansori, Vaz, & Ismail, 2014). Indeed, alumni can make financial gifts; help to 
recruit new students; provide career advice and job placement for new graduates, and support 
different organizational events (e.g., Goolamally & Latif, 2014; Helen & Ho, 2011; Weerts & 
Ronca, 2008). Furthermore, professional and personal connections held by alumni “can open 
doors to the legislature and governor’s office” (Weerts & Ronca, 2007, p. 21). Nevertheless, 
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2 
to obtain these desirable alumni contributions, higher education providers must keep alumni 
loyal to them (e.g., Helen & Ho, 2011; Hennig-Thurau, Langer, & Hansen, 2001; Mansori et 
al., 2014, p. 59). This motivates managers around the world, who are starting to view AL 
enhancement as a primary area of university concern and a tool to help universities survive in 
the extremely competitive and increasingly globalized education market (Moore & Bowden-
Everson, 2012; Nesset & Helgesen, 2009, p. 327; Phadke, 2011).   
To form lifelong relationships with alumni, university administrators need to establish 
well-planned alumni relation strategies based on the main factors influencing AL (Hennig-
Thurau et al., 2001). Therefore, managers must be aware of key drivers of AL and their 
relative importance (e.g., Helgesen & Nesset, 2007b; Rojas-Méndez, Vasquez-Parraga, Kara, 
& Cerda-Urrutia, 2009, p. 21). Rigorous analysis of the relevant scientific literature revealed 
the following five main antecedents of AL: 1) university service quality, 2) integration, 3) 
commitment, 4) predisposition to charity, and 5) benefits of the alumni association 
(Iskhakova et al., 2016, pp. 134, 142; Iskhakova, Hoffmann, & Hilbert, 2017, p. 294).  
Significant progress could be achieved in the AL research if the circumstances under 
which the relationships between AL and its antecedents are extremely weak or extremely 
strong are identified (Fassott, Henseler, & Coelho, 2016). “Research questions of the latter 
type rely on the identification and quantification of moderating effects” (Vinzi, Chin, 
Henseler, & Wang, 2009, p. 716). Thus, it is unclear to what extent alumni response to the 
incentives depends on the personal characteristics of graduates, in particular, on alumni 
gender (Melnyk & van Osselaer, 2012, p. 546).2 If female and male graduates respond 
differently to action aimed at enhancing AL, they may require different strategic approaches 
(Melnyk, van Osselaer, 2012, p. 546; Stan, 2015, p. 1593). Hence, knowledge of gender 
differences in the success factors of AL would enable managers to allocate limited university 
resources in a more meaningful and organized way while developing AL programs (Frank, 
Enkawa, & Schvaneveldt, 2014; Stan, 2015, p. 1593). As a result, insights regarding gender 
differences can be crucial for university administration (Okunade, 1996, p. 222).  
Due to the importance of AL and the potential for gender to impact it, several studies 
have been conducted in this area (e.g., Bruggink & Siddiqui, 1995; Clotfelter, 2001; Holmes, 
2009; Marr, Mullin, & Siegfried, 2005; Monks, 2003). However, my analysis of these papers 
identified the following peculiarities:  
First, the latter cases obtained contradictory mixed results regarding gender. Although 
the influence of gender on alumni contribution has been analyzed for more than two decades, 
there is no consensus as to whether loyalty towards one’s alma mater is stronger for female or 
male alumni (Clotfelter, 2001; Monks, 2003). The majority of studies found no differences in 
average contributions across gender (e.g., Clotfelter, 2003; Marr et al., 2005, pp. 134, 139; 
Monks, 2003, p. 124; Wunnava & Lauze, 2001). However, Eckel and Grossman (1998, p. 
733), Bruggink and Siddiqui (1995, p. 57) as well as Holmes (2009, pp. 18, 26) point out that 
females are likely to make more generous charitable contributions than males. In contrast, 
Okunade (1996, p. 222), Wunnava and Okunade (2013, p. 770), and Clotfelter (2001, p. 129) 
argue that male alumni donate significantly more than females. Belfield and Beney (2000) 
also stressed that “women have a higher probability of giving, but they are likely to give less” 
compared to men (p.74). Hence, there is a need for further examination of this aspect of 
alumni loyalty research.  
Second, the papers defined AL as alumni financial contribution, and therefore 
investigated the influence of gender on only one part of AL; namely, alumni giving (e.g., 
Wunnava & Okunade, 2013, p. 770; Marr et al., 2005, p. 134). However, this phenomenon 
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(i.e., AL) should be viewed as a composite of material aspects such as alumni giving, 
repurchase behavior, and alumni association membership and non-material ones, such as 
volunteer support (Iskhakova et al., 2017, pp. 301, 302). Consequently, no data are available 
for the examination of gender’s impact on the entire alumni loyalty construct.  
Finally, the major drawback of the previous studies is that they neglected to 
investigate a potential moderation effect of gender on the relationship between AL and its 
determinants. Thus, due to the practical importance of gender-specific marketing, 
understanding the gender differences in the success factors driving AL can provide valuable 
insights for managers (Frank et al., 2014, p. 172; Putrevu, 2001). Indeed, knowledge of 
gender-related differences in AL formation would allow the university to optimize female 
and male alumni loyalty with different strategies and, therefore, to perform management 
activities more efficiently (e.g., Melnyk & van Osselaer, 2012, p. 546; Stan, 2015, p. 1593). 
Therefore, it is essential to analyze a moderation effect of gender in the AL context (Frank et 
al., 2014, p. 171).  
This study seeks to address the research gaps mentioned above and to generate 
knowledge regarding this managerially relevant topic. To achieve this goal, the following 
research questions will be discussed: 
RQ1. Are females more loyal alumni to their alma maters than males? 
RQ2. How do gender differences influence the relationships between alumni loyalty 
and its antecedents?  
To answer these questions, the study extends the Integrative alumni loyalty model (IAL 
model) by developing original hypotheses regarding a moderating effect of gender on the 
relationships between AL and its predecessors (Iskhakova et al., 2016, p. 142). The IAL model 
is applied in this research as it includes key factors influencing AL and contains a more 
comprehensive measure of the AL construct (Iskhakova et al., 2017, pp. 294, 302). In the 
current study, the extended IAL model is empirically tested using a structural equation 
modeling approach, measurement invariance technique, mediation analysis, and a multi-group 
comparison. To identify the most relevant areas for managerial improvement, an importance-
performance matrix analysis (IPMA) is employed (Hair, Hult, Ringle, & Sarstedt, 2016).  
Despite a growing number of investigations in the field of AL (Iskhakova et al., 2017, 
p. 292), “previous studies are limited by their strong U.S. and European orientations” (Zhang, 
van Doorn, & Leeflang, 2014, p. 284). Nevertheless, research into Western alumni may not 
necessarily predict the behavior of Eastern graduates (Lin & Tsai, 2008, p. 411). For 
example, in Western cultures, alumni tend to prefer a loyalty program with individualistic 
appeals, symbolizing personal achievements and rights, but graduates from Eastern cultures 
generally favor a loyalty campaign with collectivistic appeals, signifying a sense of 
community and relationship values (Iskhakova et al., 2016, p. 154; Hofstede, 2011, p.12). 
Therefore, the validity of applying AL programs developed in Western universities to Eastern 
ones is questionable (Lin & Tsai, 2008, p. 411). Moreover, many multinational organizations 
“have not reached their projected growth levels in Eastern countries, largely because their 
marketing strategy failed to adapt to local market conditions” (Zhang et al., 2014, p. 284). 
Considering the impact of Eastern Europe countries on higher education in the global, 
multinational marketplace, there is a clear need for research on AL in those areas (Crosier, 
Parveva, & Unesco, 2013; Gänzle, Meister, & King, 2009, p. 535; Vallaster, von Wallpach, 
& Zenker, 2017, p. 2; Iskhakova et al., 2016, p. 143). The current study focuses on one 
emerging Eastern European market, Russia. The latter country was selected, because 
although it has been a “politically and economically important player in the past centuries,” 
(Hoffmann, Mai, & Smirnova, 2011, p. 236) it has “seldom been the subject of investigation” 
in consumer research (Soyez, Hoffmann, Wünschmann, & Gelbrich, 2009, p. 222). 
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Moreover, Russian universities suffer from extremely limited financial support and thus, 
implementing effective alumni loyalty campaigns can be highly beneficial for the Russian 
higher education system (Iskhakova et al., 2016, p. 143). Consequently, this study comprises 
male and female students from the one leading Russian university. 
This paper follows “the modern, politically correct trend in the English language of 
distinguishing between sex and gender,” according to which sex refers to biological 
functions, while gender is determined by the social or cultural distinctions attributed to 
females and males (Hofstede, 2001, p. 280). Gender is treated as a binary construct. This 
choice was justified by the political peculiarities and social norms of Eastern Europe 
countries. Thus, the Russian federal law “for the Purpose of Protecting Children from 
Information Advocating for a Denial of Traditional Family Values” prescribes penalties for 
distribution of information about non-traditional sexual relationships and gender variance.3 
Hence, it was impossible to collect data regarding non-binary student status in Russian 
universities. Please look at Beemyn (2015), Hafford-Letchfield, Pezzella, Cole, and Manning 
(2017), Rankin and Beemyn (2012) to find out more about gender-nonconforming students. 
The relevance of this study is related to the necessity to identify whether university 
administration should take into account gender differences while implementing an AL 
program aimed at increasing alumni loyalty rates and obtaining desired alumni support. 
Based on the key success factors achieved in this study, university administrators could 
perform targeted actions to manage their interactions with female and male alumni and 
procure the desired contributions from them. This study paints a more complete picture of the 
mechanisms triggering AL. 
The rest of the article proceeds as follows. The paper first presents the theoretical 
background and hypotheses. Next, the data and the methodology are discussed. Finally, the 
study concludes with a summary of results, a discussion, potential limitations, and 
suggestions for future research.  
2. Conceptual framework and hypotheses development 
2.1. Extending the integrative alumni loyalty model 
It is widely accepted that alumni are the direct customers of their alma maters 
(Casidy, 2014, p. 156; Douglas, McClelland, & Davies, 2008, p. 26; Hennig-Thurau et al., 
2001, p. 332; Nesset & Helgesen, 2009, p. 328). Hence, “the literature regarding customers is 
relevant in understanding institution’s relationships with alumni” (Nesset & Helgesen, 2009, 
p. 328). Graduates behavior “can certainly be studied from the perspective of consumer 
behavior” (Rojas-Méndez et al., 2009, p. 23). Paralleling the related concept of customer 
loyalty, AL is comprised of two closely related dimensions: behavior and attitude (e.g., 
Fernandes, Ross, & Meraj, 2013, p. 619; Hennig-Thurau et al., 2001, p. 333; Moore & 
Bowden-Everson, 2012, p. 69; Nurlida, 2015, p. 1391). According to Helen and Ho (2011), 
the behavioral component does not “give a comprehensive picture of loyalty” and, therefore, 
“should be supplemented with the attitudinal one to reflect relative attitudes towards the 
product or services” (p.3). Since attitudinal loyalty defines a desire of alumni to provide 
supportive behavior to a university, researchers extensively used this dimension as the main 
predictor of alumni contributions (Fernandes et al., 2013, p. 619; Helen & Ho, 2011, p. 3; 
Helgesen & Nesset, 2007a, p. 42). Therefore, this study focuses on investigation an 
attitudinal component of AL called the intention to alumni loyalty (IAL) (Iskhakova et al., 
2017, p. 302; Iskhakova et al., 2016, p. 138).  
 
3 “Russian ‘Anti-Gay’ Bill Passes With Overwhelming Majority.” RIA Novosti. Retrieved 12 September  2017. 
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Due to the high importance of AL, numerous econometric models are produced each 
year (Iskhakova et al., 2017, pp. 286–290, 299). However, one of them is worthy of particular 
attention. This model is proposed by Iskhakova et al. (2016, p. 142); the integrative model of 
alumni loyalty (IAL model). The IAL model presents the IAL construct as being shaped 
mainly by five factors that universities can steer using marketing activities. Specifically, these 
success drivers are (1) perceived service quality, which is comprised of physical, interactive, 
and corporate attributes; (2) student’s commitment, which consists of emotional dedication 
and commitment to the study course, (3) academic and social integration; (4) predisposition 
to charity, and (5) benefits of the alumni association. Iskhakova et al. (2016) claim that 
emotional commitment mediates the relationship between social integration and the IAL, 
while commitment to the study course serves as a partial mediator between academic 
integration and the IAL. In the IAL model, there is an indirect effect of perceived service 
quality on the IAL through both dimensions of commitment.  
The uniqueness of the IAL model lies in considering both material and non-material 
aspects of the IAL construct, which, unlike previous measures, enables scientists to 
investigate an attitudinal element of AL more comprehensively (Iskhakova et al., 2017, p. 
305). Besides, the IAL model draws from the range of the main theoretical approaches in the 
field of AL (i.e., microeconomics, charitable-giving literature, management, relationship 
marketing, and educational science), corresponding to the partial models and integrates them 
into a single framework (Iskhakova et al., 2017, p. 294; Mann, 2007, p. 39). Therefore, the 
causal path structure of the IAL model is relatively complete to identify critical factors, 
influencing the IAL (Hoffmann & Mueller, 2008, p. 575). The study carried out by Iskhakova 
et al. (2016) does not investigate moderation effect of gender on the IAL formation. 
However, since male and female loyalty “can be inspired by different motives,” the 
importance of key factors, impacting AL can differ depending on gender (Melnyk & van 
Osselaer, 2012, p. 546). To the best of author’s knowledge, there is no study which provides 
in-depth insight into moderation effects of gender on the relationship between alumni loyalty 
and its antecedents.  
Although the current study refers to the previous work (i.e., IAL model), the focus of 
this research is different. This paper attempts to address the lack of AL research regarding the 
moderating role of gender in the AL context. Specifically, the present article makes several 
significant contributions to the earlier study carried out by Iskhakova et al. (2016, p. 142).  
Thus, it contributes theoretically by developing original hypotheses and a theory of gender’s 
moderating effect on the formation of AL. The findings of this paper provide deeper insight 
into the mechanism of alumni-university interactions and can, therefore, assist researchers in 
the development of a more accurate conceptual model for the prediction and enhancement of 
AL. In addition, it contributes methodologically by using more significant samples of 
students from another discipline and a procedure of Hair, Hult, Ringle, and Sarstedt (2016, 
pp. 122, 139, 191) for a comprehensive assessment of PLS-SEM models. Finally, the study 
provides actionable and powerful insights for managers, because “data on gender is 
commonly available to them” (Melnyk & van Osselaer, 2012, p. 547). The study can help 
university administrators implement an effective, pragmatic plan to enhance total AL rates. 
The next section describes the influence of gender on the formation of alumni loyalty on a 
large scale.  
2.2. The Effect of Gender 
In contrast to AL research, the moderation effect of gender has been considerably 
investigated in the context of consumer loyalty (e.g., Frank et al., 2014; Melnyk, van 
Osselaer, & Bijmolt, 2009; Melnyk & van Osselaer, 2012; Stan, 2015). Multiple empirical 
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studies show that customer loyalty of males and females is different in nature (e.g., Sharma, 
Chen, & Luk, 2012; Stan, 2015). As a result, gender is “one of the demographic or 
socioeconomic variables that for years have [sic] been used for customer classification and 
product market segmentation” (Helgesen & Nesset, 2010, p. 115). An explanation for this 
could be that “females and males tend to have different attitudinal and behavioral 
orientations, partly from genetic makeup and partly from socialization experiences” 
(Helgesen & Nesset, 2010, p. 115). Melnyk et al., (2009, p. 93) demonstrated that, whereas 
male customers are comparatively more loyal to companies, female customers tend to be 
relatively more loyal to individuals. Babakus and Yavas (2008) also stressed that males are 
task-oriented and “primarily guided by societal norms that require control, mastery, and self-
efficacy to pursue self-centered goals,” while females are relationship-oriented and “guided 
by concerns for self and others and emphasize affiliation and harmonious relationships with 
others.” (p. 976). Since AL can be analyzed through the prism of customer loyalty “despite 
the peculiarity of this designation due to the nature of education” (Rojas-Méndez et al., 2009, 
p. 23), the evidence regarding gender differences in the customer loyalty context can also be 
applied in the AL field. Consequently, some antecedents of AL that are appreciated by one 
gender may be valued less or even backfire for the other gender (Frank et al., 2014, p. 171).  
According to Helen and Ho (2011) “the ability to provide superior benefits and value 
to customers is a prerequisite when establishing a relationship with customers” (p. 4). 
However, the impact of profits on loyalty might be different for female and male alumni 
(Meyers-Levy & Loken, 2015, p. 139). Males are usually less relationship-oriented, less 
emotional, and more task-focused than females (e.g., Frank et al., 2014, p. 175; Melnyk & 
van Osselaer, 2012, p. 548; Sharma et al., 2012; Stan, 2015, p. 1596). Such tendencies, 
“combined with men's greater emphasis on self-efficacy” (Babakus & Yavas, 2008, p. 976) 
“materialistic values and conspicuous consumption” (Meyers-Levy & Loken, 2015, p. 140), 
might lead them to focus on benefits of alumni association more than females. Therefore, 
H1: The influence of value of ‘benefits of alumni association’ on ‘intention to alumni 
loyalty’ is stronger for male than for female alumni. 
Family members, friends and “parents are an influential force in our lives” (Bekkers, 
2005, p. 2) that may cause a “greater propensity to make a charitable contribution[s]” 
(Iskhakova et al., 2016, p. 139). Indeed, early evidence in the economics literature pointed 
out that “parents may serve as a model for alumni donation behavior of their children” 
thereby cultivating a giving history in their family (Brady, Noble, Utter, & Smith, 2002, p. 
927). Moreover, parents can inculcate altruistic behavior not only by demonstrating their own 
charitable experience but also “by sending their children to clubs where they expect them to 
learn necessary skills” (Bekkers, 2005, p. 2). Moreover, Okunade (1993, p. 248) found a 
positive correlation between alumni who donate and the number of other donors the alumni 
know. “This type of influence on giving behavior is referred to as predisposition to charity” 
(Iskhakova et al., 2016, p. 139). 
Despite the relevance of this construct on forming altruistic behavior, no data are 
available so far regarding its importance for developing masculine and feminine alumni 
loyalty (Brady et al., 2002). Andreoni and Vesterlund (2001) claimed: “men are more likely 
to be either perfectly selfish or perfectly selfless, whereas females tend to be ‘equalitarians’ 
who prefer to share evenly” (p. 293). Likewise, females are more responsive to the need of 
charitable giving than males, due to their innate sense of empathy (Frank et al., 2014; 
Iacobucci & Ostrom, 1993; Meyers-Levy, 1988). Hence, “psychological evidence of gender 
differences provides grounds” to presume that male alumni may require an appropriate 
donor’s learning history to exhibit charitable behavior (Frank et al., 2014, p. 176). 
Consequently, the following hypothesis is derived: 
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H2: The impact of ‘predisposition to charity’ on ‘intention to alumni loyalty’ is 
stronger for male alumni than females.  
Commitment is widely considered as the critical factor in successful long-term 
relationships (de Macedo Bergamo et al., 2012, p. 32; Latif & Bahroom, 2014, p. 12; Morgan 
& Hunt, 1994, p. 22). In traditional education research on AL, this construct also plays a 
central role (e.g., Goolamally & Latif, 2014, p. 392). Based on the organizational behavior 
literature, scholars differentiate two aspects of commitment: affective (emotional) and 
cognitive (commitment to the study course) (e.g., Helen & Ho, 2011, p. 3; Hoffmann & 
Mueller, 2008, p. 578). In short, while ‘emotional commitment’ is perceived as a strong sense 
of personal identification and belonging to a university (Mael & Ashforth, 1992, p. 105), 
‘commitment to the study course’ arises from the cognitive evaluation of benefits and costs of 
relationships with university and, therefore, represents students’ bonding with their course of 
study (Hoffmann & Mueller, 2008, p. 579). Due to their different nature, these two aspects of 
commitment should be perceived as distinct constructs (Helen & Ho, 2011, pp. 3, 4).  
Several studies support the evidence that females show a higher tendency toward 
emotion and social affiliation than males (Babakus & Yavas, 2008, p. 976; Meyers-Levy & 
Loken, 2015, p. 135). Males are expected to be more assertive, autonomous, and pragmatic 
than females (Chiu, 2002, p. 270). Hence, female alumni may emphasize the emotional 
commitment more than males. Meanwhile, males may tend to focus on the cognitive 
component of engagement more than females. Therefore, it is hypothesized that: 
H3a: The relationship between the ‘commitment to study course’ and the ‘intention to 
alumni loyalty’ in male alumni is higher than in females. 
H3b: The relationship between the ‘emotional commitment’ and ‘intention to alumni 
loyalty’ in female alumni is greater than in males. 
The gender literature describes female behavior as communal (socially oriented), 
while male behavior is perceived to be agentic (i.e., task or goal-oriented) (e.g., Frank et al., 
2014, p. 176; Iacobucci & Ostrom, 1993, p. 261; Meyers-Levy, 1988, p. 522). Thus, there is a 
consensus among researchers that females focus more than males do on maintaining 
harmonious individual relationships (Frank et al., 2014, p. 175; Melnyk et al., 2009, p. 93). 
Based on the previous theoretical foundation, male alumni may consider study at the 
university as a needs-driven process and therefore pay attention to academic integration more 
than females (Babakus & Yavas, 2008, p. 976). At the same time, having “a strong desire for 
affiliation,” female alumni may perceive study at the university as an experience with social 
benefits beyond the value of goal achievement (Babakus & Yavas, 2008, p. 976). 
Consequently, feminine loyalty can rely more on the social inclusion, while masculine loyalty 
can count more on academic integration (Dedeoğlu, Balıkçıoğlu, & Küçükergin, 2016). 
Moreover, Tinto (1975) argue that students’ integration into the university’s social system 
can modify their emotional commitment in ways which lead to varying forms of alumni 
loyalty. Since females tend to have a higher level of emotional commitment compared to 
males (Meyers-Levy & Loken, 2015, p. 142), the following hypotheses can be proposed: 
H4: The relationship between students’ ‘social integration’ into the social system of 
their university and ‘emotional commitment’ in female alumni is higher than in males. 
H5a: The positive effect of ‘social integration’ on the ‘intention to alumni loyalty’ is 
stronger for females than for males. 
H5b: The positive effect of ‘academic integration’ on the ‘intention to alumni loyalty’ 
is weaker for females than for males. 
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Prior research in marketing identified a potential effect of gender on the relationship 
between perceived service quality and customer loyalty (e.g., Iacobucci & Ostrom, 1993; 
Odekerken-Schroder et al., 2001). Babakus and Yavas (2008) empirically reveal “that 
interaction quality was more important to females whereas males placed more emphasis on 
the tangible product quality” (p. 977). Chiu (2002) supports these findings. Frank et al. 
(2014) explain this evidence based on the gender schemata theory claiming that “men are 
raised to fulfill more instrumental roles, whereas women are raised to fulfill more expressive 
roles” (p.176). According to this conceptual foundation, males rely more on the material 
benefits of service, while females focus more on its social benefits (Meyers-Levy & Loken, 
2015, pp. 139, 142; Otnes & McGrath, 2001). Since corporative quality refers to 
“recognition, reputation, and value for money” and interactive quality describes “guidance, 
interaction with staff and students” (Pereda, Airey, & Bennett, 2007, p. 58), paralleling the 
related concept of customer loyalty, I put forth the following hypotheses:  
H6a, b: The total positive influences of the ‘interaction quality’ (a) are higher, and 
the benefits of ‘corporate quality’ (b) are lower, on the ‘intention to alumni loyalty’ for 
female alumni than for males. 
The full causal path structure of the expanded IAL model is illustrated in Figure 1. In 
the next section, I describe the validation process of the proposed model. 
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Figure 1. Conceptual framework of the expanded IAL model4 
3. Methodology 
3.1. Research design and sample 
To test the extended IAL model, I developed and mailed a questionnaire to 877 
students (342 females and 535 males) through the campus network. The samples were 
obtained using convenience sampling (O'Dwyer & Bernauer, 2014, p. 7) from a group of 
Master’s students from a leading Russian university. The study selected current students, 
 
4 IAL = intention to alumni loyalty (adopted from Iskhakova et al., 2016); BAA = benefits of alumni 
association; PC = predisposition to charity; CSC = commitment to the study course; EC = emotional 
commitment; AI = academic integration; SI = social integration; PQS (Perceived services quality) includes: PQ 
= physical quality; IQ = interactive quality; and CQ = corporative quality. 
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rather than alumni, due to focuses on the intention to alumni loyalty (i.e., an attitudinal aspect 
of the target variable) that should be measured by students in the final stage of their study 
(e.g., Alves & Raposo, 2007; Helgesen & Nesset, 2007b; Hoffmann & Mueller, 2008). 
Indeed, service quality assessed by current students has more plausible values, because the 
perception of this construct is fresh in their mind (Brady et al., 2002, p. 928). 
Previous research indicates that the IAL strongly depends on the respondent’s 
undergraduate major (Holmes, 2009, pp. 18, 25; Pettit, 1999, p. 102). Therefore, the influence 
of gender differences on the relationships between AL and its antecedents can only be 
determined if researchers compare data representing students from the same course of study 
(Becker, Rai, Ringle, & Völckner, 2013; Sarstedt, Henseler, & Ringle, 2011). Since previous 
studies predominantly focus on economics, social science, and engineering specialties, the 
target groups of this study were final year Master’s students enrolled in computer science 
classes (e.g., Hennig-Thurau et al., 2001; Hoffmann & Mueller, 2008; Lin & Tsai, 2008).  
In total, 552 copies of the survey were returned. Thirty-six surveys were dropped 
from the analysis because the respondents tended to answer in a straight lining manner and 
marked “the same response for a high proportion of the question [sic]” (Hair et al., 2016, p. 
58). There were 204 usable female responses (60% response rate) and 312 (58%) male 
responses. Therefore, 516 cases were further analyzed. The mean age of students was 25 
years old. 
To avoid erroneous results and to provide necessary precision in the empirical 
research, the obtained samples must fulfill the fundamental technical requirements of the 
minimum sample size (Biau, Kernéis, & Porcher, 2008). Thus, to estimate the PLE-SEM 
models, the sample should meet two criteria: the ten times rule developed by Barclay, 
Higgins, and Thompson (1995, p. 292)5 and the rule-of-thumb provided by Cohen (1992, p. 
157). The ten times rule provides a rough guideline “saying that the minimum sample size 
should be ten times the maximum number of arrowheads pointing at a latent variable 
anywhere in the PLS model” (Hair et al., 2016, p. 24). Thus, in the extended IAL model 
(Figure 1), the most complex regression involves the endogenous construct of the IAL with 
seven structural paths. Since the maximum number of arrows pointing at this particular latent 
variable is seven, the minimum sample size for the tested IAL model using the “rule of 
thumb” (i.e., ten cases per predictor) must be seventy. Moreover, the required samples size 
“should be determined using power analyses based on the part of the model with the largest 
number of predictors” (Hair et al., 2016, p. 25). As the sample size for the PLS-SEM 
essentially relies on the properties of the ordinary least squares regression, Hair et al. (2016) 
claim that scholars should use a rule-of-thumb provided by Cohen (1992, p. 157) in his 
statistical power analyses for multiple regression models. For this purpose, the G*Power 
program can be applied (Hair et al., 2016, p. 25). Following Cohen’s (1992) 
recommendation, the IAL model must have at least 51 observations to detect an R2 value of at 
least 0.25, assuming a significant level of 5% and a statistical power of 80%.6 As it can be 
seen from the above, male and female samples of the extended IAL model fulfill both the ten 
 
5 According to Barclay et al. (1995), the “rule of thumb” indicates that the minimum sample size for PLS – 
SEM should be equal to the lager either (1) ten times the largest number of indicators on the most complex 
formative construct or (2) ten times the largest number of antecedent construct (largest number of structural 
paths) leading to an endogenous construct in the structural (inner) model. “Sample size requirement, using the 
“rule of thumb” of ten cases per predictor, become ten times the number of predictors from (1) or (2), whichever 
is greater” (Barclay et al., 1995, p. 292).  
6 Cohen (1992) proposed to use statistical power of 80% (β = 0.2) for statistical power analysis (if α = 0.05, 
power of 0.80 results in a β /α ratio of 4:1 (0.20 to 0.5) of the two kind of risks. Thus, according to him, “a 
materially smaller value than 0.80 would incur too great a risk of a Type II error. A material larger value would 
result in a demand for N that is likely to exceed the investigator’s resources” (Cohen, 1992, p. 156) for detecting 
0.25 squared multiple correlation values (with 5% probability of error, priori power analysis). 
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times rule and the rule-of-thumb criteria. Hence, the current study can ensure the accuracy 
and relevance of the obtained results (Hair et al., 2016, p. 26).  
To find out whether the samples differ in certain aspects of AL, the means and 
standard deviations (SDs) of the key scales of the IAL were derived for both male and female 
groups (Table 1). The column entitled “positive answer” demonstrates the percent of 
respondents who selected a positive answer in the survey, such as “rather agree,” “agree” or 
“strongly agree.” The statistics show that female students seem to be more loyal to their 
university than males in terms of providing volunteer support, willingness to receive the 
information about their school, and willingness to become a member of the university’s 
alumni association.  
Table 1. Descriptive statistics for the major scales of the IAL (female and male samples) 
Key scales of the IAL 
Female sample Male sample 
Mean SD 
Positive 
answer Mean SD 
Positive 
answer 
Alumni association membership  4.4 1.54 53% 4.2 1.61 48% 
Information Receiving  4.4 1.61 50% 4.1 1.70 47% 
Keep in Touch with Department 4.4 1.62 54% 4.4 1.64 53% 
Financial Support  3.6 1.62 30% 3.7 1.88 39% 
Volunteer Support  4.2 1.74 48% 4.0 1.75 44% 
3.2.  Measures 
This study uses a multi-item scale introduced and tested by Iskhakova et al. (2016). 
The scale measures the respondents’ predisposition to charity, the benefits of the alumni 
association, three dimensions of the perceived service quality construct, and two determinants 
of commitment and integration, as well as the intention to alumni loyalty. The global items 
that summarize the essence of the formative measured constructs were developed for this 
study following Sarstedt, Wilczynski, and Melewar (2013, p. 332) and Hair et al. (2016, p. 
141)7. All items except the indicators of the benefit construct were measured on seven-point 
Likert scales with the highest level indicating either strong agreement to, or absolute 
satisfaction with, each of the statements. The lowest levels refer to strong disagreement or 
absolute dissatisfaction. The items of the ‘benefits of alumni association’ construct were 
scored on a 5-point rating scale from “1” = “not at all” to “5” = “regularly.”  
3.3.  Procedure 
To assess structural equation models, scholars revert either to covariance-based (CB-
SEM or variance-based approaches (also called partial least squares or PLS-SEM) (Hair, 
Ringle, & Sarstedt, 2011, p. 145). Drawing on the findings of comparisons of PLS-SEM and 
CB-SEM, provided by Hair et al., 2016 (p. 23), I chose to apply the PLS approach to the IAL 
model estimation, because “its formal premises embody a greater range of flexible 
applications” (Hock, Ringle, & Sarstedt, 2010, p. 197). Moreover, PLS-SEM better addresses 
 
7 CPQ (global variable of physical quality): “Overall, how are you satisfied with the University’s infrastructure 
(e.g., general service, library, teaching and learning facilities);” GIQ (global variable of interactive quality): 
“Overall, how are you satisfied with the University’s interactive quality (e.g. academic instruction, guidance, 
interaction with staff and students);” GCQ (global variable of corporative quality): “Overall, how are you 
satisfied with the University’s corporative quality (e.g., recognition, reputation, value for money);” GBAA 
(global factor for benefits): “Please assess the extent to which students would generally use benefits provided by 
their alumni association.” 
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the goals and needs of the current study. Specifically, this paper aimed to explain and predict 
the IAL for female and male alumni. For this purpose, the PLS-SEM approach is particularly 
suitable, due to its ability to produce a specific composite score (proxy) for each observation. 
Using the proxies of all constructs as imports, PLS-SEM applies ordinary least squares 
regression with the purpose of maximizing the explained variance of the target endogenous 
variables. In contrast, the CB-SEM estimates the model parameters based on a covariance 
matrix without using unique latent variables scores (Hair et al., 2016, p. 15). Such score 
indeterminacy makes “CB-SEM extremely unsuitable for prediction” (Hair et al., 2016, p. 
17). Besides, PLS-SEM can handle relatively complex models, including both reflective and 
formative measured constructs, as used in this study (Hair et al., 2011; Hair, Sarstedt, Pieper, 
& Ringle, 2012). Furthermore, the latent variables scores are required for an additional 
importance-performance matrix analysis of the PLS results to identify critical areas of 
managerial importance. The requirements mentioned above exceed the technical capabilities 
of the CB-SEM approach. The use of the PLS-SEM approach seems wholly warranted, and 
indeed necessary, to fulfill the research objectives and model setup of this investigation. The 
statistical software, SmartPLS, was applied to estimate the extended IAL model (Ringle, 
Wende, & Becker, 2015). 
To test the theoretically derived model, the paper followed the guideline developed by 
Hair et al. (2016) for the extensive assessment of PLS-SEM models. In the first step, the 
extended IAL model was tested separately for female and male samples using procedures 
provided by Hair et al. (2016, p. 122, 139, 191). This estimation evaluated the reliability and 
validity of construct measures “based on certain decisive factors which were specifically 
associated with the formative or reflective outer mode” and determined the model’s 
predictive capabilities as well as the relationships between the constructs (Hock et al., 2010, 
p. 198). At the same time, the measurement invariance was estimated applying an approach 
for composite models developed Henseler, Ringle, and Sarstedt (2016) to ensure the stability 
of constructs across both groups. Second, a multiple mediation analysis introduced by Nitzl, 
Roldan, and Cepeda (2016) was performed to test the indirect effects included in the IAL 
model. Third, the resulting paths were evaluated to reveal significant differences between the 
two samples. For this purpose, a multi-group analysis proposed by Sarstedt et al. (2011) was 
carried out. Finally, I applied an importance-performance map analysis to present the detailed 
discussion of the PLS-SEM results (Ringle & Sarstedt, 2016). Based on the latter analysis, 
the study derived essential discoveries regarding gender’s influence on the IAL, which 
provide managers with accurate information about key factors they need to take into 
consideration to increase the IAL between female and male alumni.  
4. Results 
4.1. Measurement and model assessments 
            Within the scope of SEM, “model assessment requires researchers to assess the 
reliability and validity of the measures used” (Hock et al., 2010, p. 197). The evaluation of 
the PLS-SEM model involves separate estimation of the measurement models (outer models) 
and the structural model (an inner model) (e.g., Hair et al., 2016, p. 105). The measurement 
model displays the relationship between the construct and the indicator variables, which refer 
to questions in the survey. The structural model represents the path (hypothesized) 
relationships between the constructs (Hair et al., 2011).  
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Assessment of the reflective measurement models 
The endogenous constructs in the IAL model – academic and social integrations, 
emotional commitment, commitment to the study course, and predisposition to charity – are 
measured by means of reflective indicators (Iskhakova et al., 2016). With regards to the rules 
of thumb for evaluating reflective measurement models, developed by Hair et al., (2016, p. 
122), such measurement models have to be assessed for their reliability (i.e., internal and 
indicator reliability) and validity (i.e., convergent and discriminant validity). The results 
showed that Cronbach’s alpha (α) and composite reliability (pj) are higher the threshold value 
of 0.70 for all factors (Bagozzi and Yi, 1988; Hair et al., 2016). Hence, evidence of internal 
consistency and reliability was established. All reflective indicators had outer loadings of 
above 0.70 in both groups, thereby demonstrating a sufficient degree of indicator reliability 
(Appendix A). The values of an average variance extracted (AVE) exceeded the required 
level of 0.50 in both samples, providing support for the measures’ convergent validity. 
Finally, two approaches were used to assess the constructs’ discriminant validity. First, the 
author examined the Fornell and Larcker (1981) criteria, “which requires that each 
construct’s AVE should be higher than its correlation with all of the other constructs” 
(Klarner, Sarstedt, Hoeck, & Ringle, 2013, p. 266). The logic of the Formel-Larker method 
“is based on the idea that a construct shares more variance with its associated indicators than 
with any other construct” (Hair et al., 2016, p. 116). Second, the Heterotrait-Monotrait Ratio 
criterion (HTMT) was assessed, which estimates the actual correlation between two 
constructs, “if they were perfectly measured” (Hair et al., 2016, p. 118). Table 2 and 
Appendix B illustrate that all reflective measured constructs meet the required quality criteria 
and possess a high level of reliability and validity.  
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Table 2. Reliability and validity8  
 
Factor СR (pj) 
Cronbach’s 
Alpha (α) АVE 
Correlations of constructs (ψ2ij)  
F-L  AI CSC  EC IAL PC 
Total Sample 
AI 0.91 0.87 0.72      Yes 
CSC 0.91 0.81 0.84 0.21        Yes 
EC 0.91 0.87 0.73 0.22 0.50      Yes 
IAL 0.89 0.84 0.61 0.42 0.24 0.46    Yes 
PC 0.92 0.86 0.78 0.33 0.12 0.19 0.40  Yes 
SI 0.87 0.70 0.77 0.36 0.19 0.30 0.46 0.31 Yes 
Female Sample 
AI 0.90 0.86 0.70      Yes 
CSC 0.92 0.84 0.86 0.20        Yes 
EC 0.91 0.88 0.73 0.24 0.49      Yes 
IAL 0.88 0.82 0.59 0.40 0.28 0.53    Yes 
PC 0.94 0.90 0.83 0.27 0.13 0.22 0.37  Yes 
SI 0.88 0.72 0.78 0.37 0.36 0.46 0.51 0.35 Yes 
Male Sample 
AI 0.92 0.88 0.73      Yes 
CSC 0.91 0.80 0.83 0.22        Yes 
EC 0.91 0.87 0.73 0.22 0.50      Yes 
IAL 0.89 0.85 0.63 0.42 0.22 0.42    Yes 
PC 0.90 0.84 0.75 0.38 0.11 0.17 0.42  Yes 
SI 0.87 0.71 0.77 0.35 0.09 0.20 0.43 0.28 Yes 
 
Formative measurement models assessment procedure 
To evaluate formative measurement models of the extended IAL model, it is first 
necessary to examine whether these constructs possess convergent validity (Hair et al., 2016, 
p. 139). For this purpose, a redundancy analysis should be carried out, which shows “whether 
the formative measured construct is highly correlated with a reflective measure of the same 
construct” (Hair et al., 2016, p. 140). To perform this analysis, I added global single-item 
measures of the four phenomena – physical, interactive, and corporative qualities, and 
benefits of alumni association – in the original survey and then used them as endogenous 
single-item constructs for the redundancy analysis. Afterward, I developed four models 
containing two latent variables: the original formative construct and its global assessment. 
The redundancy analysis showed that a path coefficient between each factor and its global 
variable were above the recommended threshold of 0.70.9 Hence, all formative measured 
constructs in this study exhibit convergent validity.  
 
8 IAL = intention to alumni loyalty; BAA = benefits of alumni association; PC = predisposition to charity; CSC = 
commitment to the study course; EC = emotional commitment; AI = academic integration; SI = social integration; CR = 
Composite reliability; AVE = Average variance extracted; F-L = Fornell and Larcker (1981) criterion. 
9 Physical quality (PQ): βPQ→GPQ = 0.891 (complete sample), βPQ→GPQ = 0.915 (Germany), βPQ→GPQ = 0.876 
(Russia), where CPQ – global variable of physical quality;  Interactive quality (IQ): βIQ→GIQ = 0.836 (complete 
sample), βIQ→GIQ = 0.790 (Germany), βIQ→GIQ = 0.856 (Russia), where GIQ – global variable of interactive 
quality; Corporative quality (CQ): βCQ→GCQ = 0.875 (complete sample), βCQ→GCQ = 0.893 (Germany), βCQ→GCQ = 
0.870 (Russia); where GCQ – global variable of corporative quality. Benefits of alumni association (BAA): 
βBAA→GBAA = 0.849 (complete sample), βBAA→GBAA = 0.874 (Germany), βBAA→GBAA = 0.824 (Russia), where GBAA 
– global factor for benefits. 
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Subsequently, the formative measurement models were checked for collinearity of 
indicators by looking at the variance inflation factor (VIF). Thus, Appendix C demonstrates 
that the indicator ‘Examinations (unbiased and objective system of knowledge evaluation)’ 
has the highest VIF value (2.02) for a female sample but remains below the threshold value 
of 5 (Hair et al., 2011). Hence, collinearity does not reach a critical level in any of the 
formative constructs. 
Next, I analyzed whether formative indicators appreciably contribute to forming their 
constructs. Since the outer weight is the result of a multiple regression “with the latent 
variables scores as the dependent variables and the formative indicators as the independent 
variables” (Hair et al., 2016, p. 145), I investigated the outer weights for their significance 
and relevance, running the bootstrapping procedure. Appendix C summarizes the results for 
the formative measure constructs (physical, interactive and corporative qualities as well as 
benefits of the alumni association) by showing the original outer weights and outer loading 
estimates, t-value, p-value and the confidence intervals derived from the Efron's (1987) bias-
corrected and accelerated bootstrap method (5,000 bootstrap samples, two-tailed). From 
Appendix C, it can be seen that all formative indicators are significant at the 5% level; the 
confidence intervals do not include zero (Henseler, Ringle, & Sinkovics, 2009), outer 
loadings are relatively high (i.e., ≥ 0.50), and the t-values are above the threshold value of 
1.96 (Hair et al. 2016). The results indicate empirical support for the retention of all 
formative indicators.  
The analyses of reflective and measurement models provided above prove that all 
constructs included into the IAL models are robust across both samples. However, to ensure 
whether the cross-gender comparison is viable, it is crucial to provide measurement 
equivalence across the target groups. The following section presents the results of this 
scrutiny.  
Measurement equivalence 
A primary concern when comparing different groups is ensuring measurement 
invariance between them (Hair et al., 2016). Such equality refers to “whether or not, under 
various conditions of observing and studying phenomena, measurement operations yield 
measures of the same attribute” (Horn and McArdle 1992, p. 117). The lack of evidence 
supporting measurement invariance can lead to, “at best ambiguous, or worse, erroneous, 
conclusions” (Steenkamp & Baumgartner, 1998, p. 78).  
Researchers proposed a variety of techniques to assess various aspects of 
measurement equivalence for covariance-based SEM (CB-SEM). Thus, the multi-group 
confirmatory factor analysis based on the guidelines of Steenkamp and Baumgartner (1998) 
and Vandenberg and Lance (2000) represents the most powerful approach to testing 
measurement invariance. Nevertheless, these well-established techniques can be applied only 
to CB-SEM’s common factor model (model with just reflective measurements) and, 
therefore, cannot be smoothly transferred to PLS-SEM composite models (models with 
formative constructs) (Hair et al., 2016, p. 299). Alternatively, the procedure, developed by 
Henseler et al., (2016) to analyze the measurement invariance of composite models 
(MICOM), overcomes this limitation. The MICOM approach involves three stages: (1) a 
configural invariance, which requires the same composite specifications across all the groups, 
(2) compositional invariance, which focuses on examining whether composites (factors) are 
formed equally across the group (i.e., equal indicator weight); and (3) the equality of 
composite mean values and variances (Henseler et al., 2016).  
Since the extended IAL model is a composite, a MICOM procedure is used to 
establish invariance between female and male samples. Appendix A demonstrates a similar 
composite specification across both groups. Additionally, data treatment and algorithm 
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settings are identical for both samples. Hence, the configural invariance is established for the 
IAL model (Stage 1). The next step (Stage 2), compositional invariance, examines whether 
constructs are formed the same across two groups. Hence, it is crucial to ensure that the 
composite scores are created equally across samples (Henseler et al., 2016). The permutation 
test (5,000 permutations) substantiates that none of the composite score values are 
significantly different from one, which indicates that all constructs are formed similarly and, 
thus, have the same meanings in each group. Therefore, compositional invariance can be 
proven for all factors in the IAL model. Stage 3 assesses the composites’ equality of mean 
values and variances across groups, relying on permutation as the static workhouse (5,000 
permutations) (Table 3).  
Tables 3 shows that the average value ( ) and the difference (logvar ) of composites 
in the female group do not significantly differ from the results in the male sample (pperm are 
not significant, and confidence intervals include zero for both differences). Since all three 
stage of the MICOM procedure for the IAL model support measurement invariance, the full 
metric invariance can be established (Henseler et al., 2016, p. 413). Hence, I can assume that 
all constructs of the IAL model are stable across both genders. Consequently, it can be 
concluded that if the differences between two groups are found, it results from the true 
differences in the structural interplays between the IAL and its predecessors and not due to 
systematic biases in the way female and male students respond to specific items (Steenkamp 
& Baumgartner, 1998).  
Table 3. Equality of composite scores, mean values and variances10 
Factor 
Stage 2 Stage 3 
Compositional invariance 
Composites’ equality of 
mean values 
Composites’ variances 
c CI pperm   CI pperm logvar CI pperm 
BAA 1.00 [0.86; 1.00] 0.76 0.08 [- 0.17; 0.17] 0.35 - 0.08 [- 0.24; 0.24] 0.52 
AI 1.00 [1.00; 1.00] 0.40 0.04 [- 0.18; 0.18] 0.69 - 0.05 [- 0.19; 0.19] 0.59 
CSC 1.00 [1.00; 1.00] 0.29 - 0.06 [- 0.18; 0.18] 0.49 0.03 [- 0.24; 0.23] 0.80 
PQ 1.00 [0.96; 1.00] 0.81 - 0.03 [- 0.18; 0.18] 0.74 - 0.17 [- 0.28; 0.26] 0.21 
IQ 0.99 [0.94; 1.00] 0.64 - 0.07 [- 0.18; 0.18] 0.48 0.22 [- 0.27; 0.28] 0.12 
CQ 1.00 [0.96; 1.00] 0.90 0.04 [- 0.18; 0.17] 0.69 - 0.15 [- 0.28; 0.28] 0.32 
EC 1.00 [1.00; 1.00] 0.18 0.07 [- 0.18; 0.18] 0.45 0.02 [- 0.29; 0.27] 0.87 
SI 1.00 [0.99; 1.00]  0.92 - 0.03 [- 0.18; 0.17] 0.74 0.02 [- 0.24; 0.22] 0.87 
PC 1.00 [1.00; 1.00] 0.42 - 0.10 [- 0.17; 0.18] 0.29 0.03 [- 0.21; 0.21] 0.79 
IAL 1.00 [1.00; 1.00] 0.89 0.08 [- 0.17; 0.18] 0.38 - 0.18 [- 0.25; 0.23] 0.15 
Evaluation of the structural model 
In this study, the assessment of the inner model of the extended IAL model is based 
on the aforementioned procedure developed by Hair et al. (2016, p. 191). First, I tested the 
model for collinearity issues by examining the VIF values of all sets of predictor constructs 
 
10 c – correlation between the composite scores of female and male groups; pper – permutation p-value; CI – 
confidence interval;  – shows a difference between the average construct scores of the observations of the 
female group and the male group; logvar – determines the difference between the logarithm of the variance ration 
of the female group’s observation and the variance of the construct scores of the male group’s observations. IAL 
= intention to alumni loyalty; BAA = benefits of alumni association; PC = predisposition to charity; CSC = 
commitment to the study course; EC = emotional commitment; AI = academic integration; SI = social 
integration. PQ = physical quality; IQ = interactive quality; and CQ = corporative quality. 
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because “the path coefficients might be biased if the estimation involves a critical level of 
collinearity among the predictor constructs” (Hair et al., 2016, p. 192). Specifically, I 
investigated each set of predictors separately for each subpart of the IAL model. Thus, social 
integration and perceived service quality (i.e., physical, interactive, and corporate qualities) 
jointly explain emotional commitment and, therefore, form the first group of predictors. 
Likewise, academic integration and perceived service quality act as antecedents of 
commitment to the course of study (second set of predictors). Finally, benefits of the alumni 
association, integration, commitment, predisposition to charity and perceived service quality 
together describe the alumni loyalty intent and, therefore, make up the third group of 
predictors. Table 4 shows that all VIF values are clearly below the threshold of five. This fact 
indicates a low-level correlation among predictor constructs and permits further analysis of 
the IAL structural model. 
Next, I evaluated the coefficient of determination (R2 value). This coefficient is 
usually considered as a measure of the model’s predictive power and “represents the amount 
of explained variance of the endogenous construct in the structural model” (Hair et al., 2016, 
p. 198, p. 222). According to Hair et al. (2011, p. 147), no generalizable statement can be 
made about acceptable threshold values of R2. Whether this determination coefficient is 
deemed acceptable or not depends on the individual study and research discipline. For 
instance, R² results of 0.20 are considered high in disciplines such as consumer behavior 
(Hair et al., 2016). Since alumni behavior can be investigated from the perspective of 
consumer behavior (Rojas-Méndez et al., 2009, p. 23), the threshold of 0.20 for R² was used 
in this research. The obtained findings fulfilled this condition in both samples (Total: R²CSC = 
0.34, R²EC = 0.47, R²IAL = 0.47; female group: R²CSC = 0.40, R²EC = 0.44, R²IAL = 0.50; male 
sample: R²CSC = 0.31, R²EC = 0.49, R²IAL = 0.45).  
Moreover, according to Hair et al. (2016), selecting the model based specifically on 
the R2 value is not a right approach because it suffers from inherent bias. Therefore, to avoid 
bias in comparing differently specified models (i.e., different numbers of exogenous variables 
predicting the same target construct), Hair et al. (2016, p. 199) suggested using the adjusted 
coefficient of determination (R2adj). Hence, to prove that the IAL model has a better fit than 
the single “partial models,” I compare R2adj. The obtained results show that the R
2
adj of the 
IAL model is higher than the R2adj of partial models (Appendix D). Consequently, the IAL 
model is preferable and should be used to explain the alumni loyalty intent. 
To show whether an independent latent variable has a substantial influence and 
relevance in explaining the dependent latent variable, Cohen (1988) developed a special 
measure, the so-called “effect size” (f2), which is similar to traditional partial F-tests. 
Contrary to the F-test, the effect size f² refers to the core population of the analysis. 
Therefore, no degrees of freedom are needed. This measure enables researchers to assess the 
extent to which a predictor construct contributes to the R2 value of an endogenous target 
variable. Values of 0.02, 0.15, or 0.35 represent weak, moderate, and large f2 effect size, 
respectively (Cohen, 1988, p. 413). Table 4 illustrates the f2 values for all combination of 
endogenous constructs and corresponding predictors. The data show that the influences of 
academic integration and interactive quality on the commitment to the study course as well as 
the effect of the physical and interactive qualities on the alumni loyalty intent are not 
statistically significant in both samples.  
Examining the total effects, I evaluate how strongly three formative constructs (i.e., 
physical, interactive, and corporative qualities) and two reflective constructs (i.e., academic 
and social integration) ultimately influence the key variable of IAL via the two emotional 
commitment and commitment to the study course. Table 5 shows that for female students 
among five constructs, social integration has the strongest total effect on the alumni loyalty 
intent (0.22), followed by the corporative quality (0.22) and academic integration (0.16). For 
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male students, corporative quality (0.24) has the highest influence, followed by academic and 
social integration (0.19 and 0.15, respectively).  
With the goal of evaluating the predictive relevance (or power) of the structural model, 
I examined the Stone-Geisser’s Q2 value using a blindfolding procedure (Geisser, 1974; Stone, 
1974). This procedure “is a resampling technique that systematically deletes and predicts every 
data point of the indicators in the reflective measurement model of endogenous constructs” 
(Hair et al., 2016, p. 222). The Q2 values “represent a measure of how well the path model can 
predict the originally observed values” (Hair et al., 2016, p. 207). Thus, Q2 values larger than 0 
indicate that the model has predictive relevance for a certain endogenous construct. In contrast, 
values of 0 and below suggest a lack of predictive relevance. In this study, the Q2 values of all 
three endogenous constructs are considerably above zero (total sample: Q2CSC = 0.27, Q
2
EC = 
0.32, Q2IAL = 0.26; female sample: Q
2
CSC = 0.3, Q
2
EC = 0.3, Q
2
IAL = 0.26; male sample: Q
2
CSC = 
0.24, Q2EC = 0.33, Q
2
IAL = 0.26). These findings provide clear support for the predictive 
relevance of the extended IAL model regarding the reflective endogenous constructs 
(commitment to the study course, emotional commitment, and the IAL).  
The next assessment of the structural model addresses the q2 effect size, which allows 
the evaluation of an exogenous construct’s contribution to an endogenous variable’s Q2 
value. The q2 values of 0.02, 0.15, and 0.35, respectively, “indicate that exogenous construct 
has a small, medium, or high predictive relevance for a certain endogenous construct” (Hair 
et al., 2016, p. 209). Appendix E summarizes the results of the q2 effect sizes on all 
relationships in the model. The Q2inc results were obtained from the main blindfolding 
estimation. The Q2ex values were retrieved from a model re-estimation after deleting a 
particular predecessor of the specific constructs. The endogenous latent variables appear in 
the columns, whereas the predict constructs are in the rows. For example, the construct 
intention to alumni loyalty has an original Q2inc value of 0.26 and 0.25 for female and male 
samples, respectively. After deleting emotional commitment from the path model and 
reestimating the model without this construct, the Q2ex of the intention to alumni loyalty 
drops to 0.24 (for both samples). The two values are the inputs for computing q2 effect size of 
emotional commitment on the intention to alumni loyalty. The results revealed that the 
benefits of alumni association have a strong predictive power for the IAL construct in both 
samples. Additionally, the predisposition to charity also plays a significant role in predicting 
the IAL construct for the male students. In contrast, emotional commitment is highly 
important in predicting the IAL construct in the female sample. Since emotional commitment 
serves as mediator variable in the IAL model, it is required to know which kind of factors are 
more important in predicting emotional commitment. Appendix E demonstrates that the 
following three constructs are relevant to this issue: social integration, interactive, and 
corporative qualities.  
To assess the significance of the structural model relationships, I ran a bootstrapping 
procedure (5,000 bootstrap samples, bias-corrected and accelerated bootstrap, two-tailed 
testing, a significant level of 0.05). The path estimates are provided in Table 4. The results 
indicate robust and significant positive effect of benefits from the alumni association, 
predisposition to charity, and emotional commitment, as well as academic and social 
integration on the IAL enhancement in both samples. In contrast, the relevance of the path 
from ‘commitment to the study course’ to the IAL was not confirmed for female and male 
alumni. Furthermore, the findings show that only one dimension of service quality, corporate 
quality, significantly influences the IAL. The physical and interactive qualities do not have a 
powerful impact on the target variable in both groups.  
Regarding the second-order factors, in the IAL model, it was postulated that the three 
dimensions of the perceived service quality – physical, interactive, and corporative qualities – 
have positive effects on two components of commitment (i.e., emotional dedication and 
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engagement with the study courses) (Iskhakova et al., 2016, p. 142). Moreover, Iskhakova et 
al. (2016) and Tinto (1975 p. 95) claim that commitment serves as a mediator between 
integration and loyalty. The results reveal that the impact of the three dimensions of service 
quality on commitment is positive and significant in most cases. However, the findings do not 
support the path from the interactive quality to a commitment to the course of study. The 
study identifies that academic integration does not have a significant effect on the 
commitment to the study course in either of the target groups. Finally, social integration has a 
dynamic and significant impact on emotional commitment in the female sample but does not 
have a strong effect on the male specimen.  
 Contrary to CB-SEM, which focuses on theory testing and confirmation, PLS-SEM 
was originally designed to predict a key target construct and identify key driver variables 
(Hair et al., 2011, p. 144). As a result, the notion of fit is not entirely transferable to PLS-
SEM (Hair et al., 2016, p. 192). However, Henseler et al. (2014, p. 194, 195) provide solid 
justifications that a root square discrepancy between the observed correlations and the model-
implied correlations (SRMR) can be used for PLS-SEM model to determine to what extent 
the composite factor model fit the actual data, and, thus, assists to identify model 
misspecification. The SRMR value less than 0.08 is considered as a good fit (Hair et al., 
2016, p. 193). The obtained results show that the SRMR falls below the standard threshold of 
0.08 in both samples (SRMRtotal=0.05; SRMRfemale= 0.07; SRMRmale= 0.06), which indicates 
the usefulness of the extended IAL model in explaining the IAL construct. 
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Table 4. Significance testing results of the path coefficients in the IAL model11  
Path Total sample Female sample Male sample 
VIF f 2 ß T p CI Sig? VIF f 2 ß T p CI Sig? VIF f  2 ß T p CI Sig? 
BAA → IAL 1.10 0.07 0.21 5.91 0.00 [0.14; 0.28] Yes 1.13 0.08 0.22 4.14 0.00 [0.11; 0.32] Yes 1.11 0.07 0.20 4.43 0.00 [0.11; 0.29] Yes 
PC → IAL 1.20 0.05 0.18 4.49 0.00 [0.10; 0.26] Yes 1.19 0.03 0.13 2.09 0.04 [0.01; 0.26] Yes 1.23 0.07 0.21 4.22 0.00 [0.12; 0.31] Yes 
CSC → IAL 1.58 0.00 - 0.04 1.13 0.26 [- 0.12; 0.03] No 1.74 0.01 - 0.09 1.34 0.18 [- 0.21; 0.04] No 1.53 0.00 - 0.02 0.46 0.64 [- 0.13; 0.07] No 
EC → IAL 2.00 0.06 0.24 4.74 0.00 [0.14; 0.34] Yes 1.94 0.08 0.28 3.47 0.00 [0.12; 0.44] Yes 2.11 0.04 0.22 3.18 0.00 [0.09; 0.36] Yes 
AI → CSC 1.09 0.00 0.05 1.37 0.17 [- 0.02; 0.13] No 1.09 0.00 0.04 0.79 0.43 [- 0.06; 0.15] No 1.11 0.00 0.06 1.17 0.24 [- 0.04; 0.15] No 
AI → IAL 1.27 0.05 0.18 4.63 0.00 [0.10; 0.25] Yes 1.22 0.04 0.16 2.70 0.01 [0.05; 0.28] Yes 1.34 0.04 0.17 3.44 0.00 [0.07; 0.27] Yes 
SI → EC 1.17 0.01 0.08 2.01 0.04 [0.01; 0.16] Yes 1.40 0.04 0.17 2.54 0.01 [0.04; 0.30] Yes 1.09 0.00 0.03 0.65 0.52 [- 0.06; 0.12] No 
SI → IAL 1.39 0.05 0.18 4.50 0.00 [0.11; 0.27] Yes 1.66 0.05 0.20 2.99 0.00 [0.07; 0.33] Yes 1.31 0.04 0.18 3.41 0.00 [0.07; 0.27] Yes 
PQ → CSC 1.82 0.10 0.33 5.60 0.00 [0.22; 0.45] Yes 1.98 0.08 0.28 3.31 0.00 [0.11; 0.44] Yes 1.76 0.11 0.36 4.52 0.00 [0.21; 0.52] Yes 
PQ → EC 1.82 0.07 0.26 4.99 0.00 [0.16; 0.37] Yes 1.98 0.02 0.19 2.43 0.02 [0.03; 0.34] Yes 1.75 0.10 0.30 4.32 0.00 [0.17; 0.45] Yes 
PQ → IAL 2.09 0.00 - 0.04 0.73 0.47 [- 0.14; 0.06] No 2.19 0.00 - 0.04 0.43 0.67 [- 0.23; 0.12] No 2.09 0.00 - 0.03 0.53 0.60 [- 0.16; 0.09] No 
IQ → CSC 1.90 0.00 - 0.01 0.12 0.91 [- 0.12; 0.10] No 1.80 0.00 0.00 0.04 0.97 [- 0.17; 0.15] No 2.08 0.00 - 0.01 0.16 0.87 [- 0.17; 0.12] No 
IQ → EC 1.99 0.05 0.24 4.63 0.00 [0.13; 0.33] Yes 1.97 0.06 0.25 3.16 0.00 [0.09; 0.40] Yes 2.12 0.05 0.22 3.36 0.00 [0.08; 0.36] Yes 
IQ → IAL 2.12 0.00 - 0.01 0.20 0.84 [- 0.12; 0.09] No 2.14 0.00 - 0.01 0.13 0.90 [- 0.18; 0.14] No 2.24 0.00 0.00 0.05 0.96 [- 0.14; 0.13] No 
CQ → CSC 1.95 0.07 0.30 5.08 0.00 [0.18; 0.41] Yes 1.86 0.13 0.39 4.06 0.00 [0.19; 0.56] Yes 2.13 0.04 0.25 3.20 0.00 [0.10; 0.41] Yes 
CQ → EC 1.95 0.07 0.26 4.84 0.00 [0.15; 0.36] Yes 1.94 0.05 0.21 2.70 0.01 [0.06; 0.37] Yes 2.09 0.07 0.28 4.14 0.00 [0.14; 0.40] Yes 
CQ → IAL 2.21 0.03 0.18 3.26 0.00 [0.08; 0.29] Yes 2.24 0.03 0.19 2.12 0.03 [0.02; 0.37] Yes 2.35 0.02 0.18 2.47 0.01 [0.04; 0.32] Yes 
 
                                              
 
11 VIF – variance inflation factor;  f2 – effect size; ß – path coefficient; T – t-value; CI – confidence interval; p – p-value (5%); Sig. – Significance (in 5% level); IAL = 
intention to alumni loyalty; BAA = benefits of alumni association; PC = predisposition to charity; CSC = commitment to the study course; EC = emotional commitment; AI = 
academic integration; SI = social integration; PQ = physical quality; IQ = interactive quality; CQ = corporative quality. 
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Table 5. Total Effects12  
 Path 
Total sample FEMALE sample MALE sample 
T. e. T  p CI T. e. T p CI T. e. T p CI 
AI → IAL 0.17 4.49 0.0 [0.10; 0.25] 0.16 2.61 0.01 [0.03; 0.27] 0.17 3.38 0.00 
[0.07; 
0.27] 
PQ → IAL 0.01 0.26 0.8 [-0.08; 0.11] -0.01 0.13 0.89 [-0.17; 0.15] 0.02 0.36 0.72 
[-0.11; 
0.15] 
IQ → IAL 0.05 0.91 0.4 [-0.05; 0.15] 0.06 0.73 0.46 [-0.10; 0.23] 0.05 0.66 0.51 
[-0.09; 
0.17] 
CQ → IAL 0.23 4.27 0.0 [0.12; 0.33] 0.22 2.35 0.02 [0.03; 0.39] 0.23 3.51 0.00 
[0.10; 
0.36] 
SI → IAL 0.20 4.87 0.0 [0.12; 0.28] 0.25 3.97 0.00 [0.13; 0.38] 0.19 3.39 0.00 
[0.08; 
0.30] 
4.2. Step 2: Testing mediation effects 
For several years, great effort has been devoted to methods of mediation analysis 
(Hair et al., 2016). To test indirect effects, prior research relied on the (Baron & Kenny, 
1982, p. 1177) procedure, examining the significance of mediation paths using the Sobel 
(1982) test. However, research has identified conceptual and methodological problems with 
this framework and claims about its inapplicability for mediation analysis (e.g., Zhao, Lynch, 
& Chen, 2010, pp. 203-205). Specifically, this assertion was based on the parametric 
assumption of Sobel test (e.g., unstandardized path coefficients as input), which produces an 
inherent bias and resulting reduces the ability to identify true relationships between variables 
(Zhao et al., 2010). Alternatively, bootstrapping does not make assumptions about the shape 
of sampling distributions and has higher levels of statistical power than the Sobel test (Nitzl 
et al., 2016, p. 1853). Therefore, the latter procedure was applied in this study to test indirect 
effects in the extended IAL model. 
The modification of the IAL model depicted in Fig.1 includes additional paths from 
dimensions of the perceived service quality (physical, interactive and corporative attributes) 
to the IAL (Iskhakova et al., 2016. p. 142). Additionally, service quality directly influences 
two components of commitment. As a result, the IAL model contains multiple mediators 
(between physical, interactive and corporative qualities and the IAL via commitment to the 
study course and emotional commitment) and simple mediators (social integration and the 
IAL via emotional commitment; academic integration and the IAL via a commitment to the 
study course). The analysis of such model setup requires running multiple mediation analysis. 
For this purpose, procedures from Hair et al. (2016, p. 233), as well as Nitzl et al. (2016, p. 
1859), were applied.  
At the beginning of this mediation analysis, I tested the significance of the indirect 
effects. The indirect impact of academic integration via a commitment to the study course to 
the IAL is the product of the path coefficients from academic integration to a commitment to 
the study course and from a commitment to the study course to the IAL (mediation path 1). 
Similarly, the indirect effect of social integration via an emotional commitment to the IAL is 
the product of the path coefficients from social integration to emotional commitment and 
from an emotional commitment to the IAL (mediation path 2). To test the significance of 
these path coefficients’ products, I ran the bootstrap routine (settings: 5,000 bootstrap 
 
12 T.e. – total effect; T – t-value; CI – confidence interval; p – p-value (5%); IAL = intention to alumni loyalty; 
AI = academic integration; SI = social integration; PQ = physical quality; IQ = interactive quality; CQ = 
corporative quality. 
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samples, bias-corrected and accelerated bootstrap, two-tailed, a significant level of 0.05). 
Table 6 shows that while the indirect effect of social integration on the IAL through 
emotional commitment is significant only for the female sample, the indirect effect from 
academic integration via a commitment to the study course to the IAL is weak and not 
significant for either target group. The direct effects of both integration dimensions (i.e., 
academic and social aspects) on IAL are robust and meaningful for male and female alumni. 
Following the Hair et al. (2016, p. 233) procedure, the results demonstrate that commitment 
to study course does not mediate the relationship between academic integration and the IAL. 
Moreover, the findings show that emotional commitment partially mediates the relationship 
between social integration and the IAL for female alumni, since both direct and the indirect 
effects are significant. To identify the type of partial mediation, I computed the product of the 
direct and indirect effect. The emotional commitment represented a complementary 
mediation of the relationship between social integration on the IAL for female alumni 
because the sign of this product is positive (i.e., 0.20*0.048=0.0096).  
The analysis of multiple mediations followed the same steps as described in Hair et 
al. (2016, p. 233 and p. 239) for a simple mediation. I tested the significance of each indirect, 
direct, and total effect of the exogenous construct on the corresponding endogenous variable 
and calculated each specific indirect effect’s standard error. The bootstrap results of the direct 
effects were applied to compute the bootstrap results of the specific indirect effect. Table 6 
presents the final findings of the significance of the specific indirect and direct impacts. The 
indirect effects from physical, interactive, and corporative qualities via a commitment to the 
study course on IAL are weak and not significant in both cases. Since the direct effect from 
physical quality and interactive quality on IAL is also nonsignificant, the results demonstrate 
that commitment to the study course does not serve as a mediator between perceived service 
quality and intention to alumni loyalty. 
In contrast, the indirect effects from physical, interactive, and corporative qualities via 
an emotional commitment to IAL are robust and significant for both target groups. The direct 
effect of corporative quality on IAL is also relevant in both samples. According to the Hair et 
al.’s (2016, p. 233) guideline, emotional commitment fully mediates the relationships 
between physical and interactive qualities to IAL and partially mediates the bond between 
corporative quality and intention to alumni loyalty. To substantiate this type of partial 
mediation, I calculated the product of the direct and indirect effects. Since the sign of this 
product is positive (i.e., female: 0.19*0.06≈0.011; male: 0.18*0.061≈0.011), emotional 
commitment represents complementary mediation of the relationship between corporative 
quality and IAL. In the next section, I describe whether the observed differences between 
male and female are statistically significant.  
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Table 6. Significance Analysis of the Indirect Effects13 
Direct Effect Indirect Effects 
Path ß  T Sig.? Path Oind M SD T P CI Sig.? 
Female sample 
AI → IAL  0.16 2.70 Yes AI → IAL via CSC -0.004 -0.003 0.007 0.592 0.554 [-0.02; 0.01] No 
SI → IAL  0.20 2.99 Yes SI → IAL via EC 0.048 0.045 0.022 2.187 0.029 [0.01; 0.09] Yes 
PQ→ IAL   
-0.04 0.43 No 
PQ → IAL via CSC -0.024 -0.025 0.021 1.175 0.240 [-0.07; 0.02] No 
PQ → IAL via EC 0.054 0.054 0.027 2.020 0.043 [0.01; 0.11] Yes 
IQ → IAL  
-0.01 0.13 No 
IQ → IAL via CSC 0.000 -0.001 0.009 0.029 0.977 [-0.02; 0.02] No 
IQ → IAL via EC 0.070 0.069 0.033 2.130 0.033 [0.01; 0.13] Yes 
CQ → IAL 
0.19 2.12 
Yes 
CQ → IAL via CSC -0.034 -0.034 0.027 1.265 0.206 [-0.09; 0.02] No 
CQ → IAL via EC 0.060 0.058 0.027 2.220 0.026 [0.01; 0.11] Yes 
Male sample 
AI → IAL  0.17 3.44 Yes AI → IAL via CSC -0.001 -0.001 0.004 0.337 0.736 [-0.01; 0.01] No 
SI → IAL  0.18 3.41 Yes SI → IAL via EC 0.007 0.007 0.011 0.632 0.528 [-0.01; 0.03] No 
PQ → IAL 
-0.03 0.53 No 
PQ → IAL via CSC -0.009 -0.008 0.019 0.451 0.652 [-0.05; 0.03] No 
PQ → IAL via EC 0.067 0.065 0.027 2.504 0.012 [0.01; 0.12] Yes 
IQ → IAL 0.01 0.05 No 
IQ → IAL via CSC 0.000 0.000 0.004 0.066 0.947 [-0.01; 0.01] No 
IQ → IAL via EC 0.049 0.049 0.022 2.231 0.026 [0.01; 0.09] Yes 
CQ → IAL  0.18 2.47 Yes 
CQ → IAL via CSC -0.006 -0.006 0.014 0.435 0.663 [-0.03; 0.02] No 
CQ → IAL via EC 0.061 0.060 0.024 2.524 0.012 [0.01; 0.11] Yes 
 
13 ß – path coefficient; T – t-value (|O/SD|); O – Original Sample; M – sample mean; SD – Standard deviation; p – p-value; CI – 95% confidence interval; Sig. – significance 
(p < 0.05). 
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4.3. Step 3: Testing moderating effect of gender 
The PLS estimation of the IAL model numerically demonstrates differences of the 
path coefficients between two samples (Table 4). Moreover, the mediation analysis revealed 
that emotional commitment serves as a complementary mediator of the relationship between 
social integration and the IAL only in the female sample. These findings beg the following 
question: are these differences statistically significant? To answer it, I used a multigroup 
analysis (PLS-MGA) (Sarstedt et al., 2011, p. 203) based on a nonparametric approach 
developed by Henseler et al. (2009, p. 305). This procedure tests for a substantial difference 
between the extended, gender-differentiated and separately-estimated IAL models. The PLS-
MGA method “compares each bootstrap estimate of one group with all other bootstrap 
estimates of the same parameter in the other group” and counts when the bootstrap estimate 
of the first sample is larger than the bootstrap parameter of the second one (|diff|) (Hair et al. 
2016, p. 294). Based on the results of this test, PLS-MGA calculates the probability value for 
a one-tailed test (p-value). Percentages smaller than 0.05 (or larger than 0.95) indicate a 
significant difference of the group-specific PLS path coefficients for the selected relationship 
(Henseler et al., 2009).  
The PLA-MGA approach detects one significant difference of the group-specific path 
coefficients: the relationship between the social integration and the emotional commitment 
(H4: |diff|SI→EC = 0.14, pSI→EC = 0.04). This finding supports H4, claiming that bond between the 
inclusion into the social system of university and emotional commitment for female alumni is 
statistically stronger than for males. However, other relationships do not significantly differ 
across student gender groups. More precisely, benefits of the alumni association, 
predisposition to charity, emotional commitment, academic and social integration, as well as 
corporate quality, have direct positive influence on the IAL for both male and female alumni 
(H1: |diff|BAA→IAL = 0.02, pBAA→IAL = 0.42; H2: |diff|PC→IAL = 0.08, pPC→IAL = 0.83;  H3b:  |diff|EC→IAL = 
0.06, pEC→IAL = 0.28; H5a: |diff|SI→IAL = 0.02, pSI→IAL = 0.40; H5b: |diff|AI→IAL = 0.01, pAI→IAL = 0.55; 
H6b: |diff|CO→IAL = 0.01, pCO→IAL = 0.46). In contrast, commitment to the study course does not 
precede the IAL in both samples (H3a: |diff|CSC→IAL = 0.06, pCSC→IAL = 0.78). Although interactive 
quality does not directly influence the IAL in two groups of respondents (H6a: |diff|IQ→IAL = 
0.01, pIQ→IAL = 0.52), mediation analysis identified its indirect effect on the target variable via 
emotional commitment. To support or reject hypothesis H1, H2, H3a,b, H5a,b as well as H6a,b, 
it is crucial to perform a more comprehensive comparison of the group-specific outcomes. 
Therefore, I conducted the importance-performance matrix analysis (IPMA) described in the 
next section.   
4.4. Step 4: Importance–performance matrix analysis 
The IPMA procedure can extend the result of a PLS-MGA analysis and identify 
critical areas of managerial activities, by taking into account a performance level of each 
construct in the PLS-SEM model (Schloderer, Sarstedt, & Ringle, 2014, p. 117). In brief, this 
approach extracts supplemental information in addition to the results obtained through the 
PLS analysis and offers priority maps to guide effective managerial decisions (Ringle & 
Sarstedt, 2016, p. 1867). More precisely, this technique contrasts the structural model total 
effects (importance) of the specific construct and the average values of the latent rescaled 
variable scores (performance) (Hair et al., 2016, p. 277). These variable’s characteristics are 
“available for PLS but not for covariance-based SEM approach” (Völckner, Sattler, Hennig-
Thurau, & Ringle, 2010, p. 389). To facilitate interpretation and assessment of the 
performance values, the IPMA rescales the indicators and unstandardized latent variable 
scores to range from 0 to 100, where ‘0’ indicates a low performance and ‘100’ refers to high 
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performance (Hair et al., 2016, p. 278; Völckner et al., 2010, p. 389). The goal of the IPMA 
procedure is to identify determinants that have relatively low performance and relatively high 
importance for the target construct (Ringle & Sarstedt, 2016, p. 1873).  
The IPMA of the main outcome variable (i.e., the IAL) focuses on the importance of 
the nine drivers of alumni loyalty depicted in Figure 1. Table 7 demonstrates the IPMA 
results for female and male samples. Figure 2 visualizes the ‘performance level’ of each 
factor along with its impact on the IAL. Two additional lines, represented in this figure, refer 
to the mean importance value (i.e., x-axis) and a mean performance (i.e., y-axis), and divide 
all constructs of the IAL model into fourth groups (Ringle & Sarstedt, 2016, p. 1873). The 
first stream contains the most critical factors influencing the IAL that have a low level of 
performance. Therefore, they require urgent management attention. The second quadrant 
consists of elements that also play a valuable role in forming the IAL. However, they already 
have a relatively high-performance index. Hence, managers should focus their efforts on 
maintaining the performance level of these factors. The third and fourth groups include 
constructs that have a low impact on AL. Therefore, investing resources into these factors 
may be unprofitable. Summing up, the graphical representation outlined in Fig. 2 can assist 
managers in making management-oriented decisions (Hock et al., 2010, p. 200). 
Although the MGA analysis revealed only one significant difference (between ‘social 
integration’ and ‘emotional commitment’), the IPMA results disclosed several addition 
distinctions between the target groups. Thus, as can be seen from Fig. 2 and Table 7, the total 
effects of ‘academic integration’ and the ‘predisposition of charity’ on the ‘intention to 
alumni loyalty’ are higher for males than for females. Hence, the findings, consequently, 
support H5b and H2. While the interactive quality has the same weak effect in both groups 
(0.6), the influence of corporative quality is stronger for male alumni than for females. As a 
result, H6b is supported; however, H6a should be refused. Additionally, the findings 
demonstrate that the total effects of emotional commitment and social integration are higher 
for female alumni than for males. These facts may confirm H3b and H5a. Moreover, the 
IPMA results show that the benefits of alumni association construct are the most relevant as a 
managerial option in both groups. However, the total effect of this construct is slightly 
stronger in the female group. Hence, H1 has to be rejected. Additionally, commitment to the 
study course has a negative effect on the IAL enhancement in both cases. Thus, H3a has to 
be also refused. Figure 3 outlines the paths between remaining constructs in the extended IAL 
model for female and male samples. The figure represents the effect of gender on the 
relationships between IAL and its antecedents. 
As can be seen from Figure 2, for the female alumni, benefits of the alumni association 
and emotional commitment are the most important drivers of the IAL, due to their major 
impacts (total effect = 0.25). Due to a high index of emotional commitment (74.98 of 100 
points), there is relatively minor potential for a further increase of this construct. In contrast, the 
benefits of the alumni association have the lowest performance level (31.14 of 100 points) in 
the IAL model and, thus, provides substantial room for improvement. Additionally, social 
integration and corporative quality appear to be highly relevant for enhancing alumni loyalty in 
this target sample. Both constructs have a relatively strong impact on the IAL with total effects 
of 0.21 and 0.23, respectively. Consequently, for a feminine loyalty program, managers should 
prioritize improving the performance of the benefits of the alumni association construct. 
Moreover, they must maintain and expand the activity level of the emotional commitment. For 
this purpose, university administration should focus on the preceding constructs of this factor 
with the firm impact on the intention to alumni loyalty (Ringle & Sarstedt, 2016, p. 1874). As 
follows from Figure 2, shown above, a corporative quality has the most significant influence on 
the IAL. As a direct consequence, the performance of this construct leads to improve emotional 
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commitment and, thus, the IAL.  Corporative quality should be the second priority, followed by 
social integration (third priority). 
 
Figure 2. Adjusted importance-performance map of the target construct IAL 
(constructs, unstandardized effects)14 
Similarly, to the previous case of the sample, university administration should mainly 
enhance the performance of benefits of the alumni association in order to increase loyalty rate 
among male alumni. Indeed, this construct has a strong effect on the target variable (i.e., IAL) 
and has a relatively low-performance level (29.89 of 100 points), thereby offering substantial 
room for further growth. However, in contrast to the female group, predisposition to charity 
and academic integration are also valuable for campaigns aimed at increasing masculine 
alumni loyalty, as these exogenous latent variables exert a relatively high impact on the IAL 
in male sample. Moreover, these two areas offer high potential for improvement regarding 
the current performance level and, therefore, can be assigned respectively as the second and 
the third priority of managerial activities. Furthermore, the factor corporative quality has the 
strongest effect on the target variable for males (total effect = 0.26) and a relatively high-
performance level (67.35 of 100 points), which, however, still offers some potential for future 
improvement. Furthermore, corporative quality also serves as the main driver of emotional 
commitment, which is also highly relevant in forming masculine loyalty. Hence, the 
corporative quality should be placed in the fourth priority of the loyalty program. Aspects 
captured by social integration refer to fifth priority. Future managerial efforts, therefore, 
should be directed at least to maintaining this area’s operation level. Likewise, investment 
into the performance of commitment to the study course, physical and interactive qualities 
would be illogical because they have at best minor or at the worst negative impact on 
improving the target variable in both samples.  
To identify how to increase the performance level of the main drivers of alumni 
loyalty, I carried out the IPMA procedure on the indicator level (Ringle & Sarstedt, 2016, p. 
 
14 All total effects larger than 0.10 are significant at the p ≤ 0.10 level. BAA = benefits of alumni association; 
PC = predisposition to charity; CSC = commitment to the study course; EC = emotional commitment; AI = 
academic integration; SI = social integration; PQ = physical quality; IQ = interactive quality; and CQ = 
corporative quality. The vertical y-axis shows the average unstandardized scores of constructs (i.e., performance 
level). The horizontal x-axis demonstrates the total unstandardized effect (i.e., importance). A vertical line 
refers to the mean importance value, while a horizontal line shows the mean performance value. The red 
diamond-shaped dots represent antecedents of AL in the female sample. Blue round dot symbols refer to determinants 
of AL for male alumni. 
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1874). Such analysis compares the relative importance15 of indicators on the target variable in 
the specific measurement model (Hair et al., 2016, p. 280). For the IAL model, this procedure 
can be particularly useful for the constructs of benefits of alumni loyalty, corporative quality, 
social integration, due to their strong effect on the IAL in both groups. Items captured by 
academic integration and predisposition to charity should be also displayed on the 
importance-performance map since their performances are highly relevant for the male 
sample. Figure 4 and Appendix A demonstrate the extended IPMA results, thereby 
identifying additional differences between the target groups. Thus, although the performance 
of the benefits of the alumni association is a key focus for the development of an effective 
alumni loyalty program across both samples, the main marketing efforts should be directed 
towards different indicators of this construct for female and male alumni. Specifically, for 
female, the indicator Baa2 (‘consultations with alumni about the future career in the form of 
workshops and individual interviews’) has the highest priority for improvement. The 
indicator Baa1 (‘providing contact with alumni’) follows as the second priority. However, for 
male alumni, the impact of these indicators on the target variable is reversed. In the female 
sample, while indicator Si1 (‘I always have intensive contact with my fellow students’) and 
Si2 (‘I often communicate with the teachers personally’) have significant importance on 
social integration, the item Cq1 (‘importance of the university’s reputation to build a 
successful career’) has the highest total effect on ‘corporative quality’. Hence, besides 
enhancing consultations between alumni and students, managers must aim at increasing a 
university’s prestige and reputation in the education marketplace as well as provide politics to 
increase student integration into the social life if they hope to improve female alumni loyalty. 
All items of predisposition to charity and academic integration have strong effects on 
the IAL. As in the female sample, the indicator Cq1 (‘Importance of the University reputation 
to build a successful career’) is also highly relevant for male alumni. Hence, to increase 
masculine alumni loyalty, managers should provide more contacts between alumni and 
students, increase university reputation, and enhance integration of male alumni into the 
academic life of the university. Furthermore, loyalty programs targeting male alumni should 
focus mainly on those alumni who have an extensive philanthropic history.    
 
 
15 The importance value of an indicator is ‘derived from the indicators’ total effects on the target construct, 
which is the result of multiplying the rescaled outer weights of a predecessor construct’s indicators with its 
unstandardized total effect on the target construct” (Ringle & Sarstedt, 2016, p. 1874). 
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Figure 3. Extended IAL model (male and female samples)16 
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Figure 4. Adjusted importance-performance map of the target construct IAL 
(Indicators, unstandardized effects)17 
 
16 IAL = intention to alumni loyalty; BAA = benefits of alumni association; PC = predisposition to charity; CSC = 
commitment to the study course; EC = emotional commitment; AI = academic integration; SI = social integration; PQ 
= physical quality; IQ = interactive quality; CQ = corporative quality; β – path coefficient; f – females; m – males. 
The dashed line shows the moderation effect of gender on the relationship between intention to alumni loyalty and its 
antecedents. The solid black line refers to the supported relationship between variables. The Solid red line (the path 
between ‘social integration’ and ‘emotional commitment’) demonstrates the significant differences between female 
and male samples. The dotted red line represents unconfirmed hypotheses. The non-significant path coefficients are 
highlighted in red. The non-significant factor (i.e., CSC) as well as the incoming to de facto paths are depicted in grey. 
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Table 7. Importance-Performance Map and Hypotheses Overview18 
H Path Male Female H Sig.
? Exogenous var. Endogenous var. T.e.u Perf. T.e.u Perf.  
H1 Benefits if the 
alumni association 
Intention to alumni 
loyalty 
0.24 29.86 0.25 31.14 ◻ No 
H2 Predisposition to 
charity 
0.18 34.81 0.10 32.21 ✓ No 
H3a Commitment to 
the study course 
- 0.02 69.10 - 0.06 67.44 ◻ No 
H3b Emotional 
commitment 
0.22 73.39 0.25 74.98 ✓ No 
H5a Social integration 0.17 60.97 0.21 61.89 ✓ No 
H5b Academic 
integration 
0.15 43.55 0.13 44.40 ✓ No 
H6a Interactive quality 0.06 71.81 0.06 70.51 ◻ No 
H6b Corporative quality 0.26 67.35 0.23 68.03 ✓ No 
H4 Social integration Emotional 
commitment 
0.03 60.97 0.16 61.89 ✓ Yes 
5. Discussion  
Summary of results and managerial implications 
Worldwide, universities are increasingly interested in increasing AL (e.g., Drapinska, 
2012, p. 48; Giner & Rillo, 2015, p. 257; Goolamally & Latif, 2014, p. 390; Iskhakova et al., 
2017, p. 292). However, to maximize the intent towards AL, managers need to know the key 
drivers influencing AL (Lin & Tsai, 2008, p. 398; Nesset & Helgesen, 2009, p. 40). As a 
result, researchers developed and presented strategies based on essential factors affecting AL 
(Hennig-Thurau et al., 2001, p. 340; Hoffmann & Mueller, 2008, p. 593; Iskhakova et al., 
2016, p. 153). This article provides insight into gender differences in these success factors 
which may enable institutional leaders to optimize male and female AL separately, thereby 
enhancing university profitability with lower costs (Frank et al., 2014, p. 171). To the best of 
my knowledge, this is the first study to examine gender’s moderating role in complex cause-
effect relationships between the intent to alumni loyalty and its antecedents. The paper 
proposes a novel management approach for building AL based on the gender segmentation. 
The findings can assist scholars in the development of a more accurate and comprehensive 
conceptual model. This study also allows researchers to gain a deeper understanding of 
factors influencing alumni supportive behavior towards their university and, consequently, 
helps managers to establish a successful alumni loyalty program. The main results and 
recommendations of this study are summarized below. 
To analyze moderation effect of gender, I extended the previously designed IAL 
model (Iskhakova et al., 2016, p. 142), by developing original hypotheses about gender 
differences in the effects of service quality, integration, commitment, benefits from the 
 
17 Abbreviation of items. All total effects larger than 0.10 are significant at the p ≤ 0.10 level. The red diamonds 
represent variables of AL in the female sample. Blue round dot symbols refer to determinants of AL for male alumni. 
18 H – hypothesis; Var. – variable; T.e.u – total unstandardized effect; Perf. – performance; Sig. – statistically 
significant differences. 
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alumni association and predisposition to charity on the alumni loyalty intent. This set of 
propositions was formulated based on the gender and marketing literature (e.g., Frank et al., 
2014; Iacobucci & Ostrom, 1993; Melnyk et al., 2009; Meyers-Levy & Loken, 2015). The 
hypothesized relationships were subsequently tested on data from a leading Russian 
university (204 female and 312 male responses) using a structural equation modeling 
approach (PLS-SEM), measurement invariance technique, and a multi-group analysis. 
Additionally, the IPMA procedure was used to identify the most relevant areas for managerial 
improvement.  
The findings broadly support the proposed structure of the extended IAL model. The 
presented theoretical concept explains approximately 50% and 45% of the IAL for female 
and male students, respectively. Even though this study mainly confirmed the proposed 
structure of the extended IAL model, several relationships did not exhibit practical 
significance in both samples. Thus, the results did not confirm the paths from physical and 
interactive qualities to the alumni loyalty intent. Moreover, the explicit mediation analysis 
provides additional insight into the mediation effect of commitment in the alumni loyalty 
context. Emotional commitment mediates relationships between physical quality, interactive 
quality, and the IAL in both groups. It serves as a complementary mediator of the interplay 
between the corporative quality and the intention to alumni loyalty for both samples. 
Furthermore, emotional commitment explains some influence of social integration on the IAL 
for female alumni. The last finding demonstrates a moderated mediation situation (Hayes, 
2015) because the value of emotional commitment on the IAL changes depending on gender. 
In contrast, commitment to the study course has a negative, but insignificant, impact on the 
IAL in both samples. These findings differ from some previous studies arguing that cognitive 
commitment is a good predictor of consumer loyalty (Evanschitzky, Iyer, Plassmann, 
Niessing, & Meffert, 2006). The results correlate well with other researchers claiming that 
cognitive commitment does not impact customer loyalty (e.g., Bowden, 2011; Hansen, 
Sandvik, & Selnes, 2003; Hennig-Thurau et al., 2001). The investment into the performance 
of cognitive commitment can be risky business for higher education. 
A multigroup analysis disclosed only one significant difference between female and 
male respondents: in contrast with males, social integration has an important influence on an 
emotional commitment for female alumni (H4). The IPMA analyses inspired further insights 
into a moderating effect of gender. Thus, the IPMA results reveal that the effect of emotional 
commitment (H3b) and social integration (H5a) on the IAL is stronger for females than 
males, while academic integration (H5b) is more important for males. These findings are 
consistent with prior research, which reports that males care about a relationship with larger 
groups due to their tendency towards independence and goal achievement, whereas females 
focus on maintaining a personal relationship due to their inclination toward emotion and 
social affiliation (e.g., Frank et al., 2014; Melnyk & van Osselaer, 2012; Meyers-Levy & 
Loken, 2015). Although “service quality is known as one of the most crucial antecedents of 
loyalty” (Goolamally & Latif, 2014, p. 391), the IPMA detected that only one dimension of 
this entire contract can enhance alumni loyalty; corporative quality. This factor is relevant in 
both samples; its influence on the alumni loyalty intent is stronger for male students than for 
females (H6b). The author presumes that this result can be because males place more 
importance on achievement, prestige, and social status than females do (Frank et al., 2014; 
Iacobucci & Ostrom, 1993; Melnyk et al., 2009; Stan, 2015). Male alumni have more intent 
to support behavior when the “appeal generated pride rather than sympathy” (Meyers-Levy & 
Loken, 2015, p. 134). Furthermore, the findings stress that it is not worth to increase the 
performance of physical and interactive qualities because their importance in driving alumni 
loyalty is extremely low in both samples. Additionally, the results show, that the benefits of 
the alumni association are the most important area of influence on the intention to alumni 
 
 
 
30 
loyalty across both target groups. This fact indicates that if nothing is done in this area, it 
could be difficult for the university to enhance alumni loyalty in the future. Furthermore, the 
study indicates that ‘predisposition to charity’ is highly relevant for male alumni (H2). 
Consequently, universities can significantly increase alumni loyalty by focusing on three 
main approaches: benefits-based (both sample), corporative service quality-based (mainly for 
males), integration-based (esp. for females), and predisposition to charity-based strategies 
(for males). 
Benefits-based strategy  
The findings revealed that there is significant room for improvement in the area of 
benefits of the alumni association in both groups. University alumni associations should offer 
relevant service, not only for alumni but also for students during their time at the university. 
Thus, on closer scrutiny of the relevant indicators of this factor (Fig. 4), it becomes evident 
that the female loyalty program should prioritize the enhancement of student consultations 
with successful alumni. For this purpose, a university administration could organize more 
workshops, lectures, and individual interviews, and ask experienced alumni to consult female 
students or young female alumni about education and future careers. Furthermore, 
universities should create an online mentoring network using an official university website to 
connect students and young alumni to professional networks (Gallo, 2012, 2013; Karpova, 
2006). Using this platform, older and more experienced alumni could consult female 
undergraduates and young alumni about their career opportunities going forward and 
potential job placements (Philabaum, 2008). Such close cooperation with alumni could help 
female students to perceive themselves as part of a wider community, realize the valuable 
role of the alumni-university relationship and, consequently, underpin the notion of alumni 
loyalty (Frank et al., 2014).  
A male loyalty program should focus more on establishing robust and friendly contact 
between students and distinguished alumni (Fig. 4). Having the contact with alumni, male 
students could better evaluate the relevance of their university because top alumni commonly 
represent professional university success in the education market (Karpova, 2006). Moreover, 
providing both student and alumni profiles could efficiently introduce a role for alumni and 
illustrate their function within the university community (i.e., material and nonmaterial 
support). According to managers, the best way of presenting these profiles could be making 
interview videos between alumni and current students, where they could discuss the course of 
study, the alumni association, and the concept of “giving back” (Philabaum, 2008).  
Corporative quality-based strategy 
The IPMA analysis at the variable level found that the manifest variable importance 
of the university reputation of the corporative quality is the most important item for attracting 
and retaining alumni. This finding supports the statement of other management scholars, who 
claim that a favorable university reputation leads to supportive alumni behaviors (e.g., Sung 
& Yang, 2009, p. 804; Helgesen & Nesset, 2007b, pp. 126, 135). In short, the corporate 
reputation is interpreted as the customers’ overall perception of an organization that builds 
based on all interactions between the company and its main stakeholders (Dehghan, Dugger, 
Dobrzykowski, & Balazs, 2014, p. 20; Schuler, 2004). A university’s reputation is formed in 
all instances when the university is in relationships with its students and alumni (Helgesen & 
Nesset, 2007b, p. 129). Additionally, reputation may be perceived as a visual statement to the 
world of who and what organization is (Helgesen & Nesset, 2007a, p. 42). University status 
is important for both genders; it plays a stronger role for male alumni. Therefore, to ensure 
masculine alumni loyalty, academic universities need to invest in reputation management.  
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Previous research revealed that several groups of external stakeholders could develop 
a strong corporate reputation (Chun, 2005). In an education context, alumni that serve as 
ambassadors towards their alma maters may become these external partners (Karpova, 2006). 
Hence, ambassadors can provide testimonials about their university experiences at 
workshops, conferences, campus presentations, interviews, webinars, banquets, and 
commencement ceremonies, thereby attracting potential students and increasing the 
university’s visibility and competitiveness in the market environment (Philabaum, 2008). As 
a result, universities should encourage alumni to become their ambassadors and share their 
impressions regarding their alma mater. Concisely, establishing an ambassador network 
should be one of the essential policies in developing a loyalty program that attracts male 
alumni.  
Integration-based strategy 
The results show that universities should support the integration of female students into 
the institution’s social life, while the male students should be integrated into the academic 
environment. Communications with professors and contacts with fellow students have the 
highest influence on forming alumni loyalty (Fig. 3). A social integration strategy that mainly 
involves communication would seem to be the most appropriate approach to develop a loyalty 
program for female alumni. These results are compatible with the principal findings of 
marketing and management research (e.g., Kotler & Keller, 2012). A relationship marketing 
paradigm also perceives communication as a valuable dimension of a successful consumer-
organization relationship (e.g., Morgan & Hunt, 1994). Indeed, using this tool, a company can 
more effectively “inform consumers about its goals, activities, and offerings and motivate them 
to take an interest in the institution” (Kotler and Fox, 1985, p. 277). It is crucial to develop a 
strong communication channel between an alma mater and its alumni (Hennig-Thurau et al., 
2001). However, the implementation of this important bond requires considerable effort and 
time (Levine, 2008). Likewise, students’ experiences with the university affect their present and 
future willingness to support the organization (Sung & Yang, 2009). Therefore, higher 
education organizations must build an effective communication policy with their alumni from 
the beginning; preferably when they first matriculate (Gallo, 2013; Levine, 2008). For this 
purpose, managers should involve predominantly female students in social, sporting, and 
cultural events provided by their university.  
At the same time, universities must develop a healthy academic environment to ensure 
male loyalty. Institutional leaders should motivate male students to take part in university 
commutes, academic events, and student organizations as well as to encourage students to 
become members of student academic groups. Consequently, university administration ought to 
organize more educational meetings and workshops, where professors and famous alumni may 
explain principles of loyalty philosophy and encourage students to be engaged in university 
activities.  
A predisposition to charity-based approach should be the key strategy aimed to 
enhance masculine alumni loyalty. Universities should, therefore, be aware of the philanthropic 
history of male graduates to develop more successful alumni loyalty program (Brady et al., 
2002). For this purpose, students and alumni can be systematically asked about their charity 
activates and philanthropic attitudes of their family. Using this data, managers may develop a 
database to trace the philanthropic history of their male alumni.  
Additionally, some differences among female and male alumni can be observed when 
comparing key scales of the IAL construct (Iskhakova et al., 2016). The statistics outline that 
females seem to be more loyal to their alma mater than males regarding volunteer support, 
willingness to receive the information about their university and to become a member of its 
alumni association. These findings confirm a gender schema theory according to which, 
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“females are oriented towards communal activities and goals” (Sharma et al., 2012, p. 104). 
Additionally, I found that male students are more likely to make financial contributions than 
female ones. These data are concordant with the research findings provided by Clotfelter 
(2001), Monks (2003) and Okunade (1996), detecting that “male graduate alumni donated 
significantly more than female” (Okunade, 1996, p. 222). 
The current study clearly demonstrates the moderation effect of gender on alumni 
loyalty. The discrepancy between female and male alumni strategies can be also explained by 
Moschis’ socialization model (Moschis, 1985).  According to this model, females and males 
play distinguished roles in social society and, therefore, the two genders differ in their 
tendencies to obtain and process information about products or services in marketing 
environments (Putrevu, 2001). Thus, females are inclined to affiliation and engagement 
(Meyers-Levy & Loken, 2015; Moschis, 1985). In contrast, male roles stress assertiveness and 
independence. Hence, males have a preference for self-generated information, power, and 
prestige (Frank et al., 2014; Stan, 2015). To conclude, the results of this research are in good 
agreement with previous studies analyzing gender differences in customer loyalty context (e.g., 
Frank et al., 2014; Melnyk & van Osselaer, 2012). More precisely, the findings of this study 
support the following deductions: “males favored loyalty programs that magnified status when 
such status was salient to others, while females favored programs that highlighted 
personalization that was not publicly visible” (Meyers-Levy & Loken, 2015, p. 139).  
6. Limitations and future research 
The findings of this study cannot be interpreted without taking the constraints into 
account. First, this research is a case study that assessed Master’s students from the field of 
computer science in one leading Russian university. This investigation is limited to contexts 
involving a single university, single country, and one major. In this case, the results might not 
be readily generalized to other schools with significantly different cultures, missions, and 
traditions. Cultural differences might influence how students evaluate loyalty and its 
antecedents (House, Hanges, Javidan, Dorfman, & Gupta, 2004; Lin & Tsai, 2008). In 
general, “academic marketing research suffers from an overgeneralization” of the country and 
specialty-specific findings (Frank et al., 2014; Hennig-Thurau, 2000; Holmes, 2009). I invite 
future research to test the extended IAL model within a large dataset representing many types 
of institutions. Moreover, this study investigated only one Eastern country; the Russian 
Federation. Further research should establish a comprehensive research design including 
more than one Eastern society (e.g., China, Japan) to gain insight into the alumni loyalty of 
rapidly changing economies (Soyez, Francis, & Smirnova, 2012). Consequently, this study 
should be replicated in different cross-major, cross-national, and cross-cultural (e.g., 
individualism/collectivism) contexts to enhance confidence in the proposed research model as 
well as to deepen and generalize the results of this study.  
Second, the findings suggest that commitment to study course does not influence 
alumni loyalty intent in both cases (i.e., male and female samples). This evidence is in 
contrast with some previous studies reporting that “calculative commitment is usually 
vigorously and positively associated with loyalty for high-involvement service contexts” 
(Bowden, 2011, p. 221; Evanschitzky et al., 2006). Iskhakova et al. (2016) also revealed a 
significant influence of commitment to the study course on the IAL for students attending 
courses in the field of economics. Since key factors influencing AL may differ depending on 
the course of study (Hennig-Thurau et al., 2001; Holmes, 2009), this contradiction might be 
attributed to different majors’ contents and, therefore, requires further examination 
(Hoffmann & Mueller, 2008). As a result, future research may test the mediation effect of 
commitment in other countries, in different education programs, and in other environments.  
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Third, the extended IAL model was tested on current students and therefore, identified 
factors driving intention to alumni loyalty, not actual supportive behavior (Iskhakova et al., 
2016). In order to verify the predictive power of the IAL model and track changing alumni 
behavior, future research should apply the IAL model to the same students after graduation. 
Likewise, future longitudinal research might also analyze the extent to which student loyalty 
changes over time as students’ progress through their degree. Consequently, future research 
may retest the proposed hypotheses with the objective of alumni loyalty rather than alumni 
loyalty intent. A longitudinal design of this study would provide broader insights into the 
evolutionary nature of alumni-university relationships and the alumni loyalty formation 
process. 
Fourth, the intention to alumni loyalty has R2 values of 0.50 and 0.45 for the female 
and male respondents respectively. These results show that several others factors may also 
account for AL (Frank et al., 2014, p. 183). For example, AL might be highly correlated with 
the age, tuition, and employment status of graduates (McDearmon & Shirley, 2009; Weerts & 
Ronca, 2007). Therefore, the analysis of the moderation effect of these drivers on the bond 
between AL and its antecedents can also be recommended for further research. Despite these 
limitations and opportunities for future research, the author believes that this study provides 
relevant insight into moderation effect of gender on forming alumni loyalty.  
7. Conclusion 
Managers frequently use gender as the main criterion for market segmentation to 
enhance the desired outcomes for organizations (e.g., Melnyk & van Osselaer, 2012). This 
approach gained wide popularity in traditional marketing and management, as “it meets 
several of the requirements for successful implementation: easy to identify, easy to access, 
and large enough to be profitable” (Putrevu, 2001, p. 1). The literature lacks a theory as to 
how gender moderates a formation of the intention to alumni loyalty (Frank et al., 2014). Due 
to the increasing importance of AL in a highly competitive education sector, this research gap 
emphasizes a need for the development of a theory to supply university administration with 
knowledge of gender differences in the main factors driving intention to AL (Helgesen & 
Nesset, 2007b; Hennig-Thurau et al., 2001). This study aims to fill this lack in the economic 
literature by analyzing the moderating effect of gender in the AL context. For this purpose, I 
extended the previously developed IAL model. 
A multigroup analysis of the presented model revealed that the bond between social 
integration and emotional commitment is significantly stronger for female respondents than 
for males. The IPMA procedure completes the picture of discrepancy and similarity between 
two target groups by providing more accurate insights into the moderating role of gender. 
The results revealed that benefits of alumni association are essential to enhancing alumni 
loyalty for both samples. However, a benefits strategy for a female loyalty program should 
concentrate on establishing student consultations with successful alumni by organizing an 
online mentoring network, workshops, lectures, and individual interviews. The strategy for a 
male loyalty program should pay particular attention to grounding strong contact between 
students and young and outstanding alumni (e.g., via providing profiles and interview videos 
between two groups).  
Likewise, to enhance female alumni loyalty rates, it is crucial to develop social 
integration among female students. More precisely, investments in communication policies 
via regular academic and social events as well as through the development of healthy 
relationships with peers and university staff seem to be an effective approach for boosting 
social integration and thereby retaining female alumni. In contrast, the corporative quality-
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based and predisposition to charity–based strategies are essential to increase male alumni 
loyalty. More specifically, institutional leaders need to invest in university reputation by 
developing a robust ambassador network and focus on male alumni with a comprehensive 
philanthropic history. The study also revealed that loyal females tend to provide more 
volunteer support, receive the information about their university, and join its alumni 
association than males do. In contrast, loyal male students are more likely to make a greater 
donation than females. Consequently, for a successful alumni loyalty program, academic 
institutions need to invest in reputation and communication management, as well as to supply 
alumni and students with significant benefits from the alumni association.  
Although the IAL model was only tested among Russian students, the author firmly 
believes that the pragmatic strategies, offered in this study, can be applicable not only to 
Russian universities but also to other institutions of higher education with the same duty and 
structure. Summing up the results, I conclude that the moderating effect of gender on the 
relationship between AL and its antecedents is pronounced. Consequently, to enhance AL 
rate, university administration should develop AL campaigns based on gender segmentation 
by adjusting key strategic marketing priorities in line with the results of this study. This paper 
investigates the mediation role of commitment in the development of an alumni-university 
relationship. The results revealed that the emotional dimension of this construct fully 
mediates physical and interactive qualities on the IAL and partially explains the corporative 
quality’s effect on the target variable. Emotional commitment serves as a complementary 
(partial) mediator in the bond between social integration and AL for female respondents. 
Conversely, cognitive commitment (i.e., commitment to the study course) does not mediate 
any relationships between AL and its antecedents. 
The new evidence obtained through this investigation can make a meaningful 
contribution to the overall field of AL research and can help managers to optimize widely-
used gender-based marketing strategies, thereby maximizing alumni loyalty intent. For 
marketing purposes, female and male alumni should be considered as separate subcultures in 
the higher education context Kwok, Jusoh, and Khalifah (2016). The current study can help 
researchers to understand better what motivates female and male students to make the desired 
contributions to their alma maters and, thus, offers valuable insights into management 
programs aimed at enhancing loyalty among alumni of higher education institutions. 
Summing up, the results of this study support the statement of Andreoni and Vesterlund 
(2001) that researchers must “take greater care in assuring that their studies are gender 
balanced and that findings are due to economic factors and not the gender composition of 
their samples” (p. 305). 
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Appendix A. List of indicators and IPMA results for the IAL (indicators, unstandardized effects) 
Factor Item Measure Total  Female sample Male sample 
β T β T T.e.u Perf. β T T.e.u Perf. 
PQ Pq1 Organization and structure of major (e.g., the curriculum) 0.52* 8.014 0.55* 5.307 0.00 64.46 0.49* 5.615 0.01 70.89 
Pq2 Variety of courses offered for major (refers to the 
teaching on offer) 
0.48*  7.432 0.42* 3.950 0.00 71.65 0.46* 5.681 0.01 62.87 
Pq3 Quality of library service (e.g., availability of educational 
materials) 
0.28* 5.092 0.32* 3.810 0.00 61.52 0.26* 3.581 0.01 65.12 
IQ Iq1 Examinations (unbiased and objective system of 
knowledge evaluation) 
0.59* 6.768 0.45* 3.197 0.03 70.75 0.64* 6.053 0.03 71.58 
Iq2 Quality of academic staff consultations and support 
during the study  
0.37* 4.337 0.41* 3.192 0.02 71.98 0.35* 3.110 0.02 72.81 
Iq3 Availability of the academic staff 0.24* 2.831 0.31* 2.341 0.02 67.81 0.23* 2.123 0.01 70.78 
CQ Cq1 Importance of the university reputation to build a 
successful career 
0.48* 7.706 0.46* 5.180 0.08 67.65 0.49* 5.242 0.10 66.08 
Cq2 Applicability of the obtained knowledge for work activities 0.41* 6.727 0.41* 4.797 0.07 71.98 0.39* 4.290 0.08 67.84 
Cq3 Applicability of the obtained knowledge in science (the 
utility of knowledge in scientific terms) 
0.37* 6.058 0.42* 4.246 0.08 64.79 0.35* 4.317 0.07 68.64 
 
AI 
Ai1 Participant response to: “I am a regular member of 
student academic groups in my university.” 
0.79* 33.82 0.76* 16.63 0.03 44.85 0.81* 28.57 0.04 43.70 
Ai2 Participant response to: “I take an active part at 
university committee work.” 
0.87* 62.58 0.88* 45.66 0.04 42.57 0.87* 45.85 0.04 39.48 
Ai3 Participant response to: “I regularly take an active part in 
a student’s organizations.” 
0.83* 80.69 0.86* 41.40 0.03 46.73 0.89* 69.17 0.04 44.39 
Ai4 Participant response to: “I regularly take part in extra 
academic courses or events.” 
0.84* 44.38 
0.85* 29.28 0.03 44.04 0.84* 34.56 0.03 47.33 
SI Si1 Participant response to: “I always have intensive contact 
with my fellow students.” 
0.87* 50.45 0.88* 32.53 0.11 64.38 0.87* 38.17 0.08 59.40 
Si2 Participant response to: “I often communicate with the 
teachers personally.” 
0.89* 59.03 0.89* 53.97 0.10 59.15 0.88* 36.44 0.09 62.29 
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Factor Item Measure Total  Female sample Male sample 
β T β T T.e.u Perf. β T T.e.u Perf. 
CSC Csc1 Participant response to: “If I were faced with the same 
choice again, I would still choose the same course.” 
0.89* 60.89 0.89* 40.06 - 0.02 65.20 0.89* 46.27 -0.01 68.38 
Csc2 Participant response to: “I would recommend my course 
to someone else” 
0.94* 142.7 0.95* 120.1 - 0.04 68.79 0.93* 88.26 -0.01 69.60 
EC Ec1 Participant response to: “I feel very comfortable in my 
university” 
0.91* 90.94 0.89* 51.21 0.07 77.21 0.91* 77.74 0.07 74.47 
Ec2 Participant response to: “I am proud to be able to study 
in my university.” 
0.87* 59.94 0.85* 27.10 0.06 72.55 0.89* 63.86 0.06 71.69 
Ec3 Participant response to: “I feel very comfortable in my 
faculty.” 
0.84* 47.74 0.88* 41.60 0.07 76.14 0.82* 30.68 0.05 75.53 
Ec4 Participant response to: “If I were faced with the same 
choice again, I would still choose the same university.” 
0.79* 36.06 0.79* 20.43 0.05 73.20 0.78* 28.75 0.05 71.53 
BAA Baa1 Providing contact with alumni  0.63* 4.543 0.56* 2.496 0.12 30.64 0.66* 3.86 0.14 29.45 
Baa2 Consultations with alumni  0.49* 3.299 0.55* 2.397 0.13 31.62 0.47* 2.43 0.10 30.45 
PC Pc1 Participant response to: “My parents would like to see 
every member of the family involved in charity.” 
0.92* 94.62 0.94* 58.52 0.03 32.52 0.91* 67.02 0.06 35.47 
Pc2 Participant response to: “I believe my parents would be 
disappointed if I did not express interest in charity.” 
0.87* 57.23 0.91* 48.17 0.03 32.68 0.85* 37.17 0.06 33.23 
Pc3 Participant response to: “My parents do charity activities.” 0.86* 44.36 0.89* 38.27 0.03 31.45 0.846 28.34 0.06 35.84 
IAL Ial1 Alumni association membership Intention 0.78* 33.62 0.75* 17.64 - - 0.799 28.70 - - 
Ial2 Information Receiving 0.72* 23.40 0.72* 13.83 - - 0.725 19.10 - - 
Ial3 Keep in Touch with Department 0.76* 28.24 0.74* 16.04 - - 0.768 22.78 - - 
Ial4 Volunteer Support Intention 0.81* 41.78 0.82* 28.78 - - 0.809 30.82 - - 
Ial5 Financial Support Intention 0.84* 57.40 0.80* 29.47 - - 0.856 53.94 - - 
Note: Values are out loadings for reflective constructs. Non-significant values are printed in italics. Level of significance: *p < .05, **p < .01, ***p < .001. The phrase 
“my university” was replaced with the university’s name in the actual survey. IAL = intention to alumni loyalty. BAA = benefits of alumni association. PC = predisposition 
to charity. CSC = commitment to the study course. EC = emotional commitment; AI = academic integration; SI = social integration; PQ = physical quality; IQ = 
interactive quality; CQ = corporative quality; T.e.u – total effect (unstandardized); Perf. – performance level; ß – path coefficient. 
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Appendix B. Discriminant validity – HTMT19  
Latent 
Variables 
HTMT criterion 
Total sample Female sample Male sample 
CI 
HTMT 
≤ 0.85 
CI 
HTMT 
≤0.85 
CI 
HTMT 
≤0.85 
CSC ↔ AI [0.15; 0.35] 0.25 [0.09; 0.38] 0.23 [0.14; 0.39] 0.26 
EC ↔ AI [0.16; 0.35] 0.26 [0.14; 0.41] 0.27 [0.13; 0.36] 0.24 
EC ↔ CSC [0.48; 0.67] 0.58 [0.41; 0.70] 0.57 [0.46; 0.72] 0.59 
IAL ↔ AI [0.38; 0.56] 0.48 [0.32; 0.60] 0.47 [0.36; 0.59] 0.48 
IAL ↔ CSC [0.18; 0.38] 0.28 [0.18; 0.48] 0.33 [0.15; 0.38] 0.25 
IAL ↔ EC [0.45; 0.62] 0.54 [0.51; 0.73] 0.62 [0.37; 0.59] 0.49 
PC ↔ AI [0.29; 0.48] 0.39 [0.15; 0.44] 0.30 [0.33; 0.56] 0.45 
PC ↔ CSC [0.06; 0.24] 0.14 [0.04; 0.31] 0.15 [0.06; 0.27] 0.13 
PC ↔ EC [0.12; 0.32] 0.22 [0.12; 0.39] 0.25 [0.10; 0.33] 0.21 
PC ↔ IAL [0.37; 0.55] 0.46 [0.26; 0.57] 0.42 [0.39; 0.60] 0.49 
SI ↔ AI [0.35; 0.56] 0.45 [0.32; 0.61] 0.47 [0.31; 0.58] 0.45 
SI ↔ CSC [0.14; 0.37] 0.24 [0.29; 0.60] 0.45 [0.09; 0.28] 0.14 
SI ↔ EC [0.28; 0.50] 0.39 [0.42; 0.71] 0.58 [0.13; 0.40] 0.26 
SI ↔ IAL [0.50; 0.69] 0.60 [0.52; 0.78] 0.66 [0.42; 0.68] 0.55 
SI ↔ PC [0.29; 0.50] 0.40 [0.28; 0.57] 0.43 [0.23; 0.50] 0.37 
Note: IAL = intention to alumni loyalty; PC = predisposition to charity; CSC = commitment to the study 
course; EC = emotional commitment; AI = academic integration; SI = social integration. HTMT – 
Heterotrait-Monotrait Ratio criterion; CI – confidence interval. 
 
 
 
 
 
19 The HTMT value above 0.90, as well as the confidence interval of the HTMT statistic containing the value 1, 
indicate a lack of discriminant validity (Hair et al., 2017) 
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Appendix C. Formative constructs outer weights significance testing results 
Construct   TOTAL sample FEMALE Sample MALE Sample 
Item VIF OW 
(OL) T 
CI p VIF OW 
(OL) 
T CI p VIF OW 
(OL) 
T CI p 
Physical quality Pq1 1.36 
0.55 
(0.86) 
8.45 
[0.42; 
0.67] 
0.00 1.37 
0.65 
(0.90) 
6.31 
[0.44; 
0.84] 
0.00 1.43 
0.49 
(0.84) 
5.65 
[0.32; 
0.66] 
0.00 
Pq2 1.36 
0.46 
(0.81) 
6.73 
[0.21; 
0.54] 
0.00 1.29 
0.37 
(0.73) 
2.78 
[0.09; 
0.62] 
0.01 1.55 
0.48 
(0.86) 
5.69 
[0.32; 
0.65] 
0.00 
Pq3 1.16 
0.26 
(0.59) 
4.53 
[0.33; 
0.59] 
0.00 1.11 
0.26 
(0.53) 
2.82 
[0.09; 
0.45] 
0.00 1.24 
0.26 
(0.63) 
3.64 
[0.12; 
0.41] 
0.00 
Interactive quality Iq1 1.46 
0.59 
(0.89) 
6.86 
[0.42; 
0.75] 
0.00 2.02 
0.45 
(0.89) 
3.27 
[0.16; 
0.71] 
0.00 1.27 
0.64 
(0.88) 
6.04 
[0.42; 
0.83] 
0.00 
Iq2 1.65 
0.37 
(0.79) 
4.46 
[0.25; 
0.49] 
0.00 1.65 
0.41 
(0.84) 
3.27 
[0.16; 
0.65] 
0.00 1.73 
0.35 
(0.76) 
3.14 
[0.13; 
0.56] 
0.00 
Iq3 1.76 
0.24 
(0.77) 
2.81 
[0.29; 
0.52] 
0.00 1.89 
0.30 
(0.83) 
2.35 
[0.06; 
0.57] 
0.02 1.78 
0.23 
(0.73) 
2.13 
[0.00; 
0.43] 
0.03 
Corporative quality Cq1 1.46 
0.48 
(0.84) 
7.87 
[0.07; 
0.39] 
0.00 1.55 
0.46 
(0.80) 
5.14 
[0.28; 
0.63] 
0.00 1.65 
0.49 
(0.87) 
5.24 
[0.31; 
0.67] 
0.00 
Cq2 1.33 
0.41 
(0.77) 
6.85 
[0.36; 
0.59] 
0.00 1.18 
0.41 
(0.68) 
4.83 
[0.25; 
0.58] 
0.00 1.65 
0.39 
(0.83) 
4.27 
[0.21; 
0.57] 
0.00 
Cq3 1.38 
0.37 
(0.76) 
5.95 
[0.15; 
0.37] 
0.00 1.73 
0.42 
(0.85) 
4.24 
[0.22; 
0.61] 
0.00 1.28 
0.34 
(0.72) 
4.37 
[0.19; 
0.50] 
0.00 
Benefits of the 
alumni association 
Baa1 1.52 
0.49 
(0.86) 
3.23 
[0.15; 
0.76] 
0.00 1.65 
0.55 
(0.90) 
2.35 
[0.05; 
0.94] 
0.02 1.46 
0.46 
(0.84) 
2.38 
[0.02; 
0.78] 
0.02 
Baa2 1.52 
0.63 
(0.92) 
4.43 
[0.35; 
0.90] 
0.00 1.65 
0.56 
(0.90) 
2.46 
[0.09; 
0.96] 
0.01 1.46 
0.66 
(0.92) 
3.78 
[0.32; 
0.94] 
0.00 
Note: OW – outer weight; OL – outer loading; T – t-value; CI – confidence interval; p – p-value (5%). Pq1 – “Organization and structure of a major”; Pq2 – “Variety 
of courses offered for a major”; Pq3 – “Quality of library service”; Iq1 – “Examinations (unbiased system of knowledge evaluation)”; Iq2 – “Quality of academic staff 
consultations and support during the study”; Iq3 – “Availability of the academic staff”; Cq1 – “Importance of the University reputation to build a successful career”; 
Cq2 – “Applicability of the obtained knowledge for work activities”; Cq3 – “Applicability of the obtained knowledge in science”; Baa1 – “Providing contact with 
alumni”; Baa2 – “Consultations with alumni”. 
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Appendix D. Model Comparison (Female sample) 
 Factor Quality Model Integration Model Commitment Model Benefit Model Charity Model IAL Model 
female male female male female male female male female male female male 
β β β β β β β β β β β β 
Physical quality  0.12 0.06         - 0.01 0.02 
Interactive quality 0.13 0.10         0.06 0.05 
Corporative 
quality 
0.35* 0.34*         0.22* 0.23* 
Academic 
integration 
  0.25* 0.31*       0.16* 0.17* 
Social Integration   0.44* 0.33*       0.25* 0.19* 
Commitment to 
the Study Course 
    0.02 0.04     -0.09 -0.02 
Emotional 
Commitment 
    0.46* 0.43*     0.28* 0.22* 
Benefits of 
Alumni 
Association 
      0.42* 0.34*   0.22* 0.20* 
Predisposition to 
Charity 
        0.39* 0.44* 0.13* 0.21* 
R² 0.27 0.20 0.33 0.28 0.29 0.18 0.18 0.11 0.16 0.19 0.50 0.45 
R²adj 0.26 0.20 0.33 0.28 0.29 0.18 0.17 0.11 0.15 0.19 0.47 0.44 
Note: R²adj - adjusted coefficient of determination 
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Appendix E. q2 effect sizes 
 
LV 
Total sample Female sample Male sample 
Q2inc Q2ex q2 Q
2
inc Q2ex q2 Q
2
inc Q2ex q2 
AI → CSC 0.27 
 
0.26 0.01 0.30 0.31 -0.01 0.24 0.23 0.01 
PQ → CSC 0.21 0.08 0.27 0.04 0.18 0.08 
IQ → CSC 0.27 0 0.3 0 0.24 0 
CQ → CSC 0.23 0.05 0.25 0.07 0.22 0.03 
SI → EC 0.32 0.31 0.01 0.30 0.28 0.03 0.33 0.33 0 
PQ → EC 0.29 0.04 0.29 0.01 0.3 0.04 
IQ → EC 0.3 0.03 0.28 0.03 0.32 0.01 
CQ → EC 0.29 0.04 0.28 0.03 0.31 0.03 
BAA → IAL 0.26 0.24 0.03 0.26 0.24 0.03 0.26 0.24 0.03 
AI → IAL 0.25 0.01 0.25 0.01 0.25 0.01 
CSC → IAL 0.26 0 0.26 0 0.26 0 
PQ → IAL 0.26 0 0.26 0 0.26 0 
IQ → IAL 0.26 0 0.26 0 0.26 0 
CQ → IAL 0.25 0.01 0.25 0.01 0.25 0.01 
EC → IAL 0.24 0.03 0.24 0.03 0.25 0.01 
SI → IAL 0.25 0.01 0.25 0.01 0.25 0.01 
PC → IAL 0.25 0.01 0.25 0.01 0.24 0.03 
Note: LV= latent variable; Q2inc – Stone-Geisser’s value (included); Q2inc – Stone-Geisser’s value 
(excluded); q2– effect size of predictive relevance.  
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Iskhakova, L., Hilbert A., Joehnk, P.  
Cross-cultural research in alumni loyalty: an empirical study among 
master students from German and Russian universities1 
Abstract 
As a consequence of globalization and steadily declining financial state support, the 
strategic importance of alumni loyalty (AL) has remained topical in a competitive education 
market. Due to the vital role of AL, researchers created numerous econometric models to 
reveal primary drivers of AL. However, these models mainly focused on AL in English-
speaking societies. Since consumer behavior can significantly depend on the cultural norm, 
research into Western alumni may not necessarily predict the behavior of alumni from 
Eastern countries. Therefore, this study aims to investigate whether the bond between AL and 
its antecedents is sensitive to the cultural environment. Three of Hofstede’s (2001) 
dimensions were integrated into the alumni loyalty model (Iskhakova et al., 2016). The 
authors test this model using a structural equation modeling approach, multi-group as well as 
important performance analyses. A sample of 159 German and 229 Russian students reveals 
that predisposition to charity exerts a greater impact and integration exerts less influence on 
AL enhancement in individualistic cultures than in collectivistic societies. In high power 
distance cultures, corporative quality (esp. university reputation) is an essential AL driver. In 
contrast, interactive quality (esp. correctness of knowledge evaluation) is a critical factor in 
low power distance cultures. Benefits of the alumni association play a valuable role on AL 
enhancement in both masculine and feminine societies. The findings can serve as a 
framework for developing a culturally stable universal alumni loyalty model that can be 
generalized from one cultural setting to another.  
Keywords: alumni loyalty, globalization, cross-cultural research, cultural differences 
1. Introduction 
As a result of the increasing competition and financial crisis within the higher education 
sector, alumni loyalty (AL) has become a primary goal of marketing and management activities 
undertaken by universities (Drapinska, 2012, p. 48; Helgesen & Nesset, 2007b, p. 126; Moore 
& Bowden-Everson, 2012, p. 65; Thomas, 2011, p. 183). Indeed, alumni population is a 
significant source of sustainable advantage with outcomes such as retention, donation, 
recruitment, recommendation, and different types of volunteering support (e.g., mentoring) 
(e.g., Hoffmann & Mueller, 2008, p. 571; Weerts & Ronca, 2007, p. 21). Graduates can 
considerably contribute “to the long-term growth and survival of a university” (Goolamally & 
Latif, 2014, p. 390). To lend this desired support, however, alumni must be loyal to their alma 
mater (e.g., Hennig-Thurau, Langer, & Hansen, 2001, p. 332). Given the vital role that alumni 
play in the overall success of their universities, researchers around the world have created 
numerous econometric models to identify key factors influencing this desired alumni behavior 
(e.g., Hennig-Thurau et al., 2001, p. 336; Sung & Yang, 2009, p. 798). Since almost all 
 
1 This is an Original Manuscript of an article published by Taylor & Francis in Journal of Nonprofit & Public 
Sector Marketing on 12 May 2020, available online: http://www.tandfonline.com/10.1080/10495142.2020.1760995 
2 
 
previous models were empirically tested using data from a single university with its particular 
service and ethos (e.g., Moore & Bowden-Everson, 2012, p. 71; Tsao & Coll, 2005, p. 385; 
Weerts & Ronca, 2007, p. 25), scholars revealed diverse and even controversial findings 
regarding the primary drivers of AL (e.g., Iskhakova, Hilbert, & Hoffmann, 2016, p. 151). 
Moreover, the AL construct itself was explained and measured by researchers differently 
(Iskhakova, Hoffmann, & Hilbert, 2017, pp. 299, 301). As a result, despite the rapid growth of 
AL research, there is no widely accepted model in the AL context. Such a model seems to be 
“crucial to the development of theory-based, consistent strategies” aimed at enhancing AL rate 
(Sung & Yang, 2009, p. 789). 
Globalization is increasingly turning higher education into a multinational player 
(Groeppel-Klein, Germelmann, & Glaum, 2010, p. 253). Growing number of universities are 
emerging either as multinational organizations, by creating startup versions of themselves in 
foreign countries (Tutar, Altinoz, & Cakiroglu, 2014, p. 346); or as multicultural institutions, 
by having students from various cultural backgrounds (Halualani, 2008, p. 1). These changes 
create new challenges for higher education organizations (Groeppel-Klein et al., 2010, p. 
254). Hence, “developing effective marketing strategies that are sensitive to cultural 
differences across countries is of considerable importance in the global marketplace” (Zhang, 
van Doorn, & Leeflang, 2014, p. 284) 
 AL is widely recognized as a particular form of consumer behavior (Fernandes, Ross, 
& Meraj, 2013, p. 614; Nesset & Helgesen, 2009, p. 330) and is influenced by national 
cultural values (Soyez, 2012, p. 624). Consumer research claims that “the impact of culture 
on loyalty programs can be significant as consumers rely on cultural norms in their decision-
making” (Steyn, Pitt, Strasheim, Boshoff, & Abratt, 2010, p. 357). Hence, it might be 
possible that AL campaigns may differ across cultures and nations, and, therefore, what 
works for university alumni from one country may not work in another (e.g., Proper, 2009, p. 
149; Steyn et al., 2010, p. 356). Gaining insight into cultural differences is therefore crucial 
for managers. They need to understand the underlying value structure that triggers AL 
behavior cross-culturally and, thus, to adapt their marketing strategies effectively to cultural 
peculiarities. Additionally, the cultural discrepancy may “highlight the relationship between 
theoretical constructs and specify important theoretical boundary conditions” (House et al., 
2004, p. 53). Thus, having determined which relationship between AL and its antecedents are 
culturally universal and which are culturally unique, scholars could develop a more stable 
model of AL which, in turn, might bring a new era in the field of AL research (Hennig-
Thurau et al., 2001, p. 341; Lin & Tsai, 2008, p. 411).  
It is crucial to consider cultural elements as significant moderators of AL (Soyez, 
2012, p. 624). However, a study regarding the influence of cultural dimensions on the AL 
behavior is still lacking (Lin & Tsai, 2008, p. 411). The present paper seeks to fill this gap 
and explicitly links cultural values at the national level to individual AL. Consequently, we 
frame the following questions: what drives alumni loyalty cross-culturally and why do these 
cross-cultural differences prevail? 
To archive the primary goal, we applied the previously developed integrative alumni 
loyalty model (IAL), due to its more comprehensive structure in the AL research (Iskhakova 
et al., 2016, p. 142, 2017, pp. 299, 301). Afterward, we derived national cultural values from 
the Hofstede study (2001, p. 8) and integrated them into the IAL model as moderating 
variables. Specifically, we investigated three cultural dimensions of 
individualism/collectivism, masculinity/femininity and power distance, which are 
theoretically related to loyalty behavior (House et al., 2004; Soyez, 2012, pp. 628–630). 
Moreover, we depicted an additional path from the service quality to the IAL to prove the 
mediation role of commitment in the IAL model (Hennig-Thurau & Klee, 1997, p. 752). 
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The theoretical IAL model is tested in a multinational study, comparing two national 
samples which differ concerning the previously mentioned cultural dimensions. The study 
includes samples from Germany and Russia, whereas a large body of literature focuses on AL 
behavior in English-speaking societies (Iskhakova et al., 2017, pp. 286–290, 292), very few 
investigations consider AL in Germanic European countries (e.g., Hennig-Thurau et al., 
2001, p. 336; Hoffmann & Mueller, 2008, p. 584).  Little is known about AL in Eastern 
European countries (Iskhakova et al., 2016, p. 143).   
Considering the impact of multiculturalism and globalization on these nations (e.g., 
increasing student mobility; refugees crisis) as well as the influence these countries have on 
the higher education environment, the need of alumni research in those societal clusters is 
evident (Crosier, Parveva, & Unesco, 2013; Gänzle, Meister, & King, 2009, p. 535; Vallaster, 
von Wallpach, & Zenker, 2017, p. 2). Hence, our study extends previous investigations by 
analyzing data from two different nations that includes a collectivistic Russian sample 
(Eastern European market) and an individualistic German sample (Germanic European 
market) (House et al., 2004).  
Our model was empirically tested using a structural equation modeling approach and 
a measurement invariance technique, as well as both mediation and multi-group analyses 
(Hair, Hult, Ringle, & Sarstedt, 2016, pp. 122, 139, 191; Henseler, Ringle, & Sarstedt, 2016, 
p. 412; Nitzl, Roldan, & Cepeda, 2016, pp. 1853, 1859; Sarstedt, Henseler, & Ringle, 2011, 
p. 203). Additionally, we applied the IPMA procedure to refine the AL construct (Ringle & 
Sarstedt, 2016, p. 1868). Having extended this analysis to the indicator level, we revealed 
critical areas of particular managerial actions. 
The relevance of the research problems is related to the need to identify whether 
university administration should take into account cultural differences while implementing 
the AL program. The results of the current study can assist a school administration in 
developing successful loyalty strategies according to the needs, preferences, and cultural 
differences of their alumni within a global marketplace. The findings of this paper can serve 
as a roadmap for multicultural universities to increase AL in the international education 
market. Moreover, the present paper contributes substantially to the alumni literature by 
integrating national perspectives on drivers of AL, thereby providing a framework for 
creating a universal alumni loyalty model. Moreover, it provides additional insight into the 
mediation effect of commitment in the AL context. Consequently, the results of the current 
investigation would enable institutional leaders to encourage alumni to become loyal to their 
alma maters and thus increase the profitability and competitiveness of higher education 
organizations.  
Following this introduction, the study reviews the culture and presents the 
hypothesized relationships. Afterward, the paper describes the method of an empirical study 
using the German and Russian universities, followed by the obtained results. The article ends 
with a discussion of the findings, limitations of the research, future work recommendations, 
and a conclusion. 
2. Theoretical background and hypotheses 
2.1. Refining and extending the alumni loyalty model  
Marketing studies widely agree that universities with high levels of AL have a 
competitive advantage and are more profitable (Helgesen & Nesset, 2007b, p. 126; Hennig-
Thurau et al., 2001, p. 332). An explicit, systematic literature review shows that the following 
five factors are of particular importance in building AL: integration, service quality, 
commitment, benefits of the alumni association, and predisposition to charity (Hoffmann & 
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Mueller, 2008, p. 575; Iskhakova et al., 2016, p. 142). Since the IAL model, developed by 
Iskhakova et al. (2016, p. 142), includes all these factors and comprehensively measures the 
AL construct (Iskhakova et al., 2017, pp. 294, 299, 301), we have selected this model for our 
analysis. 
In the IAL model, the IAL represents the final target variable, directly predicted by 
benefits of the alumni association, predisposition to charity, academic and social integration 
as well as two dimensions of commitment (i.e., emotional commitment and commitment to 
study course). Furthermore, Iskhakova et al. (2016, pp. 140, 141) suggest that perceived 
service quality, comprised of three dimensions (i.e., physical, interactive, and corporative 
qualities), has indirect effects on the IAL via emotional commitment and commitment to 
study course. Besides, emotional commitment plays a mediation role in social integration and 
the IAL, while commitment to the study course mediates the relationship between academic 
integration and the IAL.  
The present paper is an extension and cross-cultural refinement of Iskhakova et al.’s 
model (2016, p. 151); the current research makes several significant contributions to the 
earlier work. It contributes theoretically by developing original hypotheses and presenting a 
theory of cross-cultural research in AL context. Additionally, it contributes methodologically 
by carrying out measurement equivalence, mediation, and multi-group analyses, as well as 
using bigger samples of students from another discipline. The proposed IAL model was 
empirically tested based on the new and most comprehensive framework for the PLS-SEM 
estimation, developed by Hair et al. (2016). Specifically, Hair et al. (2016) claim that to 
ensure the validity of PLS models; researchers must analyze them in new and different ways 
(e.g., using advanced bootstrapping features, new criteria of discriminant validity and 
predictive accuracy). Hence, it was essential to provide reestimation of the IAL model. 
Furthermore, having applied the IPMA approach, we gave broad managerial implications of 
the results in the different cultural environments.  
Although Iskhakova et al. (2016, pp. 147–152) provided a strong validation of the 
IAL model; there are still some interesting and relevant problems to be addressed. First, 
Iskhakova et al. (2016, p. 151) claimed that commitment serves as an essential mediator 
variable in the AL context. However, an explicit mediation analysis was not carried out due 
to a lack of a suitable technique for composite SEM-PLS models (Nitzl et al., 2016). Such 
analysis is crucial, because “only when the possible mediation is theoretically taken into 
account and also empirically tested can the nature of the cause-effect relationship be fully and 
accurately understood” (Hair et al., 2016, p. 232). Hence, a mediation analysis of 
commitment is needed to substantiate the mechanisms that underlie the cause-effect 
relationships between the IAL and its antecedents. 
Meanwhile, there is a widely accepted consensus in the scientific literature regarding 
the integration-loyalty bond (e.g., Tinto, 1975, p. 95); the relationship between service quality 
and loyalty is still “subject to a passionate and controversial debate”  (Hennig-Thurau & Klee, 
1997, p. 738). Thus, although a linear relationship between perceived service quality and 
loyalty is often assumed (e.g., Kilburn, Kilburn, & Cates, 2014, p. 7; Lin & Tsai, 2008, p. 
406), this association has been questioned by different researchers, emphasizing that service 
quality “serves as a potent but nonlinear predictor variable for customer loyalty” (Hennig-
Thurau & Klee, 1997, p. 742). Specifically, scientists provided arguments regarding a high 
mediation effect of commitment on the relationship between these constructs (Helen & Ho, 
2011, p. 8; Pritchard, Havitz, & Howard, 1999, p. 337). Morgan and Hunt (1994, p. 22) also 
supported this approach, drawing on the commitment-trust theory of relationship marketing, 
which shows the essential role of commitment as a mediation variable between outcomes 
(i.e., loyalty) and quality perception. Hennig-Thurau and Klee (1997, p. 742) developed a 
relationship construct thereby demonstrating a mediating effect of commitment on loyalty, 
5 
 
which was empirically confirmed by several studies in the field of AL (Goolamally & Latif, 
2014, p. 393; Helen & Ho, 2011, p. 8; Hennig-Thurau et al., 2001, p. 336).   
Some studies indicate both direct and indirect effects of service quality on AL, claiming 
that commitment only partly explains quality’s influence on loyalty (e.g., de Macedo Bergamo 
et al., 2012, p. 36; Hennig-Thurau et al., 2001, p. 336); it was not clear whether two aspects of 
commitment (cognitive and emotional dimensions) have the same value for the AL formation 
(Helen & Ho, 2011, p. 3). Therefore, to shed light on the mediation effect of commitment in 
the AL context and provide comprehensive mediation analysis, we slightly modified the IAL 
model by drawing the additional causal paths from the physical, interactive, and corporative 
qualities to the IAL (Kilburn et al., 2014, p. 7; Lin & Tsai, 2008, p. 406).  
Second, we aimed to develop an effective alumni loyalty model that would be 
“sensitive to cultural differences across countries is of considerable importance in the global 
marketplace” (Zhang et al., 2014, p. 284). A closer examination of the relevant literature 
reveals that international marketing campaigns aimed to boost consumer loyalty can fail if 
their strategies are not adapted to local cultural conditions (Cui & Liu, 2001, p. 84; Zhang et 
al., 2014, p. 284). Conducting a cross-cultural comparison is crucial to identify whether the 
structure of the IAL model is culturally stable (Lin & Tsai, 2008, p. 411). In such cross-
national studies, “researchers frequently utilize multi-group analysis in structural equation 
modeling” (Garcia & Kandemir, 2006, p. 372). The primary step of these analyses is ensuring 
measurement invariance to guarantee the validity of results (Steenkamp & Baumgartner, 
1998, p. 78), because “without measurement invariance, the conclusion of the study must be 
weak” (Horn, 1991, p. 119). However, available and well-established invariance techniques 
were limited to CB-SEM’s common factor models and “cannot be readily transferred to PLS-
SEM’s composite models” (Hair et al., 2016, p. 299). As a result, Iskhakova et al. (2016, pp. 
147-152) could not establish proper invariance between Russian and German samples and 
thus, did not conduct a quantitative comparison between countries. Hence, our previous 
findings could be misleading and should be perceived only as suggestions for the existence of 
potential cross-cultural differences (Henseler et al., 2016, p. 409). Consequently, to the best 
of our knowledge, there is a little or no empirical evidence confirming whether AL is 
sensitive to culture (e.g., Lin & Tsai, 2008, p. 411). Due to growing interest in AL around the 
world, cross-cultural issues in the AL context require urgent attention (Iskhakova et al., 2017, 
p. 285; Ogunnaike, 2014, p. 617). The current study attempts to fill these gaps in the AL 
research.  
For this purpose, we investigated the moderating effects of three of Hofstede’s 
cultural dimensions (individualism/collectivism, masculinity/femininity, and power distance) 
on the relationship between AL and its antecedents in the IAL model. The hypotheses 
underlying these interactions are introduced and described in more detail in the next section. 
The cross-cultural comparison of our extended model is empirically tested using a novel 
approach to measurement invariance assessment in composite modeling (MICOM), 
introduced by Henseler, Ringle, and Sarstedt (2016, p. 412), as well as by applying a 
multigroup analysis method developed by Sarstedt, Henseler, & Ringle (2011, p. 203).  
2.2. Cross-cultural differences in the alumni loyalty model 
Most cross-cultural studies in marketing use culture as the unit of analysis (Ladhari, 
Pons, Bressolles, & Zins, 2011, p. 951). In this case, culture is usually defined as “a collective 
programming of the mind that distinguishes the members of one group or category of people 
from others” (Hofstede, 2011, p. 3). Numerous studies report the impact of culture on different 
domains of consumer behavior, such as perceptions of product and service quality (Chebat & 
Morrin, 2007, p. 189; Ladhari et al., 2011, p. 951), attitudes and persuasion (Aaker, 2000), and 
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pro-environmental behavior (Soyez, 2012, p. 623), as well as customer loyalty (Zhang et al., 
2014, p. 284). However, little attention has been given to cultural effects on AL behavior 
(Groeppel-Klein et al., 2010, p. 253; Sung & Yang, 2009, p. 806).  
“The key for explaining cultural differences in behavioral sciences is to focus on 
cultural values” (Zhang et al., 2014, p. 285). Hence, the current cross-cultural research “has 
been focusing on cultures as a collection of cultural dimensions” (House et al., 2004, p. 729). 
Hofstede's (1991; 2001) paradigm takes a special place among the most influential studies 
which provided sets of cultural values (Schwartz, 1994). Despite some serious critiques (e.g., 
Ailon, 2008; McSweeney, 2002), this typology was widely accepted and mostly proven by the 
scientific community (Triandis, 2004). Thus, in spite of very different approaches, the massive 
body of well-known GLOBE data (House et al., 2004) and Schwartz’s scores (Schwartz, 1992) 
also reflected the structure of the original Hofstede’s model. Moreover, this framework is 
described by researchers as a “monumental” (Schwartz, 1994, p. 85), “remarkably influential” 
(Ailon, 2008, p. 886) and even “more than a super classic” (Baskerville, 2003, p. 2). Besides, 
Triandis (2004) asserts, “Hofstede’s work has become the standard against which new work on 
cultural differences is validated” (p. 89). Furthermore, this paradigm “ has [sic] generated a 
tremendous amount of research” (Triandis, 2004, p. 93) and has been applied in numerous 
studies to compare cultural groups2 (Ailon, 2008; Bing, 2004). Specifically, the literature 
review revealed that Hofstede’s dimensions are highly relevant to explain consumer behavior 
(Hoffmann & Wittig, 2007, p. 120). Consequently, this study applied Hofstede’s concepts to 
investigate the cultural influence on AL. The paradigm contains six dimensions: individualism 
versus collectivism, high versus low power distance, masculinity versus femininity, uncertainty 
avoidance, long- versus short-term orientation, and indulgence versus restraint (Hofstede, 2011, 
p. 8). The first two values were particularly significant for consumer behavior (e.g., Soyez, 
2012, pp. 628–630), and, thus, may be more appropriate for understanding cross-national 
variation in AL. Moreover, Ladhari et al. (2011, p. 952) claim that customers from high power 
distance cultural groups perceive service quality differently than their low distance 
counterparts. Since marketers underline the critical role service quality plays in consumer 
loyalty behavior (Purgailis & Zaksa, 2012, p. 139) and “higher education institutions can be 
considered service organizations” (Hennig-Thurau et al., 2001, p. 331), the dimension of power 
distance should be also investigated in the AL context.   
Individualism/collectivism is perceived as the most critical dimension in cross-
cultural research (Soyez, 2012, p. 628). Despite its intensive investigation in various aspects 
of customer behavior (e.g., product diffusion: Dwyer, Mesak, & Hsu, 2005; advertising: 
Hatzithomas, Zotos, & Boutsouki, 2011; pro-environmental behavior: Soyez, 2012), this 
dimension has not been extensively researched in the AL context (Lin & Tsai, 2008, p. 411). 
According to Hofstede (2001, p.11), in collectivistic societies, people tend to integrate into 
social groups and demonstrate an unquestioning loyalty within their clans. In contrast, in 
individualistic cultures, individuals take care of themselves and their immediate family. 
Following these facts, we assume that in collectivistic societies, where people emphasize 
interpersonal relationships and strong bonds with their social groups, integration has a more 
powerful influence on AL than in individualistic cultures, where independence is more 
important. As the integration concept contains academic and social components (Tinto, 1975, 
p. 95), we derived the following hypothesis: 
H1a,b: In collectivistic societies, academic (a) and social integration (b) exert a 
stronger effect on the ‘intention to alumni loyalty’ than in individualistic cultures. 
 
2 Thus, for Hofstede (2001) alone, the Publish and Perish program identified 21691 citations, which may 
illustrate extremely high “impact factor” of Hofstede’s model (Garfield, 1972). 
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The theory of planned behavior, which explains how people make their decisions, 
states that personal attitude leads to the behavior intention (Ajzen, 1991, p. 182). Lee and 
Green (1991, p. 302), Bagozzi, Wong, Abe, and Bergami (2000, p. 97), as well as Soyez 
(2012), claimed that individualistic cultures are primarily attitudinally controlled. The 
marketing literature on helping behavior asserts that the attitude towards charity is formed 
based on the alumni background or philanthropic predisposition (Brady, Noble, Utter, & 
Smith, 2002, p. 927). In individualistic societies, alumni presumably can be more loyal 
towards their alma maters than in collectivistic cultures, due to their attitude to charity, 
induced from their philanthropic history. Therefore:  
H2: In individualistic societies, ‘predisposition to charity’ has a higher effect on the 
‘intention to alumni loyalty’ than in collectivistic cultures.  
Marketing literature emphasized that another critical dimension such as 
masculinity/femininity is also linked to consumer behavior (e.g., Frank, Enkawa, & 
Schvaneveldt, 2014, p. 171; Melnyk & van Osselaer, 2012, p. 545; Soyez, 2012, p. 629). 
According to Hofstede (2001, p. 281), this cultural dimension captures the importance of 
gender roles in society. More precisely, in masculine society, people are driven by 
achievement, material wealth, and success. In feminine society, individuals strive to be 
welfare-oriented and emphasize cooperative spirit, harmony, and experiences (Hofstede, 
2001; House et al., 2004). Since distinguished alumni are commonly viewed as university 
successes and self-realized (Hoffmann & Mueller, 2008, p. 593; Iskhakova et al., 2016, p. 
153), the contact and consultation with them may be particularly valued by alumni from 
masculine countries than from feminine ones. Hence, benefits of the alumni association are 
the superior benefits provided to alumni to reach their personal goals (Gallo, 2013, p. 1158). 
Thus, we derived the following hypothesis:  
H3: In masculine societies, ‘benefits of alumni association’ exert a stronger effect on 
the ‘intention to alumni loyalty’ than in feminine societies.  
Previous studies underline the critical role service quality plays in consumer research 
(e.g., Alves & Raposo, 2007; Brady et al., 2002). However, the role of service quality in AL 
context may differ depending on culture, primarily regarding power distance (Ladhari et al., 
2011, p. 952). Power distance is defined as the degree to which “the less influential members 
of the organization [sic] and institutions accept and expect” that power, material possessions, 
and prestige should be distributed unequally (Hofstede, 2011, p. 9). Hence, in high power 
distance countries, with their preferences for status symbols, individual behavior has to 
mirror and demonstrate the state roles in all areas of interaction (House et al., 2004). Since 
corporative quality represents recognition, reputation and material wealth (Pereda, Airey, & 
Bennett, 2007, p. 58), we presume that corporative quality has higher importance for AL in 
cultures with high power distance. In contrast, in countries with less power distance, all 
individuals expect to have equal rights. Authority in these societies is transient and based on 
skills and knowledge (Hofstede, 2001, p. 98). In an education context, interactive quality 
demonstrates academic instruction and interaction with staff and students, which includes the 
objective and unbiased systems of exams evaluation (Hoffmann & Mueller, 2008, p. 595; 
Pereda et al., 2007, p. 58). Hence, we suggest that for universities from less power distance 
countries, this construct is more important for AL enhancement than in high power distance 
societies.   
H4a,b: In high power distance societies, ‘corporative quality’ (a) has a greater 
impact and ‘interactive quality’ (b) has less influence on the ‘intention to alumni loyalty’ 
than in low power distance societies. 
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Figure 1 illustrates a theoretical framework of the extended IAL model. The 
validation process for this model is represented further below.  
PC
EC
AI
BAA
CSC
SI
PQS
(PQ, CQ, IQ)
H1a,bH4a,b
H3
H2
IAL
INDIVIDUALISM/
COLLECTIVISM
MASCULINITY/
FEMININITY
POWER 
DISTANCE
 
Figure 1. Conceptual framework3 
3. Methodology 
3.1. Design 
To test the hypotheses empirically, we conducted a cross-sectional survey in two 
nations (Germany and Russia). These countries were chosen for several reasons. First, 
cultural differences between these countries enable us to consider distinct cultural profiles.4 
Thus, German society is more individualistic than Russian society. However, Russia scores 
significantly lower on masculinity and higher in power distance than Germany (Hofstede, 
Hofstede, & Minkov, 2010, p. 103). Furthermore, the formula suggested by Kogut and Singh 
(1988, p. 422) applied to data of the GLOBE project (House et al., 2004) reveals that Russia 
has the highest cultural distance to Germany (49.2) (Muller, Hoffmann, Schwartz, & Gelbrich, 
2011, p. 11). Therefore, we can perform “a conservative test of the model’s cross-cultural 
stability” (Hoffmann, Mai, & Smirnova, 2011, p. 244). Second, a large body of literature 
focuses on AL behavior in English-speaking societies (esp. the US and the UK); cross-
cultural research neglects Eastern European cultures (Iskhakova et al., 2017, p. 292). 
Additionally, little is known about AL in the Germanic European countries (Hennig-Thurau 
et al., 2001, p. 336). Hence, the present paper pays particular attention to leading German and 
Russian universities. Third, economic and political situations (e.g., repatriation after World 
War Two, the Bologna process, and refugee crises) significantly involve the higher education 
of these two countries in the process of internationalization and multiculturalism (Crosier et 
al., 2013, p. 24; Vallaster et al., 2017, p. 2; Wilhelm, 2017). Therefore, university leaders in 
these nations require intercultural knowledge to enhance AL among graduates with diverse 
cultural backgrounds (Iskhakova et al., 2016, p. 143). Finally, German and Russian languages 
“are both widespread in cultural areas that have seldom been the subject of the investigation” 
in consumer research (Soyez, Hoffmann, Wünschmann, & Gelbrich, 2009, p. 222). 
 
3 IAL = intention to alumni loyalty (adopted from Iskhakova et al., 2016); BAA = benefits of alumni 
association; PC = predisposition to charity; CSC = commitment to the study course; EC = emotional 
commitment; AI = academic integration; SI = social integration. PQS (Perceived services quality) includes PQ = 
physical quality; IQ = interactive quality; and CQ = corporate quality. 
4 https://www.hofstede-insights.com/country-comparison/germany,russia/ (Retrieved in September 2017). 
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Previous studies revealed that gender moderates the strength of the relationship between 
customer loyalty and its antecedents (e.g., Frank et al., 2014, p. 172). Moreover, Schimmack, 
Oishi, and Diener (2002) observed: “a tendency for the cultural effect to be moderated by 
gender” (p. 705). Hence, it is crucial to consider female and male respondents separately in the 
AL context to treat heterogeneity, leading to incorrect conclusions (Hair et al., 2016, p. 291). 
Males are more loyal than females in terms of providing a higher amount of financial support 
towards their university (e.g., Clotfelter, 2001, p. 129; Monks, 2003, p. 124; Okunade, 1996, p. 
222). Since public funding of higher education institution is continuously decreasing and 
becoming more sophisticated, this research focuses on male undergraduates (e.g., Helgesen & 
Nesset, 2007b, p. 126; Marr, Mullin, & Siegfried, 2005, p. 124).  
Current students, rather than alumni, were selected because perceptions of university 
service quality were fresh in their minds, leading to more plausible values of this construct 
(Brady et al., 2002, p. 928). Moreover, a review of the relevant literature demonstrates that an 
undergraduate major influence the alumni motivation to support their alma maters via 
material and nonmaterial support (e.g., Holmes, 2009, p. 27). Thus, alumni who enrolled in 
business and management, engineering, history, mathematics, and the social sciences are 
more likely to contribute than those who majored in the humanities and fine arts (e.g., 
Holmes, 2009, p. 25; Monks, 2003, pp. 128, 129). Okunade and Berl (1997, p. 211) as well as 
Marr, Mullin, and Siegfried (2005, p. 136) also claimed that AL towards university differs 
across the disciplines. Moreover, a course of study can influence the relationships between 
alumni loyalty and its antecedents (Hennig-Thurau et al., 2001, p. 341). Existent cultural 
differences between AL drivers might only be confirmed if we observe and compare data 
representing students from the same major (Hair et al., 2016, 291). Although a variety of 
specialties were analyzed, little attention has been given to business informatics, which is a 
modern integrative discipline combining information technology and management concepts 
(Rautenstrauch & Schulze, 2003; Heinrich, 2011). Thus, this study adds to existing research 
by investigating loyalty among male students of business informatics. 
3.2 Measures 
The current study focuses on the attitudinal loyalty dimension namely ‘intention to 
alumni loyalty’ (IAL) because it has been widely used to predict real behavior (e.g., 
Fernandes, Ross, & Meraj, 2013, p. 619). To measure the IAL construct and its antecedents, 
we borrow the scale introduced by Iskhakova et al. (2016, pp. 162, 163). All these measures 
had also previously been used in different studies related to AL, and hence, had been tested 
under various conditions (e.g., Hennig-Thurau et al., 2001, pp. 342, 343; Hoffmann & 
Mueller, 2008, pp. 595, 596; Iskhakova et al., 2016, pp. 162, 163).  
The global items of formative measured constructs for perceived service quality and 
benefits of alumni association were developed based on Sarstedt, Wilczynski, and Melewar 
(2013, p. 332) and Hair et al. (2016, p. 141).5 These items, except the benefit construct, were 
measured on seven-point Likert scales. The highest levels refer to absolute satisfaction. The 
lowest levels indicate absolute dissatisfaction. The global item of the benefits of alumni 
association construct was scored on a 5-point rating scale from “1” = “not at all” to “5” = 
“regularly.”  
 
5 CPQ (global variable of physical quality): “Overall, how are you satisfied with the University’s infrastructure 
(e.g., general service, library, teaching and learning facilities);” GIQ (global variable of interactive quality): 
“Overall, how are you satisfied with the University’s interactive quality (e.g., academic instruction, guidance, 
interaction with staff and students);” GCQ (global variable of corporative quality): “Overall, how are you 
satisfied with the University’s corporative quality (e.g., recognition, reputation, value for money);” GBAA 
(global factor for benefits): “Please assess the extent to which students would generally use benefits provided by 
their alumni association.” 
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To ensure semantic equivalence between German and Russian groups, we used the 
back-translation techniques for cross-cultural research provided by Brislin (1970, p. 214). 
Two independent bilingual translators (German/Russian) converted the German scales into 
Russian. Two other bilinguals blindly translate back from the Russian to the German 
language.  
Respondents indicated agreement or satisfaction with the statements on a seven-point 
rating scale (1 = “strongly disagree” or “absolutely unsatisfied” to 7 = “strongly agree” or 
“absolutely satisfied”). Each item for benefits of alumni association was scored on the five-
point rating scale (1 = “not at all” to 5 = “regularly”). To measure the moderating effect of 
culture, the paper draws on data from the cultural framework of the Hofstede study (1991, 
2001). 
3.3. Sample 
A total of 467 questionnaires were mailed to both groups (to 195 German students and 
272 Russian students). We used convenience sampling to obtain these samples (O'Dwyer & 
Bernauer, 2014). The surveys were sent and returned through the campus network using 
LimeSurvey program. Twenty-one students frequently chosen the answer “I do not know” 
and thus, were excluded from our survey. There were 159 usable responses (81% response 
rate) from German students and 229 (84%) from Russian students. The main age of German 
students was 26 years. The Russian students were 23 years of age, on average. 
The obtained samples fulfilled the fundamental technical requirements for the 
minimum sample sizes in the PLS-SEM models: a ten times rule (a rough guideline), 
provided by Barclay, Higgins, and Thompson (1995, p. 292) and the rule-of-thumb (more 
elaborate recommendation) developed by Cohen (1992, p. 157). In the extended IAL model, 
the target variable IAL has the biggest number of directed structural paths. Since the 
maximum number of arrows pointing at this particular construct is eight, the minimum 
sample size for the tested IAL model is eighty using the often cited “ten times rule” (Barclay 
et al., 1995). Alternatively, following Cohen’s (1992) recommendation for multiple OLS 
regression analysis, the IAL model must have 54 observations to achieve a statistical power 
of 80% for detecting an R2 value of at least 0.25 (with a p-value of 0.05). The Russian and 
German groups contain observations higher than the thresholds of both criteria described 
above. Hence, we can ensure the accuracy and relevance of the current research using the 
obtained samples for both countries (Hair et al., 2016, p. 26). 
3.4. Procedure 
When estimating structural equation models, scholars can use either the covariance-
based method (CB-SEM) (e.g., Bollen, 1989) or the variance-based approach (PLS-SEM) 
(Henseler, Ringle, & Sinkovics, 2009). Following the guidelines for selecting an appropriate 
method provided by Hair et al. (2016, p. 23), we chose to apply the PLS-SEM approach in 
our model. The goal of our study is to explain and predict the intention to AL in a cross-
cultural context. For this purpose, the PLS-SEM approach is particularly suitable (Henseler et 
al., 2009, pp. 279–281; 296, 297). Moreover, PLS-SEM is the method of choice if the cause-
effect model includes formative measured constructs (e.g., Hair, Ringle, & Sarstedt, 2011, p. 
144), as it is the case for this study. The extended IAL model is relatively complex, and the 
latent variables scores are required for an additional analysis of the results (i.e., the 
importance-performance matrix analysis, IPMA). The requirements mentioned above go 
beyond the technical capabilities of the CB-SEM approach. The PLS approach emerged as 
more suitable to accomplish the research objectives. The statistical software, SmartPLS, was 
used to assess the presented model (Ringle, Wende, & Becker, 2015). 
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To compare German and Russian universities, we follow the procedure suggested by 
Hair et al. (2016) and Soyez (2012, p. 631). To provide cross-cultural research, we used the 
variable ‘country’ to partition the data into two separate groups of observation (i.e., German 
and Russian) and performed the group-specific PLS-SEM analysis. Therefore, in the first 
step, we separately assessed all quality criteria of the measurement and structural models for 
both samples by applying single-group SEM to the complete IAL model depicted in Fig. 1 
(Hair et al., 2016, pp. 122, 139, 191). This estimation enables us to determine the reliability 
and validity of the construct measures, test the relationships between constructs, and identify 
the model’s predictive capabilities. At the same time, we examined the measurement 
invariance of our models using a guideline proposed by Henseler, Ringle, and Sarstedt (2016, 
p. 412). To comprehensively explore the structure of the extended IAL model, we 
investigated the indirect effects included in this model. More precisely, a mediation effect of 
commitment on loyalty was analyzed based on the mediation analysis suggested by Nitzl, 
Roldan, & Cepeda (2016, pp. 1853, 1859). Third, we examine the moderated effect of culture 
on the relationship between AL and its antecedents. Since cultural values influence the 
strength of the relationship, we applied a multigroup analysis developed by Sarstedt, 
Henseler, and Ringle (2011, p. 203) to compare the structural paths. The importance-
performance map analysis was run to deepen the obtained findings and gain critical areas for 
management activities (Ringle & Sarstedt, 2016, p. 1868).  
4. Results 
4.1. Step 1: Assessing measurement and structural models 
In the structural equation modeling context, a “measurement model describes 
relationships between a construct and its measures (items, indicators), while a structural 
model specifies relationships between different constructs” (Diamantopoulos, Riefler, & 
Roth, 2008, p. 1203). Following Sarstedt et al., (2011, p. 199), a group comparison requires 
establishing reliable and valid measurement models (i.e., scales) to avoid biased results. For 
this purpose, we used the rules of thumb developed by Hair et al. (2016, pp. 122, 139). 
According to this procedure, the reflective constructs need to be assessed for their internal 
and indicator reliability as well as convergent and discriminant validity. The evaluation 
process of the formative latent variables involves assessing convergent validity and 
collinearity issues as well as estimating the significance and relevance of the formative 
indicators. According to the model specification concept, measurement of integration, 
commitment, predisposition to charity, and the IAL construct require reflective items. At the 
same time, benefits of the alumni association and service quality (i.e., physical, interactive, 
and corporative qualities) must be defined using formative indicators (Diamantopoulos et al., 
2008, p. 1205). 
Assessment of the reflective measurement models 
Table 1 demonstrates the correlation matrix of reflective factors from the conceptual 
IAL model for the German and Russian samples. The Cronbach’s alpha (α) of these 
constructs range from 0.7 to 0.9; the composite reliability values for all factors are higher 0.7. 
These findings provide evidence of the internal consistency reliability of the target constructs 
in both groups because the values of the composite reliability and the Cronbach’s alpha is 
above the threshold level of 0.7 for all reflective AL antecedents. The outer loadings of all 
items of these factors are significant and greater than 0.7, which ensures indicator reliability 
in each group (Appendix A). The average variance extracted (AVE) estimates range from 
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0.59 to 0.84, which is above the required minimum level of 0.50, thereby providing support 
for the convergent validity for both samples.  
 To test discriminant validity, we investigated a Heterotrait-Monotrait Ratio criterion 
(HTMT). The HTMT would assess the actual correlation between two constructs, “if they 
were perfectly measured” (Hair et al., 2016, p. 118). The analysis reveals that in each group, 
the HTMT value of each underlying construct is below 0.90, and the confidence interval of 
the HTMT statistic does not contain value 1 (Appendix B). Discriminant validity was 
established following Fornell and Larcker (1981) criterion (Table 1). The AVE of each latent 
variable exceeds the highest squared correlation with all other factors in the total sample, 
which indicates that these constructs in the IAL model “share more variance with its 
assigned indicators than with any other latent variable” (Völckner, Sattler, Hennig-Thurau, 
& Ringle, 2010, p. 386). Hence, the results provide strong support for the discriminant 
validity of all reflective measured factors in the German and Russian samples.  
Table 1. Reliability and validity6  
 
Factor 
СR 
(pj) 
Cronbach’s 
Alpha (α) 
АVE 
Correlations among Constructs (ψ2ij)  
F-L  AI CSC  EC IAL PC 
Total Sample 
AI 0.91 0.86 0.71          Yes 
CSC 0.91 0.80 0.83 0.12        Yes 
EC 0.91 0.87 0.72 0.16 0.48      Yes 
IAL 0.88 0.84 0.60 0.33 0.17 0.42    Yes 
PC 0.90 0.83 0.74 0.21 0.11 0.21 0.47  Yes 
SI 0.88 0.74 0.79 0.21 0.10 0.23 0.44 0.32 Yes 
Russian Sample 
AI 0.89 0.83 0.67          Yes 
CSC 0.91 0.81 0.84 0.08        Yes 
EC 0.90 0.85 0.69 0.26 0.44      Yes 
IAL 0.89 0.84 0.61 0.46 0.22 0.51    Yes 
PC 0.91 0.85 0.77 0.28 0.15 0.37 0.47  Yes 
SI 0.87 0.70 0.77 0.35 0.19 0.23 0.45 0.22 Yes 
German Sample 
AI 0.93 0.91 0.78          Yes 
CSC 0.89 0.76 0.81 0.12        Yes 
EC 0.92 0.89 0.75 0.07 0.62     Yes 
IAL 0.88 0.83 0.59 0.20 0.14 0.28    Yes 
PC 0.88 0.79 0.71 0.19 0.10 0.04 0.43  Yes 
SI 0.87 0.70 0.77 0.35 0.20 0.20 0.42 0.39 Yes 
Assessment procedure of formative measurement models  
According to the Hair et al. (2016, p. 139) procedure, the first stage of the assessment 
of the formative measurement model involves evaluating a convergent validity. Hence, we 
ran a redundancy analysis and developed four models, which contain two latent variables (the 
 
6 IAL = intention to alumni loyalty; BAA = benefits of alumni association; PC = predisposition to charity; CSC 
= commitment to the study course; EC = emotional commitment; AI = academic integration; SI = social 
integration; CR = Composite reliability; AVE = Average variance extracted; F-L  = Fornell and Larcker (1981) 
criterion. 
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original formative construct and its global assessments). The redundancy analysis yields a 
path coefficient of the range between 0.8 and 0.9, which is above the recommended threshold 
of 0.70.7 The findings demonstrate that the formative items capture significant facets of the 
variables, thereby providing convergent validity for all four constructs in both samples. 
A high correlation between two formative indicators “can prove problematic from a 
methodological and interpretational standpoint” (Hair et al., 2016, p. 142). Appendix C 
demonstrates that the indicator Cq2 (“Applicability of the obtained knowledge for work 
activities”) has the highest variance inflation factor (VIF) (total sample: 1.67; German 
University: 1.14; Russian University: 2.71), which is below the threshold value of 5 (Hair et 
al., 2011, p. 145). Hence, collinearity does not reach a critical level in any of the formative 
constructs in each group.8  
Next, it is crucial to analyze whether formative indicators significantly contribute to 
forming the construct. For this purpose, we ran the bias-corrected and accelerated bootstrap 
procedure (5,000 bootstrap samples, two-tailed). As shown in Appendix C, all formative 
indicators are significant at the 5% level. More precisely, the p-values of all indicator 
loadings are below 0.05, the confidence intervals do not include zero (Henseler et al., 2009, 
p. 306), outer loadings are relatively high (i.e., ≥ 0.50, Hair et al., 2016, p. 148), and the t-
values are above the threshold value of 1.96 (Hair et al., 2016, p. 153). The results provide 
the empirical support to retain all formative indicators in the IAL model.  
Summing up, considering the results from the Table 1 and Appendix C, we can 
conclude that all formative and reflective constructs perform a required level of quality. 
Hence, the factorial structures of all measurement models are adequate for the model 
validation. The next section focuses on the estimation of the structural model that represents 
the underlying theory of the extended IAL model. 
Cross-cultural equivalence 
Establishing measurement invariance is crucial for cross-cultural research, because “if 
measure’s [sic] invariance is lacking, a conclusion based on that scale is at best ambiguous 
and worst erroneous” (Steenkamp & Baumgartner, 1998, p. 78). Since the IAL model is 
perceived as a composite factor model (Henseler et al., 2014, p. 185), we apply the 
measurement invariance of composite models (MICOM) analysis, developed by Henseler et 
al. (2016, p. 412). Following this procedure, the first level of equivalence is assumed (stage 
one), because the composite (i.e., factor) specifications across both groups are equal 
(Appendix A). The permutation test (5,000 permutations) reveals that the correlation scores 
(c) of each factor across both groups is not statistically significant (pperm > 0.5). The obtained 
results prove that all constructs are developed equally across both groups. Therefore, the 
compositional invariance has been established for all factors in the IAL model (stage two). 
Besides, the mean value ( ) and the variance (logvar ) of all composites in the German 
sample do not significantly differ from the results in the Russian university (confidence 
intervals include zero for both differences) (Efron, 1987; Henseler et al., 2009, p. 306). 
Consequently, all three stage of the MICOM procedure for the IAL model support 
 
7 Physical quality: βPQ→GPQ = 0.891 (complete sample), βPQ→GPQ = 0.915 (Germany), βPQ→GPQ = 0.876 (Russia), 
where CPQ = global variable of physical quality; Interactive quality: βIQ→GIQ = 0.836 (complete sample), 
βIQ→GIQ = 0.790 (Germany), βIQ→GIQ = 0.856 (Russia), where GIQ = global variable of interactive quality; 
Corporative quality: βCQ→GCQ = 0.875 (complete sample), βCQ→GCQ = 0.893 (Germany), βCQ→GCQ = 0.870 
(Russia), where GCQ = global variable of corporate quality; Benefits of alumni association: βBAA→GBAA = 0.849 
(complete sample), βBAA→GBAA = 0.874 (Germany), βBAA→GBAA = 0.824 (Russia), where GBAA = global factor for 
benefits. 
8 VIF = 1/TOL, where TOL - tolerance value, which indicates the amount of variance explained by a particular 
formative item in the one measurement model. A TOL of 0.20 or lower and a VIF value of 5 and higher 
respectively demonstrate a potential collinearity problem (Hair et al., 2016, p. 143). 
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measurement invariance (Table 2). Based on this evidence, we conclude that partial 
measurement invariance has been developed across German and Russian samples (Henseler 
et al., 2016). Hence, the subsequent cross-cultural comparison is viable (Steenkamp & 
Baumgartner, 1998, p. 78). 
Table 2. Equality of composite scores, mean values and variances9 
Factor 
 
Stage 2 Stage 3 
Compositional 
invariance 
Composites’ equality of 
mean values 
Composites’ variances 
c CI pperm   CI Sig.? logvar CI Sig.? 
BAA 1.00 [0.90; 1.00] 0.90 0.40 [- 0.21; 0.20] No 0.24 [- 0.28; 0.28] No 
AI 1.00 [0.99; 1.00] 0.68 - 0.43 [- 0.19; 0.19] No 0.18 [- 0.23; 0.21] No 
CSC 1.00 [1.00; 1.00] 0.50 - 0.33 [- 0.19; 0.21] No 0.59 [- 0.24; 0.78] No 
PQ 0.99 [0.95; 1.00] 0.64 - 0.13 [- 0.20; 0.19] No 0.20 [- 0.30; 0.35] No 
IQ 0.99 [0.95; 1.00] 0.60 0.26 [- 0.19; 0.21] No 0.22 [- 0.30; 0.31] No 
CQ 0.99 [0.95; 1.00] 0.50 0.03 [- 0.20; 0.21] No  0.57 [- 0.30; 0.35] No  
EC 1.00 [1.00; 1.00] 0.21 0.18 [- 0.21; 0.21] No  - 0.17 [- 0.31; 0.33] No  
SI 1.00 [0.99; 1.00]  0.49 0.90 [- 0.20; 0.20] No - 0.09 [- 0.23; 0.25] No 
PC 1.00 [0.99; 1.00] 0.21 0.29 [- 0.20; 0.20] No  0.10 [- 0.20; 0.21] No  
IAL 1.00 [1.00; 1.00] 0.46 0.25 [- 0.19; 0.20] No  0.22 [- 0.27; 0.25] No  
Evaluation of the structural model 
To test the complete model for each country, we used the guideline provided by Hair 
et al. (2016, p. 191). The first criterion for the assessment of the structural model requires 
analyzing collinearity issues by examining the VIF values of all sets of predictor constructs. 
Results demonstrate that all VIF values are clearly below the threshold of 5 that indicates a 
low-level correlation among predictor constructs. Thus, we can further analyze the structural 
models (Table 3). 
Another central criterion is the coefficient of determination (R2 value), which shows a 
“percentage of explained variance” (Völckner et al., 2010, p. 386). According to Hair et al. 
(2011, p. 147), no generalizable statement can be made about acceptable threshold values of R2. 
Whether this coefficient is presumed to be acceptable or not depends on the research discipline 
and individual study (Hair et al., 2016). Thus, R² results of 0.20 are considered high in subjects 
such as consumer behavior (Hair et al., 2011, p. 147). Taking into account that alumni behavior 
can indeed “be studied from the perspective of consumer behavior” (Rojas-Méndez, Vasquez-
Parraga, Kara, & Cerda-Urrutia, 2009, p. 23), we used the threshold of 0.20 to assess the value 
of the R². The obtained results fulfill this condition in both cases (Total: R²CSC = 0.35, R²EC = 
0.51, R²IAL = 0.50; German sample: R²CSC = 0.50, R²EC = 0.65, R²IAL = 0.43; Russian sample: 
R²CSC = 0.32, R²EC = 0.45, R²IAL = 0.57).   
To analyze the relevance of the predecessor constructs in explaining endogenous 
variables, we evaluated the f2 effect size. Values of 0.02, 0.15, or 0.35 illustrate weak, 
 
9 c – correlation between the composite scores of two groups; pper – permutation p-value; CI – confidence 
interval;   – calculate the difference between the average construct scores of the observations of the Russian 
and the German groups; logvar – determines the difference between the logarithm of the variance ration of the 
Russian group’s observation and the variance of the construct scores of the German group’s observations. IAL = 
intention to alumni loyalty; BAA = benefits of alumni association; PC = predisposition to charity; CSC = 
commitment to the study course; EC = emotional commitment; AI = academic integration; SI = social 
integration; PQ = physical quality; IQ = interactive quality; and CQ = corporative quality. 
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moderate, and large f2 effect size, respectively (Cohen, 1988, p. 413). Table 3 shows the f2 
values for all combination of endogenous constructs (represented by the rows) and 
corresponding predictors (represented by the columns). The results detect that influences of the 
‘commitment to the study course,’ ‘physical quality’ and ‘interactive quality’ on the IAL as 
well as the impact of ‘social integration’ on ‘emotional commitment’ are not statistically 
significant in both Universities.  
Additionally, by examining the total effects, we estimated how strongly each of five 
constructs (i.e., physical, interactive and corporative qualities as well as academic and social 
integration) impacts the key target variable (i.e., IAL) via the two mediators (i.e., emotional 
commitment and commitment to study course). Thus, Table 4 shows that for German students, 
the ‘interactive quality’ (0.23) has the highest influence, followed by ‘social integration’ (0.18). 
For Russian students, of the five constructs, the corporative quality has the strongest total effect 
on IAL (0.26), followed by academic and social integration (0.19 and 0.18, respectively).  
To estimate the predictive relevance of the extended IAL model, we evaluated the 
Stone-Geisser’s Q2 value using a blindfolding procedure (Hair et al., 2016, p. 222; Geisser, 
1974; Stone, 1974). This technique was applied to endogenous constructs that have a reflective 
measurement model (i.e., two dimensions of commitment and the IAL). The obtained results 
revealed that the Q2 values of all these three variables are considerably above zero (total 
sample: Q2CSC = 0.27, Q
2
EC = 0.34, Q
2
IAL = 0.28; German University: Q
2
CSC = 0.35, Q
2
EC = 0.45, 
Q2IAL = 0.22; Russian University: Q
2
CSC = 0.25, Q
2
EC = 0.28, Q
2
IAL = 0.32). Hence, the evidence 
provides strong support for the argument that the extended IAL model has a high predictive 
accuracy regarding the reflective endogenous constructs. The next assessment of the IAL 
model addresses the q2 effect size, which “allows assessing an exogenous construct’s 
contribution to an endogenous latent variable’s Q2 value”10 (Hair et al., 2016). Appendix D 
summarizes the results of the q2 effect sizes concerning all relationships in the model. The 
constructs ‘benefits of alumni association’ and ‘predisposition to charity’ have strong predictive 
power for the IAL in both samples. Additionally, emotional commitment also plays a 
significant role in predicting the IAL in the German sample.  
To evaluate the significance and relevance of the structural model relationships, we 
carry out the bootstrapping procedure (5,000 bootstrap samples, bias-corrected and accelerated 
method, two-tailed testing, a significance level of 0.05). Table 3 shows the path estimates of the 
tested IAL model for German and Russian universities. In both samples, benefits of the alumni 
association, predisposition to charity, emotional commitment, and social integration have a 
robust positive effect on the IAL. Furthermore, commitment to study course has no significant 
inclination towards loyalty in both universities. Although academic integration has a substantial 
impact on AL loyalty in the Russian sample, it does not significantly affect the target construct 
in the German one. Additionally, physical and interactive qualities have a minor effect on AL 
in both universities. However, corporative quality has a significant impact on the target variable 
in the Russian sample but does not have the desired force in the German case.  
 
10 Q2inc results are obtained from the main blindfolding estimation. The Q2ex values were retrieved from a model 
re-estimation after deleting a particular predecessor of the specific constructs. The q2 value of 0.02, 0.15, and 
0.35, respectively, indicate that and exogenous construct has a small, medium, or large predictive relevance for a 
certain endogenous construct (Hair et al., 2017, p.207). 
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Table 3. Significance testing results of the path coefficients11  
 
Paths 
Total sample Russian university German university 
VIF f 2 ß T p CI Sig VIF f 2 ß T p CI Sig. VIF f 2 ß T p CI Sig. 
AI → CSC 1.04 0.00 0.01 0.22 0.82 [- 0.08; 0.09] No 1.09 0.01 -0.09 1.55 0.12 [- 0.20; 0.02] No 1.01 0.02 0.10 1.61 0.11 [-0.03; 0.22] No 
AI → IAL 1.10 0.04 0.15 3.71 0.00 [0.07; 0.22] Yes 1.26 0.06 0.19 4.06 0.00 [0.09; 0.27] Yes 1.20 0.00 0.00 0.03 0.97 [-0.17; 0.14] No 
BAA → IAL 1.16 0.11 0.26 6.31 0.00 [0.18; 0.33] Yes 1.14 0.10 0.23 4.78 0.00 [0.13; 0.32] Yes 1.15 0.15 0.32 4.27 0.00 [0.17; 0.46] Yes 
CQ → CSC 1.72 0.06 0.26 4.09 0.00 [0.13 0.38] Yes 1.60 0.08 0.30 4.02 0.00 [0.16 0.45] Yes 2.23 0.01 0.13 1.62 0.11 [-0.03 0.27] No 
CQ → EC 1.76 0.08 0.26 5.41 0.00 [0.16; 0.35] Yes 1.66 0.09 0.29 5.04 0.00 [0.17; 0.40] Yes 2.27 0.07 0.24 3.05 0.00 [0.08; 0.40] Yes 
CQ → IAL 2.00 0.02 0.16 2.85 0.00 [0.05; 0.26] Yes 1.93 0.05 0.21 3.14 0.00 [0.08; 0.34] Yes 2.50 0.01 - 0.11 1.25 0.21 [-0.29; 0.06] No 
CSC → IAL 1.60 0.00 -0.05 1.12 0.26 [- 0.13; 0.04] No 1.53 0.00 -0.05 0.97 0.33 [- 0.15; 0.06] No 2.04 0.01 - 0.11 1.26 0.21 [-0.28; 0.06] No 
EC → IAL 2.13 0.04 0.21 3.75 0.00 [0.11; 0.32] Yes 2.01 0.05 0.22 3.10 0.00 [0.09; 0.36] Yes 3.11 0.08 0.38 3.60 0.00 [0.19; 0.60] Yes 
IQ → CSC 1.80 0.00 0.00 0.07 0.95 [- 0.11; 0.12] No 1.77 0.00 0.06 0.75 0.45 [- 0.09; 0.20] No 2.06 0.00 0.07 0.76 0.45 [-0.11; 0.23] No 
IQ → EC 1.83 0.11 0.32 5.80 0.00 [0.21; 0.43] Yes 1.77 0.09 0.30 3.80 0.00 [0.14; 0.45] Yes 2.05 0.14 0.32 4.69 0.00 [0.19; 0.46] Yes 
IQ → IAL 2.07 0.00 0.04 0.74 0.46 [- 0.07; 0.15] No 1.95 0.00 0.03 0.42 0.68 [- 0.11; 0.16] No 2.46 0.01 0.11 1.05 0.29 [-0.10; 0.32] No 
PC → IAL 1.19 0.11 0.26 6.27 0.00 [0.18; 0.34] Yes 1.25 0.09 0.22 4.56 0.00 [0.12; 0.31] Yes 1.30 0.15 0.33 4.67 0.00 [0.18; 0.47] Yes 
PQ → CSC 1.79 0.14 0.41 6.93 0.00 [0.29; 0.52] Yes 1.77 0.09 0.32 4.18 0.00 [0.16; 0.47] Yes 2.12 0.28 0.55 6.67 0.00 [0.37; 0.70] Yes 
PQ → EC 1.78 0.07 0.25 4.60 0.00 [0.14; 0.36] Yes 1.75 0.04 0.19 2.40 0.02 [0.03; 0.34] Yes 2.12 0.17 0.36 5.02 0.00 [0.22; 0.51] Yes 
PQ → IAL 2.16 0.00 -0.04 0.72 0.47 [- 0.15 0.07] No 1.97 0.00 -0.04 0.49 0.63 [- 0.19 0.10] No 3.07 0.00 - 0.07 0.65 0.51 [-0.32 0.14] No 
SI → EC 1.10 0.00 0.03 0.77 0.44 [- 0.04; 0.10] No 1.12 0.00 0.03 0.50 0.62 [- 0.08; 0.14] No 1.11 0.00 - 0.04 0.78 0.43 [-0.14; 0.06] No 
SI → IAL 1.29 0.04 0.16 3.42 0.00 [0.07; 0.25] Yes 1.27 0.05 0.17 3.12 0.00 [0.07; 0.28] Yes 1.47 0.05 0.20 2.22 0.03 [0.02; 0.36] Yes 
 
 
11 VIF – variance inflation factor; f2 – effect size; ß – path coefficient; T – t-value; CI – confidence interval; p – p-value (5%); Sig. – Significance (in 5% level). IAL = 
intention to alumni loyalty; BAA = benefits of alumni association; PC = predisposition to charity; CSC = commitment to the study course; EC = emotional commitment; AI = 
academic integration; SI = social integration; PQ = physical quality; IQ = interactive quality; CQ = corporative quality. 
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Table 4. Total effect assessment12 
Paths 
  
Total sample Russia university German university 
T. e. T p CI T. e. T p CI T. e. T p CI 
AI → IAL 0.15 3.69 0.00 
[0.07; 
0.22] 
0.19 4.17 0.00 
[0.10; 
0.27] 
-0.01 0.18 0.86 
[-0.18; 
0.13] 
PQ → IAL -0.01 0.16 0.87 
[-0.12; 
0.10] 
- 0.01 0.16 0.87 
[- 0.16; 
0.12] 
0.00 0.00 1.00 
[-0.20; 
0.19] 
IQ → IAL 0.11 1.91 0.06 
[0.00; 
0.22] 
0.09 1.29 0.20 
[- 0.05; 
0.23] 
0.23 2.06 0.04 
[-0.01; 
0.44] 
CQ → IAL 0.20 3.83 0.00 
[0.10; 
0.30] 
0.26 4.10 0.00 
[0.14; 
0.38] 
-0.03 0.37 0.71 
[-0.21; 
0.14] 
SI → IAL 0.16 3.53 0.00 
[0.08; 
0.26] 
0.18 3.11 0.00 
[0.07; 
0.29] 
0.18 1.99 0.05 
[0.00; 
0.36] 
Regarding the second-order factors, in both cases, physical, interactive, and corporative 
qualities have a significant positive impact on emotional commitment. Additionally, only one 
dimension of the service quality namely physical aspect has the powerful effect on a 
commitment to the study course in the German sample. However, for the Russian university, 
both physical and corporative qualities have a significant effect on a commitment to the study 
course. Moreover, the findings show that two dimensions of integration do not significantly 
impact commitment in both samples. The value of the SRMR is below the threshold value of 
0.08 in each university (SRMRtotal=0.06; SRMRGermany= 0.07; SRMRRussia= 0.07), thereby 
providing evidence that structure of the extended IAL model fits well the empirical data 
(Henseler et al., 2014, p. 194, 195). Hence, the extended IAL model should be applied by 
researchers to interpret the IAL (Hair et al., 2016, p. 193) 
4.2. Step 2: Testing mediation effects 
After considering all evaluation criteria for the measurement and primary structural 
models described in the previous sections, we examined the mediation effects emanating 
from emotional commitment and commitment to the study course. For this purpose, a 
nonparametric bootstrapping procedure was applied (Nitzl et al., 2016, p. 1853). Table 5 
demonstrates that the indirect effect of academic integration to intention to alumni loyalty via 
a commitment to study course is weak and not statistically significant in either group. The 
direct effect of academic integration on intention to alumni loyalty is only strong for Russian 
students. According to the mediation analysis procedure, provided by Hair et al. (2016, p.), 
commitment to study course seems do not moderate any relationship between academic 
integration and intention to alumni loyalty. 
In contrast to previous results, all indirect effects through the construct emotional 
commitment have robust values between 0.007 and 0.036. The direct effects of social 
integration on intention to alumni loyalty are significant in both samples. According to the 
guidelines in Hair et al. (2016, p 233), in the German group, emotional commitment represents 
a full mediation between three dimensions of service quality (i.e., physical, interactive, and 
corporative qualities) and AL. This evidence is also true for the Russian university, with one 
 
12 T.e. – total effect; T – t-value; p – p-value; CI – confidence interval; AI = academic integration; SI = social 
integration; PQ = physical quality; IQ = interactive quality; CQ = corporative quality. 
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difference: instead of full mediation, emotional commitment represents a complementary 
mediation of the relationship between corporative quality and the intention to AL.13 
The findings provide empirical confirmation of the mediation role of emotional 
commitment in the IAL model. More precisely, emotional commitment represents a 
mechanism that explains the relationship between the three dimensions of service quality 
(i.e., physical, interactive, and corporative) and the intention to AL. Additionally, emotional 
commitment interprets some of the corporative quality’s effect on AL for the collectivistic 
Russian sample and the full effect of this construct for the individualistic German group. The 
next section will identify whether these recovered differences between German and Russian 
respondents are statistically significant.  
 
 
13 The direct effect between corporative quality and AL is significant, and the sign of the product of the direct 
and indirect effects (0.21*0.063 = 0.0132) is positive. 
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Table 5. Significance Analysis of the Direct and Indirect Effects (German University)14 
Direct Effect Indirect Effects 
Path ß  T Sig.? Path Oind M SD T  p CI Sig.? 
German University 
AI → IAL  0.00 0.03 No AI → IAL via CSC -0.011 -0.011 0.012 0.971 0.33 [-0.03; 0.01] No 
SI → IAL  0.20 2.22 Yes SI → IAL via EC -0.015 -0.015 0.021 0.708 0.479 [-0.06; 0.03] No 
PQ → IAL   
-0.07 0.65 No 
PQ → IAL via CSC -0.061 -0.063 0.050 1.232 0.218 [-0.16; 0.04] No 
PQ → IAL via EC 0.136 0.136 0.050 2.702 0.007 [0.04; 0.23] Yes 
IQ → IAL  
0.11 1.05 No 
IQ → IAL via CSC -0.007 -0.008 0.014 0.542 0.588 [-0.04; 0.02] No 
IQ → IAL via EC 0.120 0.119 0.045 2.700 0.007 [0.03; 0.21] Yes 
CQ → IAL 
-0.11 1.25 No 
CQ → IAL via CSC -0.014 -0.015 0.016 0.902 0.367 [-0.05; 0.02] No 
CQ → IAL via EC 0.092 0.090 0.039 2.381 0.017 [0.01; 0.17] Yes 
Russian University 
AI → IAL  0.19 4.06 Yes AI → IAL via CSC 0.005 0.005 0.006 0.713 0.476 [-0.01; 0.02] No 
SI → IAL  0.17 3.12 Yes SI → IAL via EC -0.001 0.005 0.012 0.119 0.905 [-0.03; 0.02] No 
PQ → IAL 
-0.04 0.49 No 
PQ → IAL via CSC -0.017 -0.017 0.018 0.915 0.360 [-0.05; 0.02] No 
PQ → IAL via EC 0.040 0.038 0.019 2.090 0.037 [0.01; 0.08] Yes 
IQ → IAL 
0.03 0.42 No 
IQ → IAL via CSC -0.003 -0.003 0.006 0.455 0.649 [-0.02; 0.01] No 
IQ → IAL via EC 0.066 0.064 0.030 2.169 0.030 [0.01; 0.13] Yes 
CQ → IAL  
0.21 3.14 Yes 
CQ → IAL via CSC -0.016 -0.016 0.017 0.902 0.367 [-0.05; 0.02] No 
CQ → IAL via EC 0.063 0.060 0.024 2.668 0.008 [0.02; 0.11] Yes 
 
14 ß – path coefficient; Oind – indirect effect; M – sample mean; SD – Standard deviation; T – t-value (|O/SD|); p – p-value; CI – confidence interval; Sig.- significance (p < 
0.05). CSC = commitment to the study course; EC = emotional commitment; AI = academic integration; SI = social integration; PQ = physical quality; IQ = interactive 
quality; CQ = corporative quality. 
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4.3. Step 3: Testing the moderating cultural effect 
Following the procedure derived above, we examined the main effects of 
individualism/collectivism, masculinity/femininity, and power distance in the two countries 
using a multigroup analysis (PLS-MGA) (Sarstedt et al., 2011, p. 203). PLS-MGA was 
developed based on a nonparametric approach (Henseler et al., 2009, p. 305).  
The results determined that the academic integration influences AL positively in the 
collectivistic Russian sample, whereas no effect is observed in the individualistic German 
group. PLA-MGA15 reveals that this difference is significant (H1a: |diff|AI→IAL = 0.19, pAI→IAL = 
0.02). Thus, H1a is supported. The impact of social integration and predisposition to charity on 
IAL is strong in both countries, therefore the differences in bootstrapping estimates for these 
paths is not statistically significant (H1b: |diff|SI→IAL = 0.03,  pSI→IAL = 0.60; H2: |diff|PC→IAL = 0.11, 
pPC→IAL = 0.90; H3: |diff|BAA→IAL = 0.09, pBAA→IAL = 0.86).  Likewise, corporative quality precedes IAL 
in the high-power distance Russian sample, which differs significantly from the low-power 
distance German group (H4a: |diff|CQ→IAL = 0.32, pCQ→IAL = 0.00). Hence, H4a is confirmed. 
Nevertheless, physical and interactive quality do not directly influence IAL in either the Russian 
or German universities (|diff|PQ→IAL = 0.04, pPQ→IAL = 0.38; H4b: |diff|IQ→IAL = 0.08, pIQ→IAL = 0.75). 
However, a previously performed mediation analysis revealed the indirect impact of these 
constructs on IAL via emotional commitment. To prove or reject hypothesis H1b, H2, H3, and 
H4b, we provided the IPMA described below.  
4.4. Step 4: Importance–performance matrix analysis 
The IPMA is an appropriate procedure for the interpretation and in-depth analysis of 
PLS results (Völckner et al., 2010, p. 389). This approach enables us to identify critical areas 
for improvement “that can subsequently be addressed with marketing or management 
activities” (Hock, Ringle, & Sarstedt, 2010, p. 199). More specifically, this procedure 
contrasts total effects (i.e., importance) on a particular target variable with the rescaled 
variable scores (i.e., performance) of this construct’s antecedents (Hair et al., 2016). Based 
on this information, the IPMA depicts a priority map that can assist managers in developing 
strategies aimed at enhancing the performance of the target endogenous variable. Managers 
can obtain greater efficiency in increasing the index value of the analyzed construct in the 
future if they “prioritize driver constructs with relatively greater importance and relatively 
lower performance” (Völckner et al., 2010, p. 389). 
Thus, for the intention to alumni loyalty, the IPMA determines the importance and 
performance of each predecessor construct in the extended IAL model (Table 6), and outlines 
a map based on the obtained data (Fig.2). The horizontal x-axis refers to the importance (i.e., 
total unstandardized effect) of all AL antecedents for explaining the intention to AL. The 
vertical y-axis illustrates the average rescaled, unstandardized scores of these variables.  
We drew two additional lines in the general importance-performance map. These lines 
contain the mean importance value (i.e., a horizontal line) and the average performance value 
(i.e., a vertical line) of the AL drivers, thereby dividing the map into four areas with 
importance and performance values below and above the average. Generally, “constructs in 
the lower right area (i.e., above average importance and below average performance) are of 
highest interest to achieve improvement, followed by the higher right, lower left and, finally, 
 
15 The multi-group comparison is based on the Henseler et al. (2009) non-parametric approach (5,000 bootstrap 
samples, 25,000,000 comparisons for each parameter). |diff| – absolute differences in comparisons’ 
bootstrapping path coefficient estimates, where bG – bootstrap estimate of a path coefficient for the German 
sample, bR – bootstrap estimate of a path coefficient for the Russian sample. p – bootstrap parameter estimates. 
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the higher left areas” (Ringle & Sarstedt, 2016, p. 1873). Consequently, all factors were 
derived into four groups. The first stream contains constructs which have essential 
importance for the IAL improvement. The second group is comprised of factors that valuable 
for the IAL enhancement, but already have a high level of performance value. Hence, 
managers should focus on maintaining the functioning of this area. The third group includes 
variables that less importance for the IAL, however, have low-performance value. Investing 
in the performance of constructs from the fourth group would be not logical and even 
unprofitable because it would have an extremely small impact on enhancing AL. Hence, the 
IPMA can supply university administration with guidance for the prioritization of those 
managerial activities, which are highly relevant for the IAL enhancement, but which require 
performance improvement.   
The MGA analysis confirmed H4a and H1a. However, the IPMA procedure revealed 
several additional cultural differences. Thus, as can be seen from Fig. 2, corporate quality has 
the strongest effect on the IAL (T.e. = 0.26) in the Russian sample. In contrast, another 
dimension of service quality, integrative quality, is highly relevant for increasing the IAL in 
the German sample (T.e. = 0.25). This evidence may show that in high power distance 
societies, corporative quality has a greater impact and interactive quality has a lower 
influence on the IAL than in low power distance cultures. Hence, we have evidence to support.    
The IPMA reveals that the construct ‘benefits of alumni association’ is the most 
important driver of the IAL in both samples, due to its high impact on the total effect. This 
factor has a relatively low-performance level among other constructs, which offers significant 
room for improvement (Rigdon, Ringle, Sarstedt, & Gudergan, 2011, p. 186). However, Fig. 
2 illustrates that the total effect of this vital factor for masculine Germany is stronger than for 
feminine Russia which, consequently, confirms H3. Additionally, the influence of social 
integration is higher (Germany: 0.16; Russia: 0.18), and the total effect of predisposition to 
charity (Germany: 0.29; Russia: 0.20) is lower for the collectivistic Russian sample than for 
the individualistic German group. These facts may support H1b and H2.  
Fig. 2 demonstrates that emotional commitment has a considerably strong impact on 
the IAL and thus, also requires managerial activities. However, due to its high-performance 
value, managers must maintain at least its current index value by improving predecessors of 
emotional commitment, which has an immensely high influence on the IAL (Ringle & 
Sarstedt, 2016). Table 6 illustrates that corporative quality has the strongest impact on the 
IAL among other antecedents of emotional commitment for the Russian sample (0.26), while 
interactive quality is more important for the German university sample (0.25).  
Consequently, to enhance loyalty rates among Russian alumni, institutional leaders 
should mainly increase the performance of benefits of alumni association (first priority), 
because this construct represents relatively small performance (below average) and 
considerable high importance (0.24). Although predisposition to charity is also highly 
relevant for the IAL, it demonstrates the lesser importance of the target variable (0.20) in 
comparison with the previous construct. Predisposition to charity shows the lowest 
performance value across other constructs. The aspect captured by this driver should refer to 
a second priority. Academic integration, corporate quality, and social integration follow as 
third, fourth, and fifth priorities, respectively.  
Likewise, to increase loyalty rates among German alumni, the first managerial 
priority should also be to improve the performance of aspects captured by benefits of alumni 
association (Hair et al., 2016). The importance of both the predisposition to charity and social 
integration is relatively high regarding the enhancement of IAL. At the same time, these two 
areas offer strong improvement potential regarding the current index value. In the German 
sample, predisposition to charity and social integration should be assigned as the second and 
third priorities, respectively. With a total effect of 0.32, the emotional commitment construct 
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has a considerably strong impact on the target variable and should follow as the fourth 
priority for managerial activities. For this purpose, as has been mentioned earlier, managers 
should focus on improving or maintaining the performance of interactive quality aspects.  
Meanwhile, the constructs ‘commitment to the study course’ and ‘physical quality’ 
have high-performance index values in both samples; their relevance is limited because their 
influences on the IAL are minimal. In contrast to the Russian university, the improvement of 
corporative quality and academic integration would be very risky at the German university, 
since their importance to loyalty is too small. In comparison with the German sample, 
investment in the area of interactive quality is not profitable for the Russian university.  
Figure 3 depicts the paths between remaining constructs in the extended IAL model for the 
Russian and German samples. The figure also represents the effect of cultural dimensions on 
the relationships between intention to AL and its predecessor constructs. 
To obtain more accurate information on how to increase the performance level of 
antecedents with strong relevance, we run the IPMA on the indicator level (Ringle & 
Sarstedt, 2016). Specifically, we performed this analysis for the following constructs: the 
benefits of alumni loyalty, emotional commitment, predisposition to charity, corporate and 
interactive qualities, and social and academic integration. Figure 4 and Appendix E 
demonstrate the results. 
Figure 4 shows that the manifest variables Baa1 (“Providing contact with alumni”) 
and Baa2 (“Consultations with alumni about the future career in the form of workshops and 
individual interviews”) are both essential performance measures of benefits of the alumni 
association. They both should have the highest priority for improvement in German and 
Russian universities. Moreover, in both samples, indicators Pc1 (“My parents would like to 
see every member of the family involved in charity”) and Si2 (“I often communicate with the 
teachers personally”) have the strongest total effect on the predisposition to charity and social 
integration, respectively 
Table 6. Importance-Performance Map (constructs, unstandardized effects)16 
Latent Variable 
  
Total Germany Russia 
T.e.u Perf. T.e.u Perf. T.e.u Perf. 
Academic integration 0.12 39.25 -0.01 45.93 0.16 34.84 
Social integration 0.14 57.71 0.16 43.32 0.18 66.59 
Benefits of alumni association 0.28 32.21 0.35 28.88 0.24 34.60 
Predisposition to charity 0.24 29.81 0.29 25.55 0.20 32.37 
Commitment to the study course -0.04 67.00 -0.09 72.51 -0.04 63.07 
Emotional commitment 0.20 72.07 0.32 69.60 0.22 73.98 
Physical quality -0.01 65.01 0.00 66.93 -0.01 63.15 
Interactive quality 0.12 68.75 0.25 66.86 0.10 70.99 
Corporative quality 0.22 66.18 -0.04 66.55 0.26 65.70 
 
 
16 T.e.u – total effect (unstandardized). Perf. – performance value. All total effects larger than 0.20 are 
significant at the p ≤ 0.05 level. The bold values indicate the three highest total effect and three highest 
performance value of the exogenous driver constructs (i.e., benefits of alumni association, predisposition to 
charity, commitment, integration, and quality) and the intention to alumni loyalty per group-specific IPMA 
computation.  
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Figure 2. Adjusted importance-performance map of the target construct IAL 
(Constructs, unstandardized effects)17 
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Figure 3. Extended IAL model (Russian and German samples)18 
 
17 All total effects larger than 0.10 are significant at the p ≤ 0.10 level. The red diamond-shaped dots represent 
antecedents of AL in Russian sample. Blue round dot symbols refer to factors of AL for alumni from the German 
group. BAA = benefits of alumni association; PC = predisposition to charity; CSC = commitment to the study 
course; EC = emotional commitment; AI = academic integration; SI = social integration; PQ = physical quality; 
IQ = interactive quality; CQ = corporate quality. 
18 βR – path coefficient for the Russian group; βG – path coefficient for the German group. The dashed line represents 
the moderation effect of cultural dimensions (i.e. individualism/collectivism, masculinity/femininity, and power 
distance) on the relationship between intention to alumni loyalty and its predecessors. The solid black line refers to the 
confirmed relationship between variables, while the dotted red represents unsupported hypotheses. The solid red line 
(the path between ‘corporative quality’ and ‘intention to AL’ as well as path between ‘academic integration’ and 
‘intention to AL’) demonstrates the significant differences between German and Russian samples. Besides, the non-
significant path coefficients are depicted in red, and the non-significant factors (i.e., CSC) as well as the paths directed 
at this construct are highlighted in grey.                         
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For the German university, the manifest variable Iq1 (“Examinations: unbiased and 
objective system of knowledge evaluation and test fairness”) is the most relevant measure of 
interactive quality. However, this item already has a relatively high-performance level, which 
is above average. Activities for increasing AL should nevertheless aim at refining the 
knowledge evaluation system. As a direct consequence, the performance of the integrative 
quality construct increases, which entails improvement of the emotional commitment 
construct and, therefore, the IAL.  
In contrast, for the Russian university, the indicator Cq1 (“Importance of the 
University reputation to build a successful career”) must obtain particular attention to 
enhance the corporative quality. Hence, managers should focus on increasing school prestige 
and reputation in the education marketplace. Moreover, indicators Ai2 (“I take an active part 
in university committee work.”) and Ai1 (“I am a regular member of student academic 
groups in my university”) have a relatively high importance when focusing on the academic 
integration construct, while offering some room for performance enhancement.  
5.  Discussion 
Rapid growth in the number of international students brings new challenges, not only 
for educators (e.g., the provision of language standards and pedagogical approaches) but also 
for managers regarding the establishment of successful AL programs (Groeppel-Klein et al., 
2010; Harrison, 2012). For these campaigns to succeed, universities are required to have 
intercultural competence and knowledge of how culture influences AL (Lin & Tsai, 2008).  
This study seeks to analyze the effect of cultural values on the relationships between 
the IAL and its antecedents. To achieve our primary goal, we selected a statistical model with 
a more comprehensive structure (i.e., IAL model) and tested this model in two different 
cultural contexts (Iskhakova et al., 2016, 2017). Moreover, we extended the IAL model by 
including original hypotheses about a cultural moderation effect on the relationships between 
AL and its predecessor constructs as well as by drawing the additional causal path from 
service quality to the IAL. To our knowledge, this is the first study to analyze a moderating 
role of cultural dimensions in the complex association between the IAL and its determinants. 
The present study sheds light on the question of what kind of national cultural values are 
most important in these relationships. 
The findings demonstrate that key factors influence AL differently across cultures. As 
hypothesized, social and academic integration into university life, as well as corporate 
quality, are important drivers of the IAL in Russian society, characterized by collectivism and 
the inclination to high power distance. In contrast, in German society, which represents an 
individualistic and low power distance culture, predisposition to charity and interactive 
quality are both highly relevant for the enhancement of the IAL. The results indicate that, 
although the influence of alumni association benefits on AL is stronger in the masculine 
German group than in the feminine Russian university sample, this construct plays an 
essential role in both samples. Hence, the study supports previous research claims about a 
high cultural impact on loyalty behavior (e.g., Witkowski & Wolfinbarger, 2002; Zhang et 
al., 2014, p. 284). 
This study provides deep insight into the relationships between perceived service 
quality, integration, and the intention to alumni loyalty. Thus, this study reinforced the robust 
results of earlier research, that emotional commitment “is considered the most important 
loyalty construct (…) and has a huge mediating effect” (de Macedo Bergamo et al., 2012, p. 
32). More precisely, emotional commitment represents the mechanism that underlies the 
relationships between physical, interactive, and corporative qualities and the intention to 
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alumni loyalty in both groups. It also serves as a complementary mediator of the bond 
between the corporative quality and the intention to alumni loyalty in the Russian sample. 
The last finding demonstrates a moderated mediation situation, where the indirect effect of 
the mediator (i.e., emotional commitment) is conditional on the moderator’s value (i.e., 
culture) (Hayes, 2015). In contrast, the commitment to the study course (i.e., cognitive 
commitment) has a meager impact on the intention to alumni loyalty to warrant managerial 
attention. This result contradicts with some previous studies claiming that cognitive 
engagement predicts customer loyalty (Evanschitzky, Iyer, Plassmann, Niessing, & Meffert, 
2006). At the same time, this finding is in line with other prior research arguing that the 
cognitive commitment has no effect on loyalty behavior (Verhoef, Franses, & Hoekstra, 
2002; Bowden, 2011; Hansen, Sandvik, & Selnes, 2003; Hennig-Thurau et al., 2001; Kilburn 
et al., 2014). The results can potentially be explained by scenarios such as one in which 
students are attending university against their will, and their loyalty to their alma mater thus 
declines when they are set free after graduation (Hennig-Thurau et al., 2001). 
 
Figure 4. Importance-performance map of the target construct IAL 
(Indicator level)19 
Quality and success of the AL program are not only determining important factors 
influencing AL. “It needs to be accompanied by a well-planned public relations campaign or 
more specifically, an alumni-relations strategy,” if it is to make an impact on AL (Tsao & 
Coll, 2005, p. 391). Based on the cultural segmentation, we identified the following 
strategies: predisposition to charity-based (esp. for individualistic culture); integrative-based 
(predominantly for collectivistic society); corporate-based (high power distance cultures); 
interactive-based (low power distance cultures); and benefits-based (for both masculine and 
feminine societies).  
 
19 Abbreviation of items (Appendix E). Factors from the German sample are highlighted in blue. Factors from 
the Russian group are depicted in red. 
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Predisposition to charity-based strategy  
Predisposition to charity has a significant impact on AL in both samples, thereby 
forming a secure alumni-university connection. It may show that alumni with previous 
charity experience have a deeper understanding of institutional needs and “their role in 
meeting these needs” than those who were not involved in philanthropic activities (Weerts & 
Ronca, 2007, p. 32). Hence, institutional administrations should establish awareness of 
alumni with charity backgrounds to develop a successful AL program.  
Nevertheless, the core value of this construct showed that predisposition to charity 
plays a stronger role in individualistic nations than in collectivistic ones. As such, graduates 
from the individualistic cultures have a higher inclination to develop loyalty towards their 
university based on their attitude toward charity, which depends on the individual’s 
philanthropic history (Lee & Green, 1991; Bagozzi et al., 2000; Soyez, 2012). Family 
tradition and the alumni’s parents’ experience regarding altruistic behavior may play a 
substantial role in these societies. The findings correlate well with the previous research 
related to the influence of altruistic behavior on AL in individualistic countries (Brady et al., 
2002; Sundeen, Raskoff, & Garcia, 2007). The results support the idea that “culture is 
valuable for providing a foundation or framework for a practice and tradition of giving, 
which eventually results in different attitudes toward giving” (Sung & Yang, 2009, p. 806). 
As a result, university administrations should consider this fact while building their alumni 
management program, and carefully analyze alumni data collected during the study period. 
Integration-based strategy (predominantly for collectivistic societies) 
The results show that social integration strongly influences AL in both individualistic 
German and collectivistic Russian samples. Hence, institutional leaders should support 
students in their integration into university social life, thereby helping them to develop a 
sense of community. However, on closer scrutiny of the relevant indicators of this factor (Fig. 
4), we revealed differences between two groups. More precisely, in the German university, 
individual conversations with professors have the greatest effect on social integration, and 
thus on the enhancement of intention to alumni loyalty. In the Russian group, contact with 
fellow students as well as with teachers has a significant influence on AL. Moreover, 
academic integration is highly relevant for collectivistic Russian society and does not affect 
AL in the German sample. Therefore, universities must create healthy educational 
environments between students and professional teaching staff. To create friendly student-
teacher relationships, professors should develop a positive classroom climate that provides 
social and emotional support, and should be respectful and sensitive to students’ cultural 
backgrounds (Rimm-Kaufman & Sandilos, 2011; Banks et al., 2001). Likewise, for 
undergraduates from collectivistic societies, it would be relevant to conduct more academic 
and cultural events, during which faculty and alumni could explain the AL concept and 
encourage current students to take part in various university activities.  
The results confirm Hofstede's theory (2001). The findings speak to a peculiarity of 
collectivistic culture – an inclination towards collective thinking, characterized by setting 
mutual goals, thinking of oneself as “we,” and maintaining relationships within groups. In 
contrast, individualistic culture displays a tendency towards personal goals, the development 
of relationships within the community without the need to act together and thinking of 
oneself as “I” (Hofstede, 2011).  
Benefits-based strategy (for both masculine and feminine societies) 
The results demonstrate that alumni associations should extend their efforts beyond 
the period related to post-graduation experiences. In other words, these organizations must 
focus on offering useful services not only for alumni but also for students (Hoffmann & 
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Mueller, 2008; Iskhakova et al., 2016). It is essential to establish friendly contact and provide 
regular consultations between students and successful alumni. University administration 
should organize more workshops, social, and academic activities, as well as provide an online 
mentoring network and access to alumni databases (Philabaum, 2008). Taking part in these 
events and registering on these platforms, experienced alumni can explain a wide variety of 
career paths after graduation, assist students in finding internships, and young alumni 
different job positions. The findings of this study are in line with previous research of 
Drapinska (2012); Helen and Ho (2011) as well as McDearmon and Shirley (2009), arguing 
that, for AL enhancement, universities must raise valued student’s benefits on a continuous 
basis.  
Service quality–based strategies 
In the service marketing literature, several studies highlight the impact of culture on 
service quality perceptions (Hahn & Bunyaratavej, 2010; Ladhari et al., 2011; Witkowski & 
Wolfinbarger, 2002). The results of the current paper are consistent with these previous 
studies. Based on the findings, we derived two main strategies for high and low power 
distance countries, described below. The research performed by Ladhari et al., (2011) may 
give an additional explanation of the obtained differences among two groups. According to 
their investigation, since high power distance cultures accept inequalities among individuals, 
customers of these societies tend to anticipate service providers (i.e., university) to reflect this 
distance through service delivery executed at the highest possible level. However, despite 
their high expectations, this group usually accepts lower service quality for services that 
require technical expertise (i.e., consulting) than their low distance counterparts (Ladhari et 
al., 2011). Moreover, it is widely perceived that alumni are consumers for their university 
(e.g., Alves & Raposo, 2007; Helgesen & Nesset, 2007a; Lin & Tsai, 2008; Rojas-Méndez et 
al., 2009). Therefore, it is not surprising, that in contrast to the Russian group, for German 
respondents the interactive quality which includes appraisal (mainly, examination system) is 
more relevant than corporate quality reflecting prestige (in particular, the academic reputation 
of the university).   
Corporative-based strategy (high power distance) 
The IPMA results show that reputation is a vital component for increasing corporative 
quality and, as a consequence, AL. The study supports the findings from the previous 
investigation’s claims about a solid reputation’s influence on customer loyalty (e.g., Kuo & 
Ye, 2009; Zhang et al., 2014; Zhang, 2009). Moreover, Seeman and O’Hara (2006, p. 25) 
state that “the academic reputation of a school is a major factor in determining its selection.” 
Hence, universities should invest in reputation management to ensure loyalty among alumni 
from high power distance cultural societies. According to Nguyen and Leblanc (2001, p. 
309), university staff members and alumni “may be considered as critical factors which 
determine the student's perception of the image or reputation of higher education 
institutions.” Prominent alumni can provide solid arguments regarding the applicability of 
knowledge and skills gained through their studies in building successful careers (e.g., 
opportunities to achieve managerial positions) (Gallo, 2012, 2013). Consequently, organizing 
more events with distinguished alumni and the creation of a healthy university environment 
may considerably enhance school reputations (Nguyen & Leblanc, 2001).  
Interactive-based strategy (low power distance cultures) 
The correctness of exams seems to be the most important measure of interactive 
quality for low power distance countries. This item could be expressed by a positive 
correlation “between material given during the course and material used for writing the 
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exam” (Iskhakova 2014, p. 18). Hence, providing an unbiased and objective system of 
knowledge evaluation may be the key strategy to solving the problem. The findings disclosed 
that benefits of alumni association and predisposition to charity are culturally universal 
drivers of AL. In contrast, academic integration, corporative, and interactive qualities are 
culturally unique antecedents of AL. Hence, the data support the relevance of 
individualism/collectivism and power distance values on developing AL. However, the 
results with regards to masculinity/femininity are not that clear. Although the total effect of 
benefits of the alumni association is lower for feminine Russia than for masculine Germany, 
this construct is essential in both countries. Thus, this study provides evidence of a 
moderating effect of individualism/collectivism and power distance but makes no decisive 
claims regarding the moderation effect of masculinity/femininity.  
This study provides a background for developing a universal model in AL research. In 
addition to making a substantial contribution to the AL literature, the current research offers 
crucial insights for managers in higher education. The results revealed that students from 
different cultural backgrounds could respond differently to actions aimed at enhancing AL 
and, thus, may require different strategic approaches. As such, this study demonstrates how 
AL campaign can be accomplished cost-effectively, even in international universities where 
students belong to various cultural groups.  
Further research and limitations 
The study provides helpful information regarding the impact of cultural values on 
interactions between AL and its antecedents, but certain restrictions have to be taken into 
account. These limitations may indicate potential areas for future research work. First, the 
present study applies a convenience sampling method. Thus, the use of probability sampling 
procedures (e.g., cluster random or systematic sampling) is necessary in order to validate the 
results (O'Dwyer & Bernauer, 2014). Second, this research relies on respondents from only 
two public universities. The findings may therefore not be generalizable to private higher 
learning institutions. Moreover, a two-culture study may not provide a sufficiently deep 
understanding of the cultural effect on the relationship between AL and its predecessor 
constructs. We caution that further investigation is needed before these results can be 
extended beyond German and Russian public universities. Hence, we invite future 
researchers to examine this aspect more thoroughly and reflect on different cultural value 
orientations using multi-country samples.  
Third, to provide cross-cultural analyses we used Hofstede’s framework. However, 
only three cultural dimensions out of six were selected, and some researchers extensively 
criticize Hofstede’s model (e.g., Ailon, 2008; McSweeney, 2002). Hence, future studies may 
consider using other cultural typologies provided in the international marketing literature to 
investigate how cultural values relate to AL behavior (e.g., House et al., 2004; Schwartz, 
1992). Fourth, previous studies argued that investigation of the consumer behavior in a cross-
cultural context requires considering not only the effect of cultural dimensions but also the 
influence of personal values (Jayawardhena, 2004; Ladhari et al., 2011; Soyez, 2012). As the 
current paper refers only to national differences, future research should analyze the effect of 
personal values (e.g., self-fulfillment, sense of accomplishment, and self-respect) on AL, 
thereby filling this gap in the AL research, potentially using Kahle’s (1983) list of values 
(Ladhari et al., 2011, p. 953).  
Fifth, the focus of this study was the attitudinal aspect of AL, namely alumni loyalty 
intent, which can be measured by surveying current students (Brady et al., 2002). Future 
research may conduct a longitudinal study to trace changing student attitudes and perceptions 
after graduation. We look forward to seeing upcoming work in this area. Sixth, previous 
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research claims that regarding the homogeneity of respondents, other aspects have to be taken 
into account (Helgesen & Nesset, 2007a). Specifically, it would be valuable to examine the 
course of study (e.g., Hennig-Thurau et al., 2001; Holmes, 2009). Thus, future research may 
consider analyzing the moderating effect of major on the relationships between AL and its 
determinants.  
6.  Conclusion 
Due to increasing globalization of the education market, it seems obvious to understand 
cultural influences on AL. There are both practical and academic needs to revealing how alumni 
from different cultures perceive primary drivers of AL. For this purpose, the study seeks to 
analyze a moderation effect of cultural dimensions on the relationships between AL and its 
antecedents. To date, this is a first study examining such force in the AL context. To archive the 
primary goal, we surveyed 229 Russian and 159 German students because their “cultures are 
different on many dimensions” (House et al., 2004, p. 731). The study shows that benefits of the 
alumni association for university undergraduates are significantly associated with AL in both 
feminine and masculine cultures. Therefore, alumni cultivation should “begin before graduation 
in the form of creating a meaningful collegiate experience for students” (McDearmon & Shirley, 
2009, p. 93). 
In line with our expectations, the integration-based strategy is highly relevant for 
universities from collectivistic countries, while a predisposition to charity-based approach is more 
important for higher education organizations from individualistic countries. Similarly, to the 
individualist-collectivist dimension, power distance turns out also to have a moderating effect on 
the relationship between AL and its antecedents in both countries. More specifically, the 
corporative quality-based strategy is valuable for the high-power distance Russian university; 
while the interactive, quality-based approach is essential for the sample of students from the low 
power distance German university. The results of the present study emphasize that campaigns 
aimed to enhance AL should be adapted to different cultural environments, rather than be 
standardized. As such, AL programs are likely to be more efficient if they are based on cultural 
segmentation.  
This paper investigates the mediation role of commitment on the development of alumni-
university relationships. The results revealed that the emotional dimension of this construct fully 
mediates physical and interactive qualities on the alumni loyalty intent in both groups and 
partially explains the corporative quality’s effect on the target variable in the Russian sample. 
Conversely, cognitive commitment (i.e., commitment to the study course) does not mediate any 
relationships between AL and its antecedents. 
The current paper provides a fresh perspective on AL by developing theory-based and 
consistent strategies targeting increased AL rates. Hence, the findings can assist managers in the 
development of a successful loyalty program for alumni with different cultural backgrounds. 
Furthermore, researchers may use this study to develop a universal alumni loyalty model, which 
can be further applied to various AL domains. 
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APPENDIX A. List of indicators 
LV Item English item German items Russian items Total sample Russia Germany 
β T β T β T 
PQ Pq1 Organization and structure 
of major (e.g., the 
curriculum) 
Aufbau und der Struktur 
Ihres Studienganges 
Организация и структура 
Вашей специальности (e.g., 
учебный план) 
0.57* 8.643 0.55* 5.226 0.56* 6.648 
Pq2 Variety of courses offered 
for major (refers to the 
teaching on offer) 
Breite des Lehrangebots Многообразие предлагаемых 
дисциплин по Вашей 
специальности 
0.42* 5.594 0.35* 2.990 0.50* 5.338 
Pq3 Quality of library service  Qualität der Bibliothek Качество библиотечного 
сервиса  
0.28* 4.678 0.33* 3.611 0.25* 3.438 
IQ Iq1 Examinations (unbiased 
and objective system of 
knowledge evaluation) 
Objektivität und 
Unparteilichkeit bei der 
Ausstellung von 
Prüfungszeichen  
Проведение экзаменов 
(объективность и 
непредвзятость при 
выставлении 
экзаменационных оценок ) 
0.44* 5.350 0.38* 3.142 0.51* 3.994 
Iq2 Academic staff 
consultations and support 
during the study  
Beratung und Betreuung 
durch die Lehrenden 
Консультации и поддержки во 
время обучения со стороны 
преподавателей 
0.35* 4.098 0.32* 2.355 0.34* 3.036 
Iq3 Availability of the 
academic staff 
Erreichbarkeit der 
Lehrenden 
Доступность профессорско-
преподавательского состава 
0.37* 4.161 0.45* 3.355 0.31* 2.655 
CQ Cq1 Importance of the 
university reputation to 
build a successful career 
Wert des Reputation der 
Universität hinsichtlich 
eines erfolgreichen 
Berufseinstiegs 
Значимость репутации 
университета для построения 
успешной карьеры 
0.52* 7.268 0.49* 4.081 0.56* 6.011 
Cq2 Applicability of the 
obtained knowledge for 
work activities 
Verwendbarkeit Ihrer 
Studieninhalte im Beruf 
Применимость полученных в 
университете знаний в 
трудовой деятельности 
0.36* 4.522 0.39* 2.650 0.33* 4.084 
Cq3 Applicability of the obtained 
knowledge in science  
Forschungsbezug der 
Lehre 
 
Применимость полученных 
знаний в научной деятельности  
0.33* 4.625 0.25* 2.428 0.47* 5.049 
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LV Item English items German items Russian items Total sample Russia Germany 
β T β T β T 
 
AI 
Ai1 Participant response to: “I 
am a regular member of 
student academic group in 
my university.” 
Ich nehme regelmäßig an 
einer studentischen 
akademischen 
Arbeitsgruppe teil. 
Я принимаю активное участие в 
студенческой академической 
группе  
0.86* 43.44 0.85* 33.69 0.84* 13.99 
Ai2 Participant response to: “I 
take an active part at 
university committee” 
Ich engagiere mich 
regelmäßig in universitären 
Gremien. 
Я принимаю активное участие в 
университетских собраниях 
0.89* 59.20 0.89* 54.48 0.89* 16.28 
Ai3 Participant response to: “I 
regularly take an active part 
in a student’s 
organizations.” 
Ich engagiere mich 
regelmäßig in studentischen 
Organisationen. 
Я принимаю активное участие в 
студенческих организациях 
0.81* 29.52 0.75* 17.78 0.90* 22.48 
Ai4 Participant response to: “I 
regularly take part in extra 
academic courses or events.” 
Ich nehme regelmäßig an 
zusätzlichen 
Veranstaltungen der 
Hochschule teil. 
Я принимаю активное участие в 
дополнительных специальных 
мероприятиях в университете 
0.82* 27.83 0.78* 18.60 0.89* 15.10 
SI Si1 Participant response to: “I 
have intensive contact even 
with those my fellow 
students, who are not my 
close friends.” 
Ich habe oft Kontakt zu 
Kommilitonen, die nicht 
meinem engsten 
Freundeskreis angehören. 
Я поддерживаю связь даже с 
теми одногруппниками, 
которые не входят в круг моих 
близких друзей. 
0.87* 44.08 0.86* 28.84 0.84* 15.95 
Si2 Participant response to: “I 
often communicate with the 
teachers personally.” 
Ich führe viele persönliche 
Gespräche mit Lehrenden 
Я часто лично общаюсь с 
преподавателями. 
0.91* 66.56 0.89* 38.61 0.91* 36.81 
CSC Csc1 Participant response to: “If I 
were faced with the same 
choice again, I would still 
choose the same course.” 
Wenn ich heute noch einmal 
die Wahl hätte, würde ich 
mich wieder für denselben 
Studiengang entscheiden 
Если бы я сейчас снова 
выбирал(-а) на кого пойти 
учиться, я бы снова выбрал(-а) ту 
же самую специальность.. 
0.89* 53.69 0.90* 44.88 0.87* 28.72 
Csc2 Participant response to: “I 
would recommend my 
course to someone else” 
Ich würde meinen 
Studiengang 
weiterempfehlen. 
Я бы порекомендовал (-а) свою 
специальность другим. 
0.93* 103.2 0.93* 73.26 0.93* 61.84 
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LV Item English item German items Russian items Total sample Russia Germany 
β T β T β T 
EC Ec1 Participant response to: “I 
feel very comfortable in 
my university” 
Ich fühle mich an der 
Universität sehr wohl. 
Я чувствую себя очень 
комфортно в своем 
университете 
0.91* 83.78 0.91* 66.99 0.92* 58.96 
Ec2 Participant response to: “I am 
proud to be able to study in 
my university.” 
Ich bin stolz darauf, an 
meiner Hochschule zu 
studieren. 
Я горжусь тем, что я учусь в 
моем университете. 
0.87* 45.85 0.85* 23.99 0.90* 51.99 
Ec3 Participant response to: “I 
feel very comfortable in 
my faculty.” 
Ich fühle mich an meiner 
Fakultät sehr wohl. 
Я чувствую себя очень 
комфортно на своем 
факультете. 
0.84* 41.51 0.83* 26.46 0.86* 34.33 
Ec4 Participant response to: “If I 
were faced with the same 
choice again, I would still 
choose the same university.” 
Wenn ich heute noch einmal 
die Wahl hätte, würde ich 
wieder an derselben 
Hochschule studieren. 
Если бы я сейчас снова 
выбирал    (-а) куда пойти 
учиться, я бы снова выбрал(-а) 
свой университет. 
0.76* 26.55 0.74* 19.01 0.80* 21.20 
BAA Baa1 Providing contact with 
alumni (chat forum) 
Kontakt zu Absolventen 
(Chat, Foren) 
Обеспечение контакта с 
бывшими студентами (чат,форум). 
0.56* 4.429 0.57* 3.436 0.60* 2.849 
Baa2 Consultations with alumni in 
form of workshops and/or 
individual interviews  
Berufsberatung  mit Alumni 
(F.v. Workshops und/oder 
individuellen Gesprächen 
Консультация с бывшими 
студентами в виде мастер-классов 
и/или индивидуальных бесед; 
0.55* 4.444 0.55* 3.360 0.50* 2.407 
PC Pc1 Participant response to: “My 
parents would like to see 
every member of the family 
involved in charity 
“Ich denke, dass meine Eltern 
es missbilligen würden, wenn 
ich Wohltätigkeitsorganisa-
tionen nicht unterstützen 
würde.” 
“Я думаю, что мои родители 
будут огорчены, если я не 
буду проявлять интерес к 
благотворительности.” 
0.93* 90.54 0.92* 53.98 0.93* 63.15 
Pc2 Participant response to: “I 
believe my parents would be 
disappointed if I did not 
express interest in charity.” 
“Ich denke, meine Eltern 
erwarten, dass Mitglieder 
meiner Familie Wohltätig-
keitsorganisationen 
unterstützen.” 
“Мои родители хотели бы, 
чтобы каждый член семьи 
занимался 
благотворительностью.” 
0.82* 32.90 0.86* 36.93 0.78* 14.68 
Pc3 Participant response to: “My 
parents do charity activities.” 
“Meine Eltern sind in Wohl-
tätigkeitsorganisationen aktiv.” 
Мои родители занимаются 
благотворительностью 
0.84* 31.44 0.86* 25.13 0.80* 17.55 
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LV Item English item German items Russian items Total sample Russia Germany 
β T β T β T 
IAL Ial1 Participant response to: 
“ I would like to become a 
member of the alumni 
association” 
“Ich würde dem 
Absolventen-Verein 
beitreten.” 
“Я бы хотел(-а) вступить в 
Alumni Accоциацию.”. 
0.78* 30.20 0.80* 24.01 0.76* 16.41 
Ial2 Participant response to: 
“I would like to receive 
information about my 
university after graduation” 
“Auch nach meinem 
Abschluss, würde ich gerne 
Informationen über die 
meine Universität erhalten.” 
“Я бы хотел (-а) получать  
информацию о моем вузе 
после его окончания.” 
0.73* 22.23 0.77* 19.97 0.71* 13.34 
Ial3 Participant response to: 
“ I would like to keep in 
touch with my department” 
“Ich würde gerne den 
Kontakt zu meinem Fakultät  
aufrechtzuerhalten.” 
“Я хотел (-а) бы поддерживаю 
связь со своим факультетом.” 
0.74* 21.48 0.76* 18.46 0.70* 9.776 
Ial4 Participant response to:    
“I can imagine myself how I 
am providing volunteer 
support for my university 
after graduation” 
“Ich könnte mir vorstellen, 
meine Universität nach 
Beendigung meines 
Studiums durch freiwillige 
Hilfe zu unterstützen.”  
“Я могу представить себе, как 
я оказываю волонтерскую 
помощь моему университету.”  
0.80* 32.45 0.79* 23.71 0.82* 23.32 
Ial5 Participant response to: 
“I can imagine myself how I 
am providing financial 
support for my university 
after graduation” 
“Ich könnte mir vorstellen, 
meiner Fakultät nach 
Beendigung meines 
Studiums durch Geldspenden 
zu unterstützen.” 
“Я могу представить себе, как 
я оказываю материальную 
помощь моему университету.” 
0.83* 49.67 0.80* 31.80 0.86* 41.24 
Note: LV= latent variable; PQ= physical quality; IQ= interactive quality; CQ= corporative quality; AI = academic integration; SI = social integration; CSC = commitment to the 
study course; EC = emotional commitment; BAA = benefits of the alumni association; PC = predisposition to charity; IAL = intention to alumni loyalty. 
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APPENDIX B. Discriminant validity – HTMT  
 
Latent 
Variables 
HTMT criterion 
Total sample Russian sample German sample 
CI 
 
HTMT 
≤ 0.85 
CI HTMT 
≤ 0.85 
CI HTMT 
≤ 0.85 
CSC ↔ AI [0.15; 0.35] 0.25 [0.09; 0.38] 0.23 [0.14; 0.39] 0.26 
EC ↔ AI [0.16; 0.35] 0.26 [0.14; 0.41] 0.27 [0.13; 0.36] 0.24 
EC ↔ CSC [0.48; 0.67] 0.58 [0.41; 0.70] 0.57 [0.46; 0.72] 0.59 
IAL ↔ AI [0.38; 0.56] 0.48 [0.32; 0.60] 0.47 [0.36; 0.59] 0.48 
IAL ↔ CSC [0.18; 0.38] 0.28 [0.18; 0.48] 0.33 [0.15; 0.38] 0.25 
IAL ↔ EC [0.45; 0.62] 0.54 [0.51; 0.73] 0.62 [0.37; 0.59] 0.49 
PC ↔ AI [0.29; 0.48] 0.39 [0.15; 0.44] 0.30 [0.33; 0.56] 0.45 
PC ↔ CSC [0.06; 0.24] 0.14 [0.04; 0.31] 0.15 [0.06; 0.27] 0.13 
PC ↔ EC [0.12; 0.32] 0.22 [0.12; 0.39] 0.25 [0.10; 0.33] 0.21 
PC ↔ IAL [0.37; 0.55] 0.46 [0.26; 0.57] 0.42 [0.39; 0.60] 0.49 
SI ↔ AI [0.35; 0.56] 0.45 [0.32; 0.61] 0.47 [0.31; 0.58] 0.45 
SI ↔ CSC [0.14; 0.37] 0.24 [0.29; 0.60] 0.45 [0.09; 0.28] 0.14 
SI ↔ EC [0.28; 0.50] 0.39 [0.42; 0.71] 0.58 [0.13; 0.40] 0.26 
SI ↔ IAL [0.50; 0.69] 0.60 [0.52; 0.78] 0.66 [0.42; 0.68] 0.55 
SI ↔ PC [0.29; 0.50] 0.40 [0.28; 0.57] 0.43 [0.23; 0.50] 0.37 
Note: IAL = intention to alumni loyalty; PC = predisposition to charity; CSC = commitment to the study 
course; EC = emotional commitment; AI = academic integration; SI = social integration. HTMT - 
Heterotrait-Monotrait Ratio criterion; CI - confidence interval. 
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APPENDIX C. Formative constructs outer weights significance testing results 
 
Construct 
TOTAL sample Russian Sample German Sample 
Item VIF 
 
OW 
(OL) 
T p CI VIF OW 
(OL) 
T p CI VIF OW 
(OL) 
T p CI 
Physical 
quality 
Pq1 
1.41 
0.57 
(0.87) 
8.64 0.00 
[0.43; 
0.69] 
1.68 
0.55 
(0.90) 
5.23 0.00 
[0.33; 
0.75] 
1.23 
0.56 
(0.83) 
6.65 0.00 
[0.39; 
0.71] 
Pq2 
1.43 
0.42 
(0.81) 
5.59 0.00 
[0.27; 
0.56] 
1.60 
0.35 
(0.80) 
2.99 0.00 
[0.12; 
0.58] 
1.26 
0.50 
(0.80) 
5.39 0.00 
[0.31; 
0.66] 
Pq3 
1.17 
0.28 
(0.60) 
4.68 0.00 
[0.16; 
0.40] 
1.23 
0.33 
(0.68) 
3.61 0.00 
[0.14; 
0.50] 
1.14 
0.25 
(0.56) 
3.44 0.00 
[0.11; 
0.40] 
Interactive 
quality 
Iq1 
1.72 
0.44 
(0.86) 
5.35 0.00 
[0.28; 
0.60] 
1.81 
0.38 
(0.84) 
3.14 0.00 
[0.13; 
0.61] 
1.92 
0.51 
(0.91) 
3.99 0.00 
[0.24; 
0.76] 
Iq2 
2.26 
0.35 
(0.88) 
4.10 0.00 
[0.19; 
0.52] 
2.49 
0.31 
(0.88) 
2.36 0.02 
[0.05; 
0.57] 
1.96 
0.34 
(0.85) 
3.04 0.00 
[0.12; 
0.56] 
Iq3 
1.89 
0.37 
(0.84) 
4.16 0.00 
[0.20; 
0.55] 
2.17 
0.45 
(0.90) 
3.35 0.00 
[0.18; 
0.71] 
1.75 
0.30 
(0.81) 
2.65 0.01 
[0.07; 
0.52] 
Corporative 
quality 
Cq1 
1.76 
0.52 
(0.90) 
7.29 0.00 
[0.38; 
0.66] 
2.53 
0.49 
(0.93) 
4.08 0.00 
[0.25; 
0.72] 
1.26 
0.56 
(0.84) 
6.01 0.00 
[0.38; 
0.74] 
Cq2 
1.67 
0.35 
(0.82) 
4.52 0.00 
[0.20; 
0.51] 
2.71 
0.39 
(0.92) 
2.65 0.01 
[0.10; 
0.69] 
1.14 
0.33 
(0.60) 
4.08 0.00 
[0.17; 
0.49] 
Cq3 
1.34 
0.33 
(0.73) 
4.63 0.00 
[0.19; 
0.47] 
1.58 
0.25 
(0.75) 
2.43 0.02 
[0.05; 
0.45] 
1.14 
0.47 
(0.71) 
5.05 0.00 
[0.27; 
0.63] 
Benefits of 
the alumni 
association 
Baa1 
1.67 
0.56 
(0.91) 
4.43 0.00 
[0.29; 
0.78] 
1.60 
0.57 
(0.90) 
3.44 0.00 
[0.21; 
0.85] 
1.74 
0.60 
(0.92) 
2.85 0.00 
[0.12; 
0.94] 
Baa2 
1.67 
0.55 
(0.90) 
4.44 0.00 
[0.30; 
0.79] 
1.60 
0.55 
(0.89) 
3.36 0.00 
[0.22; 
0.85] 
1.74 
0.50 
(0.89) 
2.41 0.02 
[0.08; 
0.92] 
Note: OW – outer weight; OL – outer loading; T – t-value; CI – confidence interval; p – p-value (5%). Pq1 – “Organization and structure of a major”; Pq2 – “Variety of courses offered 
for a major”; Pq3 – “Quality of library service”; Iq1 – “Examinations (unbiased system of knowledge evaluation)”; Iq2 – “Quality of academic staff consultations and support during 
the study”; Iq3 – “Availability of the academic staff”; Cq1 – “Importance of the University reputation to build a successful career”; Cq2 – “Applicability of the obtained knowledge for 
work activities”; Cq3 – “Applicability of the obtained knowledge in science”; Baa1 – “Providing contact with alumni”; Baa2 – “Consultations with alumni.” 
43 
 
APPENDIX D. q2 effect sizes 
Path 
 
Total sample German University Russian University 
Q2inc Q2ex q2 Q2inc Q2ex q2 Q2inc Q2ex q2 
Academic integration → Commitment to study course 0.27 
 
0.28 -0.01 0.35 0.35 0 0.25 0.25 0 
Physical quality → Commitment to study course 0.2 0.1 0.25 0.15 0.2 0.07 
Interactive quality → Commitment to study course  0.28 -0.01 0.36 -0.02 0.25 0 
Corporative quality → Commitment to study course  0.24 0.04 0.35 0 0.2 0.07 
Social integration → Emotional commitment 0.34 0.34 0 0.45 0.45 0 0.28 0.28 0 
Physical quality → Emotional commitment 0.32 0.03 0.4 0.09 0.27 0.01 
Interactive quality → Emotional commitment 0.3 0.06 0.41 0.07 0.25 0.04 
Corporative quality → Emotional commitment 0.32 0 0.43 0.04 0.25 0.04 
Benefits of alumni association → Intention to alumni 
loyalty 
0.28 
0.24 0.06 
0.22 
0.18 0.05 
0.32 
0.29 0.04 
Academic integration → Intention to alumni loyalty 0.26 0.03 0.22 0 0.3 0.03 
Commitment to study course → Intention to alumni 
loyalty 0.27 0.01 0.22 0 0.32 0 
Physical quality → Intention to alumni loyalty 0.28 0 0.22 0 0.32 0 
Interactive quality → Intention to alumni loyalty  0.28 0 0.22 0 0.32 0 
Corporative quality → Intention to alumni loyalty  0.27 0.01 0.22 0 0.31 0.01 
Emotional commitment → Intention to alumni loyalty  0.26 0.03 0.2 0.03 0.31 0.01 
Social integration → Intention to alumni loyalty  0.26 0.03 0.21 0.01 0.31 0.01 
Predisposition to charity → Intention to alumni loyalty  0.24 0.06 0.18 0.05 0.3 0.03 
Note: Q2inc – Stone-Geisser’s value (included); Q2inc – Stone-Geisser’s value (excluded); q2 – effect size of predictive relevance. q2 value of 0.02, 0.15, and 0.34 shows that “an 
exogenous construct has a small, medium, or large predictive relevance respectively, for a certain endogenous construct” (Hair et al., 2016). 
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APPENDIX E. IPMA results for the IAL (indicators, unstandardized effects) 
Construct Item Item definition Germany Russia 
Total 
effect 
Perfor- 
mance 
Total 
effect 
Perfor- 
mance 
Physical 
quality 
Pq1 Organization and structure of major  (e.g., the curriculum) 0.00 59.43 -0.01 63.03 
Pq2 Variety of courses offered for major (refers to the teaching on offer) 0.00 73.27 0.00 70.52 
Pq3 Quality of library service (e.g., availability of educational materials) 0.00 69.60 0.00 56.11 
Interactive 
quality  
Iq1 Examinations (unbiased and objective system of knowledge evaluation) 0.12 71.17 0.03 68.20 
Iq2 Quality of academic staff consultations and support during the study  0.08 66.98 0.03 72.34 
Iq3 Availability of the academic staff 0.06 58.07 0.04 72.13 
Corporative 
quality  
Cq1 Importance of the university's reputation to build a successful career -0.02 61.64 0.11 64.41 
Cq2 Applicability of the obtained knowledge for work activities -0.01 63.21 0.09 60.55 
Cq3 Applicability of the obtained knowledge in science (the utility of 
knowledge in scientific terms) 
-0.01 74.42 0.06 75.11 
Academic 
integration  
Ai1 Participant response to: “I am a regular member of student academic 
groups at my university.” 
0.00 46.96 0.04 32.61 
Ai2 Participant response to: “I take an active part in university committee 
work.” 
0.00 37.11 0.04 31.95 
Ai3 Participant response to: “I regularly take an active part in student 
organizations.” 
0.00 54.40 0.04 38.72 
Ai4 Participant response to: “I regularly take part in extra academic courses or 
events.” 
0.00 43.29 0.03 36.32 
Social 
integration  
Si1 Participant response to: “I always have intensive contact with my fellow 
students.” 
0.07 55.66 0.09 69.72 
Si2 Participant response to: “I often communicate with the teachers 
personally.” 
0.09 34.17 0.09 63.54 
Commitment 
to study 
course  
 
Csc1 Participant response to: “If I were faced with the same choice again, I 
would still choose the same course.” 
-0.04 74.11 -0.02 60.77 
Csc2 Participant response to: “I would recommend my course to someone else” 
0.08 69.50 0.04 69.21 
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Construct Item Item definition Germany Russia 
Total 
effect 
Perfor-
mance 
Total 
effect 
Perfor-
mance 
Emotional 
commitment  
Ec1 Participant response to: “I feel very comfortable in my university” 0.09 73.58 0.07 74.02 
Ec2 Participant response to: “I am proud to be able to study in my university.” 0.09 65.62 0.06 73.58 
Ec3 Participant response to: “I feel very comfortable in my faculty.” 0.06 69.50 0.06 77.51 
Ec4 Participant response to: “If I were faced with the same choice again, I 
would still choose the same university.” 
-0.06 71.49 -0.02 64.77 
Benefits of the 
alumni 
association  
Baa1 Providing contact with alumni  0.20 29.95 0.13 33.95 
Baa2 Consultations with alumni  
0.15 27.36 0.11 35.37 
Predisposition 
to charity  
Pc1 Participant response to: “My parents would like to see every member of the 
family involved in charity.” 
0.11 25.26 0.07 35.01 
Pc2 Participant response to: “I believe my parents would be disappointed if I 
did not express interest in charity.” 
0.07 28.41 0.07 28.89 
Pc3 Participant response to: “My parents do charity activities.” 0.11 23.90 0.06 33.33 
 
 
 
 
